
 
 
 
 
 
 
 
 
 
 

 
 

This article seeks to address the 
impact of E-business on marketing 
both as a function and business 
philosophy, and its implications for 
marketers. Being such a vast topic, 
the issues will be dealt with in 3 
parts appearing in consecutive issues 
of the Marketing Challenge: 
Part 1: Evolution of marketing 
theory and practice. 
Part 2: Evolution of the market 
structure and impact on the cus-
tomer. 
Part 3: Impact on marketing func-
tions and marketers. 
 
Evolution of marketing 
theory and practice. 
The focus of the first part 
of this series of articles is on 
the various evolutionary 
phases of marketing, while 
responding to challenges it 

has to face in the ever 
evolving and dynamic busi-
ness and market environ-
ment brought about by new 
information and communi-
cation technology.  
 
Electronic business (E-
business) represents a fun-
damental change in the 
business environment glob-
ally. E-business is a strategic 
shift in the way business is 
conducted, based on inno-
vations in enabling tech-
nologies that support inter-
active online relationships 
among customers, staff, and 
business partners. Let’s 
make it clear, E-business is 
not simply the creation of a 
web site or the incorpora-
tion of other information 
and communication tech-
nologies. Nor is E-business 
just about e-commerce 
transactions; it’s about rede-
fining old business models, 
with the aid of technology, 
to maximize customer value. 
Also, far too often, the 
terms E-business and E-
commerce are wrongly in-
terchanged. E-business is 

the overall strategy, and e-
commerce is an important 
facet of e-business. 
 
Evolution of contemporary 
marketing thoughts. 
Contemporary marketing 
thoughts first emerged in 
the early years of the twenti-
eth century based on micro-
economic theories. The pro-
duction-oriented marketing 
concept took birth. Then 
came the product-concept, 
which focus on quality, per-
formance and innovative 
features of the core prod-
ucts. Unfortunately, market-
ers got trapped in the 
“better-mousetrap” fallacy 
which led to the famous 
Theodore Levitt’s 
‘marketing myopia’. In an 
era where supply exceeded 
demand, we saw the advent 
of the selling concept where 
much emphasis was put on 
aggressive selling and pro-
motion. The aim was ‘to sell 
what they make rather than 
make what the market 
wants’. (P. Kotler, 2000) 
 
Marketing then developed 
into what is considered a 
customer-oriented approach 
with the successive formula-
tion of the marketing con-
cept, and the introduction  
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of the notion of the market-
ing mix (Culliton, 1948; 
Borden, 1964) and the de-
velopment of the marketing 
mix management approach 
with the 4Ps model 
(product, price promotion, 
placing) (McCarthy, 1960). 
More recently, in a world 
face with environmental 
deterioration, resource 
shortages, and demographic 
challenges, we started to 
talk about the societal mar-
keting concept, which calls 
upon marketers to balance 
three considerations: com-
pany profits, consumers 
want satisfaction, and long-
term public interest. 
 
The marketing mix ap-
proach quickly swept away 
previously introduced no-
tions and models of mar-
keting and achieved the 
position of the dominating 
marketing paradigm. This is 
due to Borden’s 4Ps, be-
cause its pedagogical sim-
plicity and managerial ap-
pealing nature soon become 
very popular and widely 
accepted. Prerequisites to 
this marketing approach are 
mass markets, anonymous 
customers and to some ex-
tent standardized products. 
Thus, the 4Ps of the mar-
keting mix became the uni-
versal marketing theory and 
had a tremendous impact 
on the practice of market-
ing. The rise of this concept 
coincides with the time 
when industrial society was 
reaching the peak of its life 
cycles in the Western world. 
A good enough product 
and effective sales could no 
longer guarantee success in 
the market place. 
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firm to adjust its market 
performance to the increas-
ing expectation of custom-
ers today (i.e. enhanced 
value around the core prod-
uct, reliable service, a trust-
worthy relationship with 
customers, suppliers, dis-
tributors and other business 
partners). As suggested by 
Dixon and Blois (1983), ‘…
far from being concerned 
with the customer’s interest 
(i.e. somebody for whom 
something is done) the im-
plicit view in the 4Ps ap-
proach is that the customer 
is somebody to whom 
something is done!’ Using a 
marketing metaphor, the 
marketing mix and its 4Ps 
constitute a production-
oriented definition of mar-
keting, and not a market-
oriented or customer-
oriented one (Gronroos, 
1989).  
 
The above arguments sug-
gest that marketing as a 
function is continuously 
faced with periods of chal-
lenges and changes. Ac-
cording to research 
(Kashani, 1995) among in-
ternational business execu-
tives: the marketing func-
tion appears to be under 
threat from ‘own label’ 
products, re-engineering, 
and advances in informa-
tion technology. Increasing 
price competition, more 
(general) competition and 
the growing role of cus-
tomer as a key asset are 
among the most important 
changes facing marketers. 
The conclusion from this 
analysis is that the tradi-
tional functional approach 
to marketing management, 
  
          (cont’d on page 3) 

Soon, marketing academics 
and practitioners alike 
found that the 4Ps are in-
adequate for services, not-
for-profit, and industrial 
organizations. This lead 
Booms and Bitner (1981) to 
propose an extension of the 
4Ps to include people, proc-
ess, and physical evidence. 
Thus the 7Ps approach, 
which came into being, gain 
widespread acceptance in 
services marketing litera-
ture. Current authors, 
namely M. Rafiq (1995), 
propose the application of 
this extended marketing 
mix to services in other 
areas of marketing. 

Relationship Marketing 
Although the marketing 
mix is still a valid marketing 
approach, it has definitely 
lost its position as the main-
stream and dominating 
paradigm of modern mar-
keting. 
 
The philosophical founda-
tion of the marketing mix 
and its 4Ps are not very well 
fitted to the competitive 
situation and technological 
development that is emerg-
ing in most industries. The 
mass marketing and trans-
action orientation as well as 
the adversarial approach to 
customers do not allow the 
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emphasizing the manipulation of the 
4Ps, must be replaced by marketing 
concepts which rest on two fundamen-
tals: knowledge-based and experience-
based marketing. 
 
Knowledge-based marketing requires a 
company to master a scale of knowl-
edge: of the technology in which it 
competes, of its customers, of its com-
petitors; of new sources of technology 
that can alter its competitive environ-
ment; and of its own organization capa-
bilities, plans, and way of doing busi-
ness. ( R. McKenna, 1991). 
 
The other half of this new marketing 
paradigm is experience-based market-
ing, which emphasizes interactivity, 
connectivity, and creativity. With this 
approach, companies spend time with 
their customers, with which it builds 
and maintains long-term mutually satis-
fying relationships. This is made possi-
ble by the effective and optimized use 
of information technology.  
 
For the first time since mass market 
and globalization changed the “corner 
grocer relationship,” marketers have 
the ability to create one-to-one conver-
sations with their customers. Through 
customization and personalization soft-
ware, marketers begin to understand a 
customer's individual needs and con-
cerns. On the Internet, this communi-
cation is done in a dynamic environ-
ment. These strategies have the poten-
tial to build stronger relationships be-
tween customers and the brands. The 
added bonus is that it works at every 
stage of the buying cycle 24 hours a 
day/7 days a week/365 days a year.  
 
E-wave 
After the different waves, which have 
shaped the economic, and business 
environment, we are now experiencing 
fully, the electronic wave or e-wave. 
New technologies of the information 
and communication technology (ICT), 
such as computer facilities, Internet, 

digital television, mobile phones and 
intelligent home appliances have all 
reached critical mass at the same time 
and are set to revolutionize businesses 
in ways not seen since the industrial 
revolution. Welcome to the E-
business revolution. 
 
E-business has made much progress 
with more than a hundred million 
people worldwide having access to 
Internet communication. We are still 
at the beginning of an explosive 
growth. Electronic B-2-B (business-to
-business) transactions are estimated 
to grow to more than 1,000 billion 
Euro in the next 3 years globally. 
While customer transactions are still a 
fraction of that, they have the bigger 
potential in the long run. 
 
The initial 
wave on the 
web was fo-
cused on pro-
viding infor-
mation and 
company 
presentations. 
Now we see 
more companies using the Internet as 
a facilitator for transactions with their 
customers, and as a support for the 
businesses processes between them-
selves, their customers and their sup-
pliers. The second wave in the evolu-
tion of the Internet has started. In this 
second wave, the business models of 
the pioneers are adopted in other busi-
ness areas and web presence becomes 
a must for each company. Internet 
shopping is no longer a playfield for 
computer-addicts. It will become a 
mass media event. In comparison to 
the initial customer target, two large 
additional market segments can be 
approached now. Mass market con-
sumers not using PCs can get their 
web access via TV sets connected to 
the telephone network. Business peo-
ple as well as young spenders can surf 
the web on their mobile phones. 
 
 

advent of  E-business ... cont’d from page 2 Benefits of the Internet are generally 
perceived and accepted. For consum-
ers, convenient shopping is possible 
by a few mouse clicks. Businesses can 
cut back their time to market for their 
initial launch and they can react 
quicker to market changes than “brick 
and mortar” businesses. 
 
Interactive Marketing 
Perhaps the most important character-
istic of electronic networks, which 
make them such powerful marketing 
tools are the potential for interactive 
communication. Many sites started off 
with static web pages or ‘ brochure-
ware’, which is often a straight copy of 
an offline brochure. However, to fully 
utilize the capabilities of E-business 
technology, interactivity has been 
added. Unlike other media such as 
television, radio or print, which are 
consumed passively, the Internet of-
fers the opportunity to actively engage 
consumers in a dialogue. Many con-
sumers switch on the television or 
radio as background noise without 
paying much attention to the content. 
Similarly many newspaper readers 
skim through the newspaper only 
reading in detail items that interest 
them. However, most research seems 
to indicate that most people use the 
Internet more actively, searching for 
particular information or for a specific 
purpose, pay more attention to what is 
presented and are not easily distracted. 
 
Marketers should be knowledgeable 
about the new technology so that op-
portunities in the new economy are 
not missed and, above all, they are 
able to take an active part in the cor-
porate debates about E-business  
issues. 
 
 
Afzal Baccus, M.C.Inst.M, DipM, MCIM, MSc E-
Business, Chartered Marketer (CIM, UK) is a mar-
keting consultant on a partnership basis with Phar-
maMarketing Services Ltd, which offers its consultancy 
services for pharmaceutical companies. He also lecture 
at a local branch of the Chartered Institute of Market-
ing. Contact Afzal at albaccus@yahoo.co.uk) 
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The 2003 Annual General Meeting of 
the Canadian Institute of Marketing 
will be held on June 4 at the Ottawa 
Congress Centre. The meeting is be-
ing held for the first time as a partner-
ing project with the Total Public Sec-
tor Marketing Symposium which runs 
from June 4 to 5. 
 
Since the Canadian Institute of Mar-
keting has been a sponsor of the sym-
posium for the past three years, organ-
izers have agreed to provide space for 
our annual meeting. By providing 
space and refreshments, the Sympo-
sium is the Canadian Institute of Mar-
keting’s first corporate sponsor for 
our meeting. 
 
Although an agenda has not been 
drafted for the meeting, it is antici-
pated that it will run from 4:30 to 7:30 
on June 4. The meeting will be fol-
lowed by an event where members of 
the Institute can socialize with each 
other in a relaxed atmosphere. 
 
Registrants should be prepared to 
spend at least one night in Ottawa 
near the Congress Centre to partici-
pate in the Symposium program, and 
visit some of the landmarks of our 
nation’s capital city. The Institute will 
publish contact information of hotels 
close to the Congress Centre. There 
will also be a modest registration fee 
to cover any costs associated with our 
meeting and special evening event on 
June 4. 
 
Some members may wish to combine 
a business trip to Ottawa at the time 
of the meeting. Plan now to attend. 

Marketing associations and institutes 
around the world encourage the devel-
opment of new applications and prin-
ciples of marketing. In Asia, marketing 
is seen as an important aspect of its 
technological development. Hence the 
establishment of the Asian Pacific 
Marketing Federation (APMF). The 
World Marketing Association is com-
prised of the American Marketing As-
sociation, the Chartered Institute of 
Marketing (UK), the Canadian Insti-
tute of Marketing, and others. Market-
ing in Africa is also developing at a 
rapid rate with the establishment of 
national marketing associations for 
professional marketers. 
 
Marketing activities and management 
have actually taken new dimensions as 
technologies evolve and new ideas 
come into practice. New theories, re-
search, development and applications 
are being introduced by marketers 
daily. Of paramount importance and 
worth mentioning is the Canadian In-
stitute of Marketing which, in recent 
times, has grown tremendously in stat-
ure with improved services. It has also 
made a great impact in the marketing 
field with its international members 
who are promptly informed and kept 
involved in the Institute’s day-to-day 
business. Thanks in part to the seem-
ingly tireless  General Manager - Mr. 
Grant Lee. 
 
The Canadian Government should, as 
a matter priority, promptly give sup-
port and recognition to the Canadian 
Institute of Marketing by granting it 
chartered status when the Institute 
makes its appeal to elected federal rep-
resentatives for proper legislation. 
 
Michael Fashanu is employed by Educational Books 
NIG.PLC. in Ibadan, Nigeria.. He can be contacted 
at fashingtont@lycos.com. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Before the advent of the marketing 
profession, the world grappled with 
trade and trading to build economies 
and fortunes. Trading started as pro-
duction increased, outpacing what peo-
ple could no longer consume individu-
ally and locally. The need and desire to 
acquire other goods and services to 
improve standards of living engineered 
the growth of trading across borders 
and boundaries. Nations now trade 
with one another, and so we have inter-
national trade, balance of trade, and 
trade by barter, counter trade, etc. To-
day, marketing as a course in social sci-
ences has overshadowed trading and 
mere selling techniques, even as the 
planet becomes a global village in terms 
of communications and information 
dissemination. 
 
Marketing today has become an impor-
tant aspect of human daily living. The 
business world has come to terms with 
the fact that for life to continue, mar-
keting must be embraced to the fullest. 
Any organization, no matter what 
form, shape or size - whether commer-
cial, non-commercial, profit making or 
non-profit making must involve itself 
in marketing to survive. Marketing can 
be regarded as the axis around which 
world economies now rotate. 
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The Financial Times (FT) has recently 
written a stinging leader on the regula-
tion of selling in financial services, un-
der the banner ‘The toxic legacy of mis-
selling’. Marketers and Chief Execu-
tives must sit up and take note, when 
companies fall below the standards of 
the society they serve.   
  
Much of the dilemma centres on mar-
keting. Marketing must reflect and in-
terpret the consumer culture.  Now 
that a more acute sensitivity to ethics 
has arisen in a number of consumer 
markets, has marketing picked this up? 
The answer is that in the best market-
ing companies, yes we have.  Why have 
companies failed in observing basic 
business ethics? Because marketing, the 
custodian of the consumer franchise 
has been excluded from decision-
making.  
 
Idealism, rationality and choice all play 
their part in marketing.   The mar-
keter’s task is to unearth the role these 
ideas play in customer preference. Gov-
ernance and social responsibility have 
therefore emerged rather naturally as 
areas of direct concern for marketers, 
because critically they have become 
issues for opinion leaders within the 
consumer culture.    
 

What is really important about a com-
pany to most people?  The top answers 
in a recent MORI survey were: services, 
products, and customers.  A critical 
factor in consumer choice is trust. We 
all feel a real sense of trust for our fa-
vourite brands, and always have done. 
But in a data driven, high-tech, high 
reward, virus riddled world, the absence 
of trust has crept in. A sense of mis-
trust has begun to pervade the market.  
 
In all of this the importance of Com-
munication Advertising Marketing 
(CAM)’s agenda is enormous. If we do 
not trust market research, or communi-
cation, then companies themselves 
come under attack. If companies do 
not trust their own market research, or 
excessively spin their communication, 
they will create propositions that do 
not command trust amongst consum-
ers.  

Perhaps it is not surprising that major 
marketing companies such as Coca 
Cola and P&G, who have had their 
problems in the marketplace—
remember the problems of Procter’s 
Sunny Delight, - are now moving deep 
into the territory of corporate social 
responsibility. How many of us are 
aware that P&G is majoring on its role 
of purifying water for Africans; or that 
Coke is using its African distribution 
systems to help Aids sufferers in Af-
rica.  This is a new vision for market-
ing.  
 
The world of communication is chang-
ing. These companies now need to 
reach diverse stakeholder communities.   
And this poses new problems for com-
municators.  Marketers must now be 

centrally involved in the whole of cor-
porate communication.  
 
The demise of single media and single 
message campaigns means that it takes 
longer to reach customers, and it is 
often more difficult to find the best 
way of doing so. Selection of not just 
one media, but combinations of me-
dia, is a key skill. The integration of 
messages across media is now essen-
tial. One-on-one communication or at 
the very least ever more sophisticated 
segmentation strategies are necessary. 
Bland targeting is out. Wastage is out.  
 
And a new and more tricky balancing 
act is needed to get the right balance 
of what can be mutually contradictory 
strategies, i.e. better reach, lower cost, 
and personalised communication. 
 
Who are these experts in the com-
pany, able to take these difficult deci-
sions?  How many companies employ 
specialist expert media managers? 
Very, very, few. How many employ 
specialist advertising people? Few. The 
opportunity for the Communications, 
Advertising and Marketing (CAM) 
trained individual is enormous. Inte-
grated communication is what will 
distinguish CAM in the future. Exper-
tise in each individual, marcomms 
function, and each individual media, 
combined with this ability to under-
stand and knit together the overall 
picture.  
 
The brand name for this kind of 
thinking and skill base is Media Neu-
tral Planning. Marketing Directors of 
some of the largest and most capable 
UK companies have identified the 
principles involved in forging unbi-
ased and effective communications. 
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in the FTSE put marketing, and cus-
tomer insight at the top of the Execu-
tive Board agenda. Their commitment 
to understanding people, and focusing 
on their real needs, is a tangible mani-
festation of leadership in marketing. 
And there are other straws in the wind.  
 
Anecdotal evidence suggests that senior 
marketers have taken on a much 
greater responsibility for management 
of corporate brands. Business leaders 
such as John Browne of BP have ap-
plied marketing disciplines on a colos-
sal scale to corporate makeovers.  
 
Now the marketing community, in the 
shape of the Chartered Institute of 
Marketing in partnership with CAM, 
has decided to help marketers apply 
their skills to shape the corporate 
agenda. Governance, corporate reputa-
tion, and social responsibility, ethics, 
sustainability, and the relationship of 
marketing to with shareholder value, all 
will feature in this exciting new agenda.   
 
We need to meet people’s needs not 
just through company products and 
services, but also through every opera-
tion of the company. Communications 
and internal marketing is at the centre. 
The business world is moving towards 
integration and convergence. Every 
stakeholder is now a target. Our task is 
to gauge the long term needs of each 
and to craft strategies to meet them.    
 
The desired outcome?  Shareholders 
will understand that brands create 
shareholder value, and that marketing 
minimises risk to the company’s assets. 
The goal increasingly is to meet the 
needs of consumers and society at large 
for a better quality of life.  This essen-
tial marketing task is creative, innova-
tive and exciting as it opens up a new 
leadership role for CAM in market re-
search, marcomms, and brands crea-
tion. 
 
 
John Stubbs can be contacted through the Char-
tered Institute of Marketing’s Web site at  

 
Most of them have CSR, and Corpo-
rate branding strategies. Now 
Theodore Levitt takes a jaundiced view 
about companies that ‘go public’ on the 
responsibility issue.  
 
But Social Responsibility is near the top 
of this government’s concerns.  38% of 
Labour MPs in the UK spontaneously 
mention Corporate Social Responsibil-
ity (CSR) as being an important factor 
when judging a company.  “Fifteen 
years ago, if you said business will help 
save the environment people would 
have laughed at you. Today I believe 
this is a serious proposition.” That’s 
British Prime Minister, Tony Blair. So if 
you are a businessman in the United 
Kingdom, you may now understand the 
role and the tax burden, which the 

Prime Minister expects of your com-
pany. 
 
If this is the shape of things to come, 
then we may expect the skills of the 
marketer to be ever more widely ap-
plied in the future.  Marketing has long 
been widely misinterpreted, and misap-
plied. It is in need of a new lexicon if it 
is to be correctly positioned in the 
minds of business, the city and Parlia-
ment itself. Marketing means above all 
the science and art of winning cus-
tomer preference, using the skills which 
communications, advertising and mar-
keting can so expertly impart. As such 
marketing and marcomms are at the 
heart of the corporate agenda. 
 
Marketing takes place not in a vacuum, 
but in a context of leadership, which 
can empower or belittle it. A survey 
that I did as Chief Executive of the 
Marketing Council in partnership with 
KPMG in 1999 showed that Chief Ex-
ecs of the more successful companies 

 
   (cont’d on page 6) 
The Billet consultancy, and Professor 
Jenkinson at the University of Luton, 
and indeed a host of communications, 
advertising and marketing experts are 
hard at work generating the analyses.  
 
Consider this example. British Gas as 
part of its CSR programme has initi-
ated the Think Energy programme in 
schools. Simple enough. It uses the 
curriculum to engage children in en-
ergy efficiency. But then it feeds the 
education programme into a million 
households via a parent’s guide, and 
kids magazine, to encourage children 
to work with the older population to 
conserve energy.  BG invests in home 
magazine campaigns to encourage 
room makeovers for increased energy 
efficiency. Then energy efficiency ex-
periments are conducted on Tomor-
rows World road shows.  And a new 
TV initiative called energy idols gives 
children the opportunity to publicise 
their ideas on the box. 
 
So here we see in practice the devel-
opment of different channels for dif-
ferent audiences with the same key 
message. Combinations of media in-
crease reach and cost efficiency. The 
whole is amplified by the sales force 
promoting the right messages. 
 
In most companies this would be a 
pretty ambitious programme, and few 
would have the ability to measure its 
effectiveness. In fact most companies 
do not pre-test; except for TV, most 
do not measure effects; few use objec-
tive criteria to choose the integrated 
media strategy. 
   
Corporate Social Responsibility is just 
one example of the new corporate 
agenda, and its communications and 
branding implications.  Companies 
like BP, P&G, Sainsbury, Tesco, Coca 
Cola, B&Q, are all tackling these more 
complex communications challenges.   

misinterpreted … cont’d from page 5 

Marketing has long been widely  
misinterpreted, and misapplied.  

It is in need of a new lexicon if it is 
to be correctly positioned  

in the minds of business, the city 
and Parliament itself.  



Volume 5,  Issue 3 Page 7 

veloped high levels of interpersonal 
relationship skills. 
 
A majority of organizations demon-
strate a “planning culture”. Hence, 
greater effort is made towards analysis 
and planning, instead of implementa-
tion and control. Hence, lack of feed-
back and control, could also be an 
implementation issue. The danger here 
is that even if implementation is inef-
fective, you may be unaware of same, 
due to lack of feedback and control. 
An effective control system, would be 
a great boon toward effective imple-
mentation of marketing strategy. 
 
In certain organizations poor budget-
ing practices could result in resources 
being allocated in an un-equitable 
manner. Resources need to be budg-
eted and allocated in an optimum 
manner to deliver the right results. 
Marketers would do well to work 
closely with finance persons through 
the budgeting process. 
 
Internal marketing is a prerequisite for 
effective external marketing. Poor in-
ter-functional and intra-functional 
coordination can result in implementa-
tion problems. Good inter-functional 
coordination will ensure that the 
“marketing wheels” turn in the same 
direction, consistently. The marketing 
of marketing is a vital ingredient for 
marketing strategy formulation and 
implementation.  
 
Steps to be taken to effectively  
implement marketing strategy  
The first step is to realize that the im-
plementation of strategy is as impor-
tant as the strategy itself. Both of 
these activities should be treated 
equally. 
 
An organizational culture which is 
based on “doing” rather than “talking 
of doing” is important. In other words 
action orientation in marketing activi-
ties. This would create the urgency 
which is so vital in a competitive  
 
                (cont’d on page 8) 

There is simply no other substitutes! 
The culture of an organization, could 
either aid or abate, implementation of 
marketing strategy. A positive culture 
which encourages innovation, risk 
taking and creativity would be ideal. In 
such organizations, strategy imple-
mentation becomes an existing and 
challenging activity. Hence, the senior 
management of an organization, has a 
great responsibility to foster the right 
culture. Take for an example, organi-
zations such as Sony, 3M, GE and 
Toyota. The marketing strategies of 
these organizations are brilliantly im-
plemented, with a minimum of fuss. 
The underlying secret, is a very posi-
tive organizational culture.  

Skill and motivation levels of market-
ing staff, are also key issues. Strategies 
are implemented through people, and 
effective management of people is 
required to get positive results. People 
management skills are not the forte of 
marketing professionals. Often excel-
lent strategies are developed but 
poorly implemented, as a result of 
demotivated and uninspired staff. 
Marketers would do well to enhance 
their people management skills, since 
marketing is all about internal and ex-
ternal customer satisfaction. Market-
ing is a “people” discipline which is 
enhanced by marketers who have de-

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Developing marketing strategy is an 
exhaustive process, but to obtain the 
right results, implementation of  
strategies is vital. There are several 
implementation issues that marketers 
confront, both internal and external. 
The ability to overcome these issues, 
is vital for marketing success.  
 
Issues relating to the implementa-
tion of marketing strategy  
The availability of adequate resources 
to implement strategy is a major issue. 
It sounds so obvious, but many or-
ganizations develop grand strategies 
and then to their dismay realize that 
resources are not available. Among 
other things, these resources could be 
people, finances, and technology. 
 
Organizational structure becomes an 
impediment in many instances due to 
outdated structures that are totally 
incompatible in terms of the strategies 
to be implemented. The golden rule is 
that “Structure should follow strat-
egy”. If this is practised, it would be a 
great benefit towards marketing strat-
egy implementation. Organizations of 
today should be bold enough to 
change the structure based on needs.  
 

Implementation issues of  marketing  
strategies 
By Prasanna Perera, M.C.I.M. (UK), M.C.Inst.M., M.S.L.I.M.,  
Chartered Marketer (CIM-UK) 
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E-marketing could be a powerful medium 
to implement strategy efficiently and ef-
fectively. The Internet takes away physi-
cal barriers present in offline marketing 
that can become implementation issues. 
Developing a powerful and interactive 
Web site, and using it to compliment off-
line strategy, would provide the synergy 
vital to achieve tangible results in market-
ing. Do not underestimate the potential 
of Internet marketing in getting strategy 
implemented swiftly. 
 

Conclusion 
As Nigel Percy states in his book “Market
-led Strategic Change” marketing plans 
and strategies which do not confront or 
address implementation realities, contain 
the seeds of their own failure. The role of 
internal marketing is worth repeating. If 
employees are treated like customers, 
then customers will get treated like em-
ployees! 
 
Finally, the reality of marketing is that 
strategy is implemented by those who are 
largely not involved in strategy formula-
tion. Marketing strategists should be 
aware of markets and implementation 
issues. This would help them to formu-
late strategies that get implemented  ef-
fectively, to achieve expected results. 
 
“The integrated strategy and implementa-
tion scenario is the ideal, to which we 
aspire” (Nigel Piercy) 
 
Prasanna Perera is a Senior Marketing Practitioner, 
and Senior Lecturer in Marketing Management. He 
can be contacted at prasanna.perera@tetrapak.com.                     

marketplace. This “doing” phenome-
non should be backed up by calculated 
risk taking, innovation, and intuition.  
 
Strong leadership, both at the helm of 
the organization and at marketing 
functional level is vital. If the goal 
posts are clearly defined, then the ac-
tions required to get there can be for-
mulated and implemented with a great 
deal of ease.           
 
In most organizations, the goal posts 
are not clearly defined due to poor 
leadership and vision. Good, positive 
and creative leadership, is mandatory 
for consistent performance.  
 
Marketing strategies including adver-
tising and sales promotions should be 
supported with resources. Therefore, 
professional budget-determining 
methods should be used such as the 
“objective and task” method. 

Fostering a culture of inter-functional 
cooperation and understanding would 
also help in marketing strategy imple-
mentation. This requires all persons in 
an organization taking responsibility 
for customer-centered actions and 
treating the customer as their own 
responsibility.  Job rotation is a good 
technique to practice to achieve a cus-
tomer focus across business functions. 
Knowledge management and a learn-
ing organization creates the impetus 
for implementation of strategy. Man-
aging knowledge workers and encour-
aging them to share knowledge with 
fellow workers create new levels of 
challenge that are vital in implement-
ing strategies. 
 

implementation issues...cont’d from page 7 

At its May 31 meeting in Jogjakarta 
Indonesia, the Board of Management 
(BOM) of the Asia Pacific Marketing 
Federation agreed that the Canadian 
Institute of Marketing be upgraded 
to full member status, as it has been 
an associate member for more than 
three years. 
 
The APMF is a new international 
body that is growing steadily. At the 
time of the Jogjakarta meeting, 
APMF was just a name. Funds trans-
ferred from one country to another 
at the end of each term of office of 
the President went directly into the 
account of the new President’s mar-
keting association. The BOM recog-
nized that this is not prudent for le-
gal and accounting purposes. 
 
The suggestion was made to register 
APMF in Indonesia (where the 
APMF Foundation is registered), for 
legal and accounting purposes, and 
then open an account with Citibank 
to facilitate the withdrawal of funds. 
The APMF is moving forward to 
solidify its legal and financial status. 
 
The BOM approved a letter to the 
Secretary-General of the Association 
of Southeast Asian Nations 
(ASEAN) proposing to sign an 
MOU. The APMF will try to assist 
the newer members of ASEAN 
(Cambodia, Laos, Myanmar and Viet-
nam) in the transfer of marketing 
knowledge and helping their market-
ers to access the APMF network. 
 
The Canadian Institute of Marketing 
is represented at APMF meetings by 
Chair Bruce Hoggard, F.C.Inst.M. 
Mr. Hoggard can be contacted at 
bruce@hoggardinternational.com for 
details. 

A culture of inter-functional  
cooperation and understanding  

requires all persons in an  
organization to take responsibility for 

customer-centered actions and  
treating the customer as their own 

responsibility. 

APMF Meeting  
Report 
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What makes a successful company? Is it the 
finance department? Operations? Or is it the 
chief executive and his board members? In 
fact, successful companies are those with good 
marketers that provide the customer-facing 
leadership needed to satisfy not only the cus-
tomer, but the shareholder as well.  
 
As marketers, we are all judged by how 
effective we are seen to be in our daily 
activities. Effectiveness and share-
holder value are the issues of the day, 
but what is effective marketing, and 
how can we raise the profile of market-
ing up the business agenda? 

The Chartered Institute of Marketing 
(CIM)’s Marketing Effectiveness Cam-
paign is proving the link between effec-
tive marketing and value generation for 
customers and shareholders alike. CIM 
has gathered together a group of the 
world’s leading experts on the subject 
of marketing effectiveness to release 
new research and survey findings 
throughout October and November 
2002. 
 

Clear evidence suggests that it is in 
fact marketing and effective marketers 
that drive customer revenue streams, 
and build long-lasting relationships 
with customers to generate long-term 
cash inflows. Marketers from all in-
dustries must consider not only the 
impact of their marketing decisions on 
the customer, as was traditionally the 
case, but the shareholder too. In a 
sense, an effective marketer is one 
who is able to reconcile these two ob-
jectives.  
 
What’s more, the marketing role is 
now infinitely more demanding than 
ever before, because marketing is now 
about more than just satisfying human 
need, as was once the case. Not only 
have consumers’ tastes and passions 
changed, there is now increasing pres-
sure from the boardroom to make 
marketing financially accountable. All 
this against a backdrop of declining 
consumer spending, and a rocky eco-
nomic outlook in many economies.  
 
An effective marketer is one who can 
make the right connections between 
the marketing department and the rest 
of the business. The goal of any effec-
tive marketer is to generate profitable 
revenue streams for the business, long
-term. 
 
Effective marketing requires a cus-
tomer-centric approach. After all, it is 
these longstanding relationships that 
allow us to realize the true value of 
our customer base. Don Peppers, the 
American one-to-one marketing ex-
pert, is supporting CIM’s campaign. 
 
"I believe a company should actually 
think of itself more as a collection of 
customers, rather than as a collection 
of products and services, patents, in-
ventories, factories, or territories," 
says Peppers. "It’s time to begin edu-
cating organizations and ultimately 
their investors on the strategic value 
of customer growth initiatives." 
Peppers issues a strong challenge to 
marketers across the world - prove to 

boardroom executives that a customer-
facing approach should become the key 
strategy for companies to build share-
holder value. 
 
Ultimately, it is up to us as marketers to 
show that these customer-focused 
strategies pay real dividends. New re-
search by PA Consulting Group, in 
support of CIM’s campaign, shows that 
marketing typically generates three 
times the shareholder value of other 
functions.  
 
"Our new research of 6,000 companies 
shows that marketing drives 3 times 
more value than anything else in the 
business - yet marketers are often not 
in the driving seat, creating a gap of 
around 25% in the shareholder value 
performance of many companies,” says 
Peter Fisk, of PA Consulting, in sup-
port of the campaign. 
 
He sees the marketer’s role as not sim-
ply to champion the customer, but to 
use these relationships to create value 
for the business today and in the fu-
ture. 
 
“Markets are no longer as stable and 
predictable as they were,” says Fisk, 
“Customer expectations and trends can 
change quickly, new competitors can 
rapidly gain a foothold, and new tech-
nologies can disrupt the basis of com-
petition. Markets are more global, sub-
ject to broader and remote forces, and 
their boundaries blur as adjacent sec-
tors converge”. 
 
Unfortunately many finance directors 
fail to recognize the vital importance of 
good marketing as part of competitive 
business strategy. There is often major 
disparity between finance directors’ 
views and those of their marketing 
counterparts.  
 
In recent research carried out in  
association with The Chartered Insti-
tute of Marketing (CIM), just 6% of  
 
                (cont’d on page 10)  

Moving up the  
business agenda 
By Mike Johnston, M.C.I.M. 

Mike Johnston 
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finance directors and CEOs say that 
marketing has a considerable effect on 
increasing competitiveness. Perhaps of 
more concern, is that only 10% see 
marketing as a key driver of business 
results.  
 
Despite this conflict of views, finance 
and marketing are highly dependent on 
each other. When questioned, market-
ers say that financial resources are key 
to improving their marketing, whereas 
37% of the finance directors see it as 
“very important” that marketers stick 
to their budgets. Clearly, hard cash is a 
big issue. 
 
Marketers can think about the impact 
we have on returns (and ultimately 
shareholder-value) by considering the 
concept of ‘future cash’ and imagine a 
pipe of cash stretching from today into 
the future. The challenge is to maxi-
mize the size and flow of this pipe of 
cash. The longer, fatter and more sus-
tainable the cash pipe, the more share-
holder value. Marketers should focus 
on how they can make the pipe fatter 
through competitive differentiation, 
longer by strengthening their brands 
and customer relationships, and flow 
faster though innovation and speed of 
response to market change. 
 
The skills we need in this volatile busi-
ness climate are inevitably changing 
too. Today, high performance market-
ers must not only develop strategic 
skills to access these new markets, but 
continue to learn emerging best prac-
tice, rather than relying on a traditional 
marketing education. The most effec-
tive marketers are those who are able to 
anticipate, react to new opportunities, 
while focusing on making new ideas 
happen fast. 
 
The high-performance marketer knows 
its customer inside out. We need to be 
instinctive and forward looking, while 
being able to anticipate, identify and  
 

satisfy customers’ needs today and in 
the future. 
 
“We have identified the key question 
every marketer needs to ask at a strate-
gic level to be more effective,” says 
David Wright, Head of Corporate Mar-
keting, at The Chartered Institute of 
Marketing “If the organization didn't 
exist, would there be a customer need 
to invent or establish it? If not, the or-
ganization needs to find a point of dif-
ferentiation from the competition. At 
an operational level, marketers need to 
know what their organization's market-
ing objectives are for the year in terms 
of brand share, return on investment 
and customer loyalty.” 
What is your current market and brand 
share? What are the marketing pro-
grams for the year, and how do they tie 
in with your organization's marketing 
objectives? Who are your key competi-
tors and what are their programs for 
the year? Marketers may not know the 
answers to all these questions instantly, 
but if they are not asking the questions 
in the first place, then they are off the 
pace. 
 
Our latest research shows that market-
ers earn more than their contemporar-
ies in other functions, and that the gap 
between male and female pay is begin-
ning to close in marketing, ahead of 
other professions, and that job satisfac-
tion is on the increase. This puts mar-
keting professionals in a better position 
to influence the board and ensure that 
their vital contribution is recognized. 
  
CIM’s October campaign brought mar-
keting to the top of the agenda, and put 
pressure on CEOs to look at marketing 
and effective marketers not as a discre-
tionary expense, but as a key determi-
nant of business success. 
 
Mike Johnston, M.C.I.M. is International Chair-
man, Chartered Institute of Marketing (CIM 
UK). He can be contacted through the Institute’s 
Web site at www.cim.co.uk. 

 
 
 
 
 
 
 
 

 
Marketing is a dynamic business disci-
pline that is going through revolution-
ary change as it incorporates the Inter-
net—now a core essential media—into 
its already complex mix. It is an art and 
a science that involves knowledge, in-
sight and creativity. However, market-
ing must also serve as the catalyst and 
primary driver in the formation of new 
corporate culture.  
     
Marketing touches on everything indi-
viduals and organizations do to create 
an appetite or appreciation for a prod-
uct or service. The adoption of a cus-
tomer-focused operating philosophy 
involves marketing as an integral part 
of the enterprise, if it is to achieve sus-
tainable and profitable growth. For a 
company to deliver a value proposition 
worthy of consideration and purchase, 
employees must view their roles as be-
ing vital to the meeting and/or exceed-
ing of customer expectations. They are 
mission critical members of the com-
pany’s marketing thrust. A company is 
and of itself a brand, and every em-
ployee should feel that they are part of 
that corporate brand. The truism that 
employees are a company’s greatest 
asset is often overused, but customers 
punish those who talk the talk, but 
don’t walk the walk.  
 
     (cont’d on page 11) 

moving up …cont’d from page 9 Internal  
marketing is  
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By Ron (Doc) Halliday, MBA, CMC,  
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will want tomorrow, at a price the cus-
tomer will be willing to pay. They 
must create the promotional appeal 
that will work against tomorrow’s 
competition, and at a place the cus-
tomer will be shopping. Marketing 
decides the flow of goods and services 
from the manufacturer or supplier to 
the end user, satisfying the needs and 
desires of that user. And it does so 
profitably. 
 
A marketer’s corporate responsibility 
must include the accountability for 
internal marketing and all of its chal-
lenges. Marketing has been typecast as 
a predominately external customer and 
market focused function. Its role, sim-
ply stated, has been to find and keep 
customers. I believe that in today’s 
world, that just isn’t good enough.  
 
Every business must constantly be 
looking for new ways to reach their 
customers, and for new ways to de-
liver greater value than the customer 
expects. ‘Exceeding expectations, not 
just meeting them’ may have become 
an over used term, but it simply isn’t 
achievable without every employee be-
ing involved in the marketing process. 
Employees must see their roles as be-
ing critical to delivering value to cus-
tomers they feel they know and serve. 
Employees need to be recognized for 
their contributions, and rewarded for 
going beyond the benchmarked 
norms.  
 
Being customer-driven means being 
uncompromisingly dedicated to turn-
ing out delighted customers. It means 
adopting ‘best practices’ into the busi-
ness, and establishing value-add as 
defined by the customer, not by the 
company. It means combining a sense 
of urgency to serve the customer's 
present needs with an instinctive un-
derstanding of their future needs, even 
though those specific needs still re-
main on the horizon. 
 
With all the focus placed by marketers 
on the customer, what about those 

who are expected to deliver it? What 
about their understanding and inclu-
sion in the marketing process? Is it 
not true that most employees consider 
marketing someone else’s responsibil-
ity? When was the last time a total 
quality management or process im-
provement program was classified as a 
fundamental step in successfully mar-
keting a product or service to the cus-
tomer? Most ‘increase productivity/
lower cost’ programs focus on im-
proving bottom line performance. 
Seldom do the marketing benefits of 
customer retention and market share 
growth, or the importance of greater 
customer perceived value and what 
that means, get discussed, let alone 
understood.  
 
 
 
 
 
 
 
 
 
 
 
 
The absence of defects should not be 
viewed as the ultimate goal. The goal 
must be an exceptional standard of 
performance at every level of the busi-
ness. I’m sure you will agree that 
measurable success is achieved when 
quality service is present throughout 
the entire transaction between a busi-
ness and its customer. Every time the 
customer comes in contact with the 
company, no matter on what level or 
with which department, he is judging 
the company as a whole. That includes 
the greetings received on the tele-
phone at first contact, as well as the 
staff’s ability to listen, to the accuracy 
of the invoice received by the cus-
tomer, and the follow-up call the com-
pany makes to ensure that everything 
was delivered as promised.  
 
 
                  (cont’d on page 12) 
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The notion that the responsibility for 
creating and building a customer-
focused corporate culture is not an 
internal marketing responsibility, is a 
fallacy. In all too many cases it is not 
considered a strategic imperative. De-
fining a desired cultural shift is usually 
written into the business goals by sen-
ior management. It is often viewed as 
a human resource issue, but its under-
pinnings and subsequent encourage-
ment must be led by the marketing 
team. Cultural change will only take 
place when the majority of employees 
are committed to a shared vision. 
When the idea of employees wishing 
to become ‘world class’ at serving their 
customers permeates an organization, 
a sustainable competitive advantage is 
created—an advantage not easily 
matched by competitors.    

Marketers must take a leadership role 
in making ‘world class’ a cultural real-
ity. They must go beyond the para-
digms of the past and embrace their 
new responsibilities. The fundamental 
objectives of matching what a com-
pany does well (its core competency) 
to the needs of a select group of cus-
tomers (the target market) in such a 
way that it brings value to the cus-
tomer and profit to the company, re-
mains of paramount importance.  
 
Traditionally, marketing’s focus had 
been to determine who the customer 
is, and to develop and communicate 
offerings that provided an ‘easy buy’ 
process. It includes the continual im-
provement of the after-sale and cus-
tomer relationship processes. Market-
ers are still challenged by the need to 
have the product or service customers 

When the idea of employees wishing 
to become ‘world class’ at serving 

their customers permeates an  
organization, a sustainable  

competitive advantage is created—
an advantage not easily matched by 

competitors.    



Customer satisfaction is the sum total 
of each customer transaction over 
time and part of, but not separate 
from, the marketing process.  
 
Marketing is dependant on employees 
believing that the quality of service 
provided will have a direct impact on 
their remuneration, and eventually on 
their job security. Without employees 
striving to meet customer expectations 
100% of the time, customer retention 
levels fall. And the cost of replacing 
those customers can only have a nega-
tive impact on marketing costs. Atti-
tudes influence perception. 

Formerly known as the order desk, 
customer service has been given a new 
name. CRM, or Customer Relations 
Management. I believe the change was 
motivated by someone suggesting that 
building relationships with customers 
was a good idea, and that CRM 
‘sounded’ better to the customer. But 
it doesn’t address the belief of the 
general workforce in many companies 
that all customer issues and problems 
belong to CRM. The customer and its 
problems are not their responsibility. 
Another marketing disconnect.   
 
It is with strong conviction that I say 
that forward thinking companies are 
cognizant of the primary question at 
the top of every employee’s mind. 
Namely, what’s in it for me? Every 
time a company embarks on a new 
marketing or cost cutting program, 
this question needs to be answered. 
For marketers, it means including an 
internal marketing strategy with the 
necessary funding to effectively com-
municate and involve every employee 

in delivering value-add and customer 
service to the marketing process. A 
pragmatic and open explanation in the 
employee’s language, as to how they 
can benefit from their contribution, is 
a fair and logical request. And who 
better to address the question than 
marketing leadership? It means, how-
ever, that marketing must accept own-
ership and take a leadership role in the 
organizational efforts of shaping the 
desired customer focused corporate 
culture. 
 
The difference between a firm barely 
surviving or genuinely thriving can be 
simply the perception the organization 
has of the importance of internal mar-
keting. 
 
Ron (Doc) Halliday is best known as a dynamic 
motivator by the hundreds of sales people who 
have attended his seminars all across Canada and 
the United States. His broad sales and marketing 
leadership experience was gained during a success-
ful career of more than twenty years in both the 
textile and telecommunications industries. He can 
be contacted at doc@impactbc.com. 

abolish or modify some courses and 
keep others. It was also decided at that 
meeting that a sum of $US30,000 a 
rear would be needed to recruit a re-
search officer to work on the project 
with the objective to develop the sylla-
buses and reading materials 
(guidebooks, CD ROMs) and so on. 
 
 
 
 
 
 
 
 
 
 
 
 
In February 2002, letters were sent to 
members of the Education Committee 
to elicit their opinions about the 
changes and how the new syllabuses 
could be developed. Only one person 
responded giving very good ideas as to 
what the new syllabuses should in-
clude and recommended a format for 
examinations. 
 
To date, the Education Committee 
has been handicapped in its efforts to 
proceed as it is unable to raise the 
$US30,000 to recruit a person to work 
on the project as recommended by the 
APMF Board of Management in Janu-
ary, 2002. Until the funds are forth-
coming, there is little that the commit-
tee can do to move the project for-
ward.. 
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Marketing is dependant on  
employees believing that the quality 
of service provided will have a direct 
impact on their remuneration, and 

eventually on their job security.  
Without employees striving to meet 
customer expectations 100% of the 
time, customer retention levels fall.  

APMF CPM  
program delayed 
In August this year, Mr. Kan Ah 
Keng, Ph.D., Chair of the APMF 
Education Committee reported to Mr. 
Sherman Lam, President of the APMF 
on the progress of the Chartered Pro-
fessional Marketer (CPM) program. 
 
In November 2001, a survey question-
naire was mailed to representatives of 
APMF concerning the CPM program. 
Specifically, respondents were asked if 
they would support the continuation 
of the program, among other things. 
Only 3 responded but all supported 
continuation. 
 
Meetings were held in Singapore to 
discuss the steps needed to revamp 
the program. Decisions were taken to 

$ 



Page 13 Volume 5,  Issue 3 

Georgian College in Barrie, Ontario 
Canada offers two marketing pro-
grams that are accredited by the Cana-
dian Institute of Marketing. Gary Boy-
dell, M.C.Inst.M. and Norm Smith, 
M.C.Inst.M. are two active members 
of the Institute who are heavily in-
volved in the development and deliv-
ery of the programs. Both are market-
ing teachers at Georgian. 
 
The three-year co-op diploma pro-
gram in Business Administration—
Marketing introduces students to the 
various functional aspects of business 
in general, and marketing more spe-
cifically. Graduates are able to apply 
planning, assessment, analysis, com-
munication, sales, teamwork, research, 
and mathematical skills to support the 
marketing activities of an organization. 
Graduates are also able to participate 
in the design of an organization’s mar-
keting plan and the preparation of a 
business plan. The graduate of the 
program is able to perform a number 
of complex functions including apply-
ing principles of financial analysis and 
control, and using analytical and 
evaluation skills to support a variety of 
management functions. The student is 
also capable of a more in-depth par-
ticipation in the design and develop-
ment of the organization’s marketing 
plan. 
 
The two-year Business—
Marketing co-op diploma program 
introduces students to the various 
functional aspects of business in gen-
eral, and marketing more specifically. 
Graduates are able to apply planning, 

assessment, analysis, communication, 
sales, teamwork, research, and mathe-
matical skills to support the marketing 
activities of an organization. In addi-
tion, graduates are able to participate 
in the design of an organization’s mar-
keting plan and the preparation of a 
business plan. 
 
To broaden the program choices, all 
general, accounting, and marketing 
students, whether in the two-year or 
three-year diploma program share a 
common first semester.  
 
Graduates of the programs find em-
ployment as management trainees to a 
division or general manager;  area sales 
to sales management; entry level posi-
tions within advertising agencies and 
marketing research firms. Employers 
include banks; finance; trust and insur-
ance companies; computer firms; gov-
ernment ministries and agencies; pro-
ducers of consumer and industrial 
products; wholesalers; retailers; com-
panies and non-profit organizations. 

The co-op program at Georgian is 
designed to blend career ambitions 
with college studies to enhance the 
students’ skills through real and rele-
vant work experience. This blending 
affects much more than simply earn-
ing a salary, including adjustment to 
the work environment and the devel-
opment of professionalism 
 
For further information about either 
program, contact Gary Boydell at 
gboydell@georgianc.on.ca or contact a 
Business Programs Co-op Consultant 
at 705-728-1968 
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How would you 
like to win a prize? 
 
The Canadian Institute of Marketing 
values its student members. These 
are the marketers who will lead busi-
nesses into new territories, and de-
velop strategies for new product and 
service acceptance. This is an oppor-
tunity for student members to raise 
their profile and market themselves 
to a very competitive economy. 
 
The Marketing Challenge will be 
published three times in 2003. Take a 
little time to dust off that paper that 
you thought was absolutely bril-
liant—the same one that your profes-
sor thought was outstanding. Polish 
the work, and submit it to the editor 
of the Marketing Challenge. A com-
mittee of the Institute’s Board of 
Directors will read the papers and 
select one that displays wisdom that 
would benefit all marketers. 
 
The article should be 1000 to 1500 
words, edited for publication and 
submitted in MS Word format with a 
photo of the author. Entrants must 
be student or graduate members of 
the Institute. 
 
All entrants will be rewarded with an 
appreciation award. The winner will 
receive a prize and certificate. The 
winner’s article will be published in 
the Fall Issue of the Marketing Chal-
lenge which will be archived on the 
Institute’s website. 
 
Send entries to Grant Lee, 
glee@aglmarketing.com by  
October 31, 2003 
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Dear Employers: 
 
Georgian College Business Marketing Co-op students are available to you year round. Our work 
terms are scheduled as follows: January to end of April; May to end of August, and September 
to end of December. 
 
These 2nd year Georgian College Business Marketing, Accounting and Business General stu-
dents are ready to fill in for special projects, maternity/parental leaves and short term staffing 
needs. They are enthusiastic, open minded and full of the latest knowledge in their field. 
 
They do, however, need something very important from you! They need a chance to gain hands
-on, related work experience. 
 
If you have not hired a co-op student from Georgian before, give us a call and we will be happy 
to answer your questions.  
 
Let Georgian work for you. 
 
Sincerely, 
 
Sue Cahoon (Accounting & Marketing) 705-728-1968 ext 1493 scahoon@georgianc.on.ca 
Lee Wilford-Allan (Business General/HR) 705-728-1968 ext 5269 lwilford@georgianc.on.ca 

Afzal Baccus, M.C.Inst.M, DipM 
MCIM Chartered Marketer (CIM, 
UK) 
MSc E-Business 
I have been practicing at marketing 
management level in a pharmaceutical 
wholesale company for more than 5 
years. I have acquired nearly 15 years 
of experience in the health care sector 
after subsequently working at different 
levels (nurse, medical representative, 
marketing manager and marketing 
director). 
 
I’m practicing as a marketing consult-
ant on a partnership basis with The 
PharmaMarketing Services Ltd, which 
offers its consultancy services to 
health care companies. Our key pro-
jects portfolio range from market in-
telligence, organization of symposi-
ums/congress, to E-Commerce rec-
ommendations. I also lecture on a part
-time basis at a local branch of the 

Chartered Institute of Marketing. 
 
My other fields of interests are E-
Business, international marketing, 
CRM and branding. I am also commit-
ted to promote and defend the cause 
of marketing, with the vision that it is 
recognized as the key organizational 
function and gain the well-deserved 
share of voice at corporate board 
level. 
 
Hence, one of my priorities in plan-
ning the transition and preparations to 
settle down in Toronto by mid-
January 2003, is to develop contacts 
and networks with marketing profes-
sionals in that region. I am looking 
forward for a marketing management 
job whereby I can practice my market-
ing skills and share my experience, in a 
B-2-B, B-2-C, or services organization. 

Georgios Stroumboulis (Third year 
co-op marketing student at Brock 
University in St. Catharines, Ontario). 
For the past six months I have been 
living in Europe completing a market-
ing co-op placement under the Euro-
pean Union. I am completing my 
placement at a European information 
centre in Corfu, Greece. There are 258 
EIC offices within the European Un-
ion that assist local SMEs with the 
marketing of their businesses, the inte-
gration of new EU business practices, 
and basically, aid with any task that a 
client may require using the vast data-
base and resources that are made 
available by the EU headquarters in 
Belgium and Luxembourg. I have also 
completed a high-school placement at 
Tri-Media Marketing and Publicity 
Inc., in Welland, Ontario. 
 
After the completion of my EU place-
ment, I will return to Brock University 
to complete one more co-op term to 
obtain my BBA Honours degree. I 
have Canadian and E.U citizenship 
which will help me work within  
Canada and travel with ease across the 
E.U. 
 
Ten years from now, I hope to help 
establish my own venture based in, or 
around the marketing industry. In the 
short-run, I am looking to obtain a 
beneficial placement at a reputable 
marketing firm for my next co-op 
term in May 2003. 

 
 

 
OluSola Victor Ayodele Somosu  
A.C.Inst.M., B.Sc. Bus. Admin. (2nd 
Class Upper) from Ogun State Uni-
versity Nigeria (1994), M.Sc. And 
MBA (Marketing) from University of 
Lagos in Nigeria, Dip. In computer 
Apps. and Programing from Exam 
Success Computer College in Lagos, 
Nigeria. 
 
 
 
                  (cont’d on page 15) 

New Member Profiles 
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based in Dubai (U.A.E) and is the re-
gional office (Gulf and Middle East) for 
distribution, marketing, training and 
service of the world leaders’ analytical 
industry (Waters, Micromass, Varian 
Chromatography, Varian Spectroscopy, 
Varian NMR, Millipore, Chromsystems, 
TA instruments, Sievers and Onix). 
 
Gulf Scientific Corporation is commit-
ted to providing complete analytical 
solutions by understanding the require-
ments of its customers and offering a 
broad range of services, training and 
application support through a dedicated 
team of professionals. 
 
 
 
Oswald V. Emmanuel, FCMA (UK), 
CGA, M.C.Inst.M. 
I immigrated to Canada in October 
2000, and am currently employed at 
Trillium Health Centre (THC) where I 
work as a financial consultant. 
 
During these two years  in Canada I 
was privilege to get designated as a 
member of Certified General Account-
ants of Canada and also The Canadian 
Institute of Marketing.  
 
In my current Job I consult with VPs, 
Directors and Managers in the hospital 
on managing their budget so that the 
ministry allocation is wisely spent. The 
concept in marketing “customer is 
king” helps me in doing what I do bet-
ter as I apply the marketing concepts in 
accounting. 
 
Before coming to Canada from Sri 
Lanka, I was heading the accounting 
department for the National Airline of 
Maldives. I was an expatriate in the 
Maldives Island, where I worked for 4 
years. During this period I traveled to 
Canada and now call this country home.  
 
In Sri Lanka I was the group account-
ant for a company that was involved in 
selling generators and air conditioners. 
In one of my business trips to India I 
met a business partner who was willing 

to supply refrigerant gas for air-
conditioning. At this time there was 
only one major supplier of this prod-
uct in Sri Lanka, and I took up the 
challenge to market this product lo-
cally. While doing my accounting 
work, and within 3 years, my sales 
staff of 4 and I captured 35% of the 
market share. This was the start of my 
passion for marketing. Since then, I 
have given up regular accounting 
functions such as preparing accounts, 
and have become more involved with 
management accounting — with a 
marketing heart. 
 
The combination of marketing and 
finance has given me a new perspec-
tive, and made me a better team 
player. I encourage all colleagues and 
friends to have at least two career pas-
sions in life so that every decision is 
made after analyzing the issue from at 
least two different perspectives. 

 
 

The Market ing Chal lenge 

I am working toward a career in market-
ing/sales support management in a mar-
keting related position, a director (board) 
in a company (2,000-20,000 employees), a 
multinational corporation, or develop a 
career as a marketing consultant. I am 
hoping to relocate to Canada. 
 
Formerly, I was Senior Sales Executive 
Total Oil Nigeria Plc., former Head of 
Business Development and Marketing / 
Sales Supports unit with Baywood Conti-
nental Company (A Contractor with Shell 
Nigeria, Chevron Nig., and a host of 
other oil companies), Senior Sales Logis-
tics & Procurement Officer with Fig Ven-
tures Nigeria Plc. 
 
I am currently Lecturer at Polytechnic of 
Namibia Windhoek. 

 
 
 

John-Michael Legge, G.C.Inst.M. has 
been working toward the goal of mem-
bership in the Institute for the past sev-
eral years, completing the three-year co-
op Business Administration Marketing 
program at Georgian College in Barrie, 
Ontario. He is working as a camera sales-
man and lab assistant at Japan Camera. 
He will be searching for career opportuni-
ties in a marketing department of a large 
company in the New Year. As a graduate 
member of the Canadian Institute of Mar-
keting he looks forward to putting his 
academic knowledge to work and to gain 
valuable experience in the field of market-
ing. 

 
 
 

M.Tarek El Kassar, A. C.Inst.M. Is a  
sales manager with more than 10 years 
sales and marketing experience of scien-
tific and high tech analytical instruments. 
He is currently working for Gulf Scien-
tific Corporation (GSC). 
 
G.S.C is a dedicated chemistry center spe-
cialized in chromatography, spectroscopy 
and mass spectrometry techniques. It is 

new member profiles ...cont’d from page 14 

Send the editor your 
suggestions for the next  
newsletter 
 
New member profiles is a  
suggestion presented by a reader 
of the Marketing  
Challenge. This is the  
publication of members of the 
Canadian Institute of  
Marketing. Let your editor know 
what you would like to see in the 
newsletter, and your executive 
will try and include your  
suggestion in the next issue. 
 
The Marketing Challenge is read 
worldwide as it is posted on our 
Web site as a .pdf file and  
available for printing. Help us 
make it better. 
 
A. Grant Lee, F.C.Inst.M. 
Editor 
glee@aglmarketing.com 
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Technology and high level 
specialization have brought us to the 
point where many marketing 
organizations have become an 
assortment of departmentalized skill 
sets, from production, advertising, 
costing, pricing, selling, re-investment, 
to accounting and administration. To 
overcome the undesired, yet predictable 
outcomes from this fragmented 
approach, they later resort to a myriad 
of trendy remedies, including re-
engineering, restructuring, downsizing, 
culminating in merger and convergence 
strategies – also applied progressively, 
as separate solutions. Increasingly we 
discover that, without effective 
organization-wide communications, 
these fragmented solutions rarely 
deliver the promised synergies in the 
long term, thereby inviting risks that 
ultimately lead to failure. Yet once we 
learn to appreciate that marketing really 
begins and ends with customers, it 
doesn’t have to end this way. 
 
Meaningful marketing is like operating 
a complex aircraft, where it's 
impossible to conduct any one activity 
in isolation from all others without also 
endangering a safe arrival. Ongoing 
monitoring of all systems as a whole 
ensures that in an unfriendly 
environment each activity is balanced 
to optimize its impact on desired 

outcomes – holistically, from both an 
operational and customer or passengers’ 
perspective. Similarly, successful 
marketing outcomes also require 
effective leadership and balanced 
solutions based on continuous feedback 
from all sources in order to arrive at its 
desired vision of a future state (or 
destination). Working backwards from 
this vision, creative restructuring ensures 
an optimum impact on desired results to 
meet the needs, expectations and value 
perceptions of customers in a constantly 
changing marketing environment. 
 
While it cannot survive without 
customers, business essentially exists to 
make money – ahead of profits. Failure 
to achieve this goal is often in large part 
due to not understanding the important 
human dimension in ‘marketing’. A well-
coordinated delivery of service, quality 
and value by small and medium-sized 
enterprises, notably the German 
Mittelstand, demonstrates their 
competitive advantage from mutually 
dependent relationships with customers 
– ahead of most larger corporations, 
because they’re invariably closer to their 
customers and more sensitive to their 
changing needs. They also understand 
better the importance and value of loyal 
customers in competitive markets, 
where 70% of satisfied customers are 
not also loyal, and that their loyalty 
cannot be bought. 
 
We also know of the often-
misunderstood factors that impact 
adversely on customer loyalty. For 
instance, following deregulation of the 
US airline industry in 1978 we saw 
increasingly competitive discounting of 
air fares, which actually encourages 
travellers to delay their bookings as long 
as possible, hoping for still cheaper 
fares. This trend led to an ongoing 

decline in brand loyalty, thus 
increasing the financial risk for all 
operators. To offset the shrinking 
revenues from fares, the decline in 
customer loyalty was further 
compounded through less convenient 
scheduling, longer check-in lines, 
reduced passenger comfort, and 
misdirected or lost luggage. In spite of 
these negative marketing practices, 
North American carriers continue to 
make money and barely satisfy 
shareholders; yet only one of them, 
Southwest Air, has consistently got its 
whole organization performance right, 
to produce profits as well. 

Application of wisdom derived from 
competitive marketing intelligence and 
the 80/20 principle (not Pareto) can 
provide the secret for doing better 
with less effort or cost, while 
optimizing performance and desired 
outcomes for customers. In practice 
many organizations discover - 
sometimes too late - that they were 
blinded by early successes in a static 
environment, until acquiring 
meaningful and honest feedback from 
customers and consumers telling them 
otherwise. This neglect then hides the 
illusion of subsequent successes and 
problems that first come to light when 
sales and revenues begin to decline.  
 
Conversely, most successful 
organizations have learned to 
appreciate the value of feedback from 
present and prospective customers as 
an integral part of their organization’s 
long term viability. 
                  (cont’d on page 17) 

Whole organization performance –  
the marketing perspective 
By James A. Schauer, F.C.Inst.M. 
Easton Marketing Services Ltd. 

James A. Schauer 
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The risk of not understanding 
customer expectations and their value 
perceptions can also lead to missed 
business opportunities. Ongoing 
feedback research has also shown that 
customers do not always expect the 
ultimate in service quality, so long as 
the organizations takes early 
empathetic steps to remedy any 
shortcomings - to the affected 
customers’ satisfaction. In the absence 
of this knowledge, managers will want 
to “to play it safe” and provide an  
excess of unwanted services, which in 
turn becomes a loss when customers 
cannot appreciate their usefulness and 
value. The resulting widening 
performance gap involves both hard 
and soft measures, affecting sales 
performance and ongoing business 
investment inversely, thereby calling 
for more complex solutions than a 
relatively simple problem might 
suggest. 

From a marketing perspective, the key 
to optimum success has traditionally 
come from adopting a general systems or 
organization-wide leadership 
approach. This begins with a clear 
vision, i.e. “where do we want to go?” 
Planning must then reflect an 
understanding of all competitive 
forces in developing effective 
solutions holistically; to arrive at 
desired outcomes in an environment 
of constant change. Fragmented 
solutions will simply not suffice. Since 
managers of fragmented solutions are 
traditionally given to divergent 
thinking with a clear focus, a major 
culture change will be needed. General 
systems or whole organization 
solutions, on the other hand, require 
convergent thinking, i.e. being able to 
see and grasp the whole picture, rather 
than its individual pieces. 

Here the ability to synthesize or 
integrate elements, rather than  

breaking them into parts for the 
purpose of analysis becomes a major 
business asset. A good synthesizer 
understands how the various process 
elements fit together, like a jig saw 
puzzle, and how they interact to form 
a whole, or ‘general system’. The 
outcome is an effective balance 
between internal processes and 
customer expectations - even in fast 
changing competitive environments. 
Businesses using general systems thus 
perform as whole organizations that 
involve their customers, to become 
‘customer-centered,’ an interactive 
approach that also requires visionary 
leadership. With all systems 
harmonized, effective marketing 
success then evolves quite naturally 
and efficiently. 

Many problems begin when 
uneducated managers use marketing 
terms and concepts wrongly or give 
them their own interpretation, rather 
than admit and correct the limits of 
their knowledge. This is hardly 

surprising because there is a lot of 
over-inflated esoteric jargon adding to 
the confusion. As a result, these 
managers tend to approach marketing 
from a departmental or other self-
serving perspective with a focus on 
pricing tactics (rather than strategy), 
advertising, or selling. Invariably 
customers then become "the target” 
for sales, akin to a hunted prey, which 
ignores that customers essential for 
continuing loyal support are not sold – 
they buy. This practice inevitably 
ignores the extent to which customers 
are influenced by competitors’ 
offerings to meet their expectations 
and perceptions. The outcome can 
become particularly damaging for  

services like insurance, travel, or 
maintenance programs, that are 
usually not be experienced until long 
after their purchase. 
 
It’s small wonder then that most new 
businesses do not understand the 
meaning of marketing. Earlier re-
search, confirmed by Trudy Belanco, 
senior business consultant at Ontario’s 
Brantford-Brant Business Resource 
Enterprise Centre, confirmed recently 
(National Post, Sept. 23, ‘02) that 
“between 85% and 90% of business 
startups also do not have a marketing 
plan.” Yet popular wisdom tells us 
that “failing to plan means planning to 
fail.” In spite of this essential need, a 
1997 Statistics Canada study (“Failing 
Concerns: Business Bankruptcy in 
Canada”, by John Baldwin et al) re-
vealed that “lack of marketing skills, 
managerial experience and incompe-
tence account for 90% of all failed 
businesses.” 

Somehow we seem to have forgotten 
the wide-ranging business successes of 
the Hanseatic League, the early Ve-
netian merchants, and Indian Ocean 
traders. These organizations lasted for 
many centuries, creating the basis for 
modern global marketing practices. In 
Europe the decline of these customer-
centered practices only came about 
with the evolution of city and state 
governments who introduced regula-
tions, quality control requirements, 
and taxation, compounded by the 
growing interest in emerging Ameri-
can markets during the 17th Century. 
With the introduction of the Euro at 
the beginning of this year, Europeans 
were reminded of these fundamental 
marketing concepts established centu-
ries ago (“Experiment Europe – a 
continent learns from its history”, 
Spiegel Special issue #1/2002). 

Much recent criticism concerning the 
shortcomings of marketing comes 
from people who at one time were  
                  (cont’d on page 18) 

whole organization performance  
…cont’d from page 16 

Many problems begin when 
uneducated managers use 

marketing terms and concepts 
wrongly or give them their own 

interpretation, rather than admit and 
correct the limits of their knowledge. 
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The Chair’s Message 

Bruce Hoggard 

educational base from which to pene-
trate the United States market for our 
respective members. 
 
The Institute’s membership continues 
to grow and to attract new members 
from Canada and around the world, as 
it is recognized as a world-class or-
ganization. This image is further en-
hanced and supported by the Insti-
tute’s ever-growing and valuable role 
in the marketing profession in Canada, 
and through its international affilia-
tions with the Asia Pacific Marketing 
Federation and the World Marketing 
Association. As recognition of this 
active role in marketing, and its com-
mitment and participation in the 
global marketing industry, the Institute 
was awarded full membership in the 
Asia Pacific Marketing Federation at 
the 2002 October Board meeting held 
in Jakarta. 
 
Since the last publication of the Mar-
keting Challenge our Registrar, Ron 
Fletcher has reviewed the growing 
influx of membership applications and 
awarded 24 new memberships their 
certificates during this period. A great  
number of international membership 
inquiries for 2002 originated in the 
United Kingdom. This is partially due 
to CIM UK members looking to Can-
ada for marketing opportunities and 
because the Institute is now listed on 
the CIM UK Web site. Ron is project-
ing that we will have granted member-
ship certificates to approximately 65 
new members by the end of this 
year—a growth rate of close to 30% in 
2002. Thank you to Ron and those 
members who have assisted him dur-
ing this transitional phase and encour-
aging growth. 
 
As Chair of our marketing institute I 
am also proud to say that our 2003 
marketing plan, being developed by 
James Schauer and Grant Lee will be 
ready for your Board’s approval in 
December.  
 
              (cont’d on page 19) 

Greetings and welcome to members of 
the Canadian Institute of Marketing and 
all our faithful Marketing Challenge 
readers world-wide. As our thoughts 
turn to the up-coming holiday season 
and its many celebrations, let me take 
this opportunity to wish each member 
and their families a peaceful and joyful 
Christmas and holiday season. 
 
As I review the Institute’s accomplish-
ments of 2002 I am very excited about 
its accomplishments and new-found 
direction and invigoration, spurred on 
by its members and their welcomed in-
volvement. I also look forward with an-
ticipation and excitement to 2003 and 
the challenges and rewards that it will 
hold for all of us, as the Institute contin-
ues to move forward. However, for now 
at least, here are a few of the highlights 
since the last newsletter. 
 
As an Institute we have, and continue to 
develop, a stronger relation with the 
Chartered Institute of Marketing in the  
UK—with special thanks to Shiv 
Seechurn and Grant Lee who are head-
ing up the education/certification/
accreditation initiative. During the last 
three months they have been carrying on 
discussions with Tony Varey of the CIM 
UK. At this moment we are preparing to 
formalize the MOU and officially launch 
our new educational program in 2003. 
As well, this will provide the CIM UK 
and Canadian Institute of Marketing an 

successful in a relatively static or a 
monopolistic setting, but were then 
blinded by this illusion of success 
without asking themselves "how is my 
success?" As the marketing environ-
ment changed - and with it their cus-
tomers' expectations and perceptions - 
they invariably ran into trouble. Oth-
ers discovered - just in time - that ad-
vertising, pricing, selling or quality 
improvements used in isolation could-
n’t produce holistic outcomes. Unfor-
tunately this doesn’t prevent them 
from writing about the need for 
"revolutionizing marketing" or "the 
end of marketing as we know it," 
when in fact they never learned or 
understood its concepts, or applied 
them wrongly to begin with. 
 
 
 
 
 
 
 
 
 
 

Carl von Clausewitz, the well-known 
Prussian strategic thinker, documented 
these concepts 175 years ago (in his 
classic work “On War”), where he 
noted that "many assume that half  
efforts can be effective. A small jump 
is easier than a large one, but no one 
wishing to cross a wide ditch would 
cross half of it first." 
 
 
James A. Schauer is president of Easton Market-
ing Services Ltd., providing project management, per-
formance analysis, service quality improvement and 
marketing planning services.  A fellow and director of 
the Canadian Institute of Marketing, his background 
includes international travel/tourism, financial services, 
and air operations. Copyright © 2002 Easton Mar-
keting Services Ltd. 

whole organization performance  
…cont’d from page 17 
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sored in part by my Company who 
donates my time close to 70% of the 
total expenses. During this time the 
Institute was recognized with an 
APMF awarded for its outstanding 
contribution to the APMF from 1998 
onwards. At the same time I was also 
recognized and received an awarded 
for my own outstanding personal con-
tribution and support to the APMF. 
In both cases the awards were only 
one of three or four presented.  
 
Now with the latest Board meeting 
held recently in Jakarta, Canada has 
once again been recognized and ac-
knowledged for its commitment, con-
tinuity and participation in the APMF. 
As of October 31, with the changing 
of the APMF constitution and an im-
pressive full majority, the Canadian 
Institute of Marketing was awarded 
full membership. This is definitely a 
proud day for the Institute and its 
members as it once again illustrates 
the professional nature and approach 
that Canadian marketing professionals 
project around the world. 
 
The Board Meeting and accompanying 
Marketing Conference were held at 
the ASEAN Secretariat in Jakarta and 
hosted by the ASEAN Secretary- 
General Mr. Rodolfo C. Severino. As 
for the safety issues and concerns 
given the Bali bombing, I must state 
that I had never felt as safe as I did 
this trip. Also there were several mo-
ments of silence prior to each day’s 
events to remember the people so 
tragically killed in the blast. Seeing the 
resolve and utter contempt that the 
average Indonesian had for the attack 
only reconfirmed that it was the act of 
a few people, not the mood of a na-
tion. 
 
 
 
 
 
 
                  (cont’d on page 20) 

The aim is to have it ready to move 
forward and implement early in the 
new year. Once again special thanks 
must be extended this time to James, 
for his input and assistance in the 
plan’s development. 
 
Finally, with regards to the domestic 
undertakings of the Institute, we have 
a new link to the Marketing Challenge. 
In recognition of the Institute’s valu-
able role in the marketing industry 
within Canada and the world, Industry 
Canada has added the newsletter to 
each one of its Guides to Canadian 
Industry sites on the internet. Now 
people in any country with an Internet 
connection can visit and read the Mar-
keting Challenge at: 
http://strategis.ic.gc.ca/SSG/
gi35921e.html#TRADE_JOURNALS. 
 
During 2003 this strategy will be ex-
tended and applied to other links and 
sites with the goal of increasing the 
visibility of the Institute and the reach 
of the Canadian marketing profes-
sional who is a CIM member. 
 
In closing I extend the Board’s thanks 
to our General Manager, Grant Lee, 
who has been involved with each of 
the activities referred to above and in 
ensuring the Institute operates and 
functions on a daily basis. Without his 
valuable input and hours of due dili-
gence we would be a less effective, or 
attractive organization. My gratitude 
also goes out to all the members for 
making the Institute an on-going and 
valuable part of the marketing profes-
sion in Canada. Keep up the great 
work, and to all of you who read the 
Marketing Challenge, all the best to 
each and everyone of you in 2003. 

As many of our readers may already 
know the Institute has been actively 
involved internationally following my 
first visit to Tokyo in 1997. Since then 
the Institute has gained a strong inter-
national reputation, respect and admi-
ration amongst the other Asia Pacific 
Marketing Federation member coun-
tries. However, for those many new 
members a brief review maybe in or-
der before reporting about the last 
Board meeting and Marketing Confer-
ence held in Jakarta at the end of Oc-
tober. 

In 1997, spurred on by reports and 
concerns being expressed by other 
marketing Associations and Institutes 
within Asia and Europe, that Canada 
was about to loose its identity and 
independent voice on marketing mat-
ters to the American Market Associa-
tion, I went to Tokyo to rally interna-
tional support for the Institute. The 
trip was a success gaining support 
from countries throughout both the 
Asian and European regions. The In-
stitute was formally welcomed into the 
Asia Pacific Marketing Federation at 
the APMF Annual General Meeting 
held in Sri Lanka in 1998 thus giving 
us a voice to the World Marketing 
Association. Since then I have attend 
two to three meetings a year repre-
senting the Institute and Canada on 
the APMF Board of Directors, spon-

Chair’s message …cont’d from page 18 International Report 
By Bruce Hoggard, F.C.Inst.M. 

2003 APMF Board of Directors 
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Other highlights from the Board 
meeting included: 
 
• The Sri Lanka Institute of Market-

ing (SLIM) was voted the Second 
Vice President, meaning that Sri 
Lanka’s representative will assume 
the Presidency of the APMF fol-
lowing Hong Kong, the current 
President and the Philippines 
(First Vice President) two year 
terms. 

• The current President of the 
World Marketing Association 
(WMA) is Hermawan Kartajaya, 
the past President of the APMF 
and the Indonesian Marketing 
Association (IMA). As such the 
APMF will be coordinating sev-
eral world-class events including 
the release of a special WMA edi-
tion of the Nanyang Business Re-
view at the International Confer-
ence of Universities in Bangkok 
from January 8 to 11, 2003. 

• During the two day event the 
APMF Foundation named its new 
President and Chairman, Mr. Jose 
S. Concepcion Jr., a very promi-
nent business man and past politi-
cian from the Philippines who is 
admired and respected throughout 
the region. He will lead a group of 
Asia’s who’s-who including Dr. 
Mochtar Riady, Indonesia: Mr 
Phornthep Phornprapa, Thailand; 
Mr. Kwek Leng Joo, Singapore, 
Mr. Michio Torii, Japan; Dr Stan 
Shih, Taiwan; Deshamanya Lalith 
Kotelawala, Sri Lanka and Datuk 
Hishamaddin Tun Hussen, Malay-
sia. At this point the Canadian 
Institute of Marketing has yet to 
nominate its representative. Mem-
bers are encouraged to put for-
ward names for consideration by 
contacting the Institute by e-mail. 

• The APMF has also established a 
positive relationship with the As-
sociation of Southeast Asian Na-

tions (ASEAN) a trade grouping of 
10 countries. The APMF is now a 
NGO affiliated to ASEAN with 
IMA coordinating the secretariat for 
this joint venture and affiliated 
NGO status. It is expected that the 
APMF Board will have a planning 
meeting with the ASEAN Business 
Advisory Council in February 2003 
to discuss marketing and the need to 
coordinate growth within the region. 
This is a great step forward for the 
APMF and recognizes its valuable 
role to the marketing profession 
within the region as well as the 
world. 

• Another issue that was discussed 
and presents opportunities for Ca-
nadian companies was the APMF 
web site. There is a need to revamp 
the entire site and find a web master 
responsible for the maintenance and 
operation of the site. Any Canadian 
companies interested in this should 
contact me directly. 

• In March 2003 Hong Kong Institute 
of Marketing is planning to host a 
marketing conference dealing with 
the service industry and the China 
market. This will be the backdrop 
for the next APMF Board meeting 
and will constitute the Annual Gen-
eral Meeting. 

The other part of the two-day event was 
the ASEAN Marketing Conference. 
Opened by H.E. Rodolfo C. Severino Jr. 
other greetings were brought by Jose 
Concepcion Jr., President of the 
ASEAN Chambers of Commerce and 
Industry, Eva Riyanti Hutapea the CEO 
of PT Indofood Sukses Makmur and 
Bryan Tilaar from Martha Tilaar Group 
of Companies. There were also two In-
donesian Government Ministers in at-

tendance during the Conference and 
its events. Mr. I Gede Ardika, the 
Minister for Culture and Tourism was 
there as was the Minister responsible 
for Indonesian Political and Security 
Affairs.  

The Conference was an excellent and 
informative look and review of the 
ASEAN market and what marketing 
means and where it should develop 
and grow if it is to be an effective tool 
in the future. One of the messages, 
one similar to what we hear in Canada, 
is to not loose the “cultural” aspect of 
the market, instead conforming and 
adjusting marketing so that it “fits” 
with the region, the people and the 
culture - not to be over-powered and 
bullied by the “American way.”  
 
Overall, the 200 plus people were 
treated to 9 hours of intense discus-
sion and presentations. As a none 
ASEAN it was very enlightening and 
educational to watch and participate in 
the discussions and proceedings, pro-
viding insight and ideas for the market 
in Canada. 
 
My next international report will cover 
the APMF’s Annual General Meeting 
to be held in Hong Kong the week of 
March 21. If you have any comments 
and or questions you can contact me 
directly at 
bruce@hoggardinternational.com. 

international report…cont’d from page 19 

In March 2003 Hong Kong Institute of 
Marketing is planning to host a market-
ing conference dealing with the service 

industry and the China market. This 
will be the backdrop for the next APMF 
Board meeting and will constitute the 

Annual General Meeting. 

The new ASEAN logo 
represents a stable, 
peaceful, united and 
dynamic ASEAN. The 
colours of the logo -- 
blue, red, white and 
yellow -- represent the 
main colours of the 
crests of all the ASEAN 

countries. 
The blue represents peace and stability. 
Red depicts courage and dynamism. White 
shows purity and yellow symbolizes pros-
perity. 
 
The ten stalks of padi represent the dream 
of ASEAN's Founding Fathers for an 
ASEAN comprising all the ten countries in 
Southeast Asia bound together in friend-
ship and solidarity. The circle represents 
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New members and membership upgrades* (to November 2002) 

BEST WISHES TO ALL MEMBERS FOR A  
PROSPEROUS NEW YEAR 



 

Code of Ethics 
 

The professional marketing person has responsibilities to 

their employer, to customers — both ultimate and  

intermediate — to their colleagues and to the public. The 

Institute requires its members, as a condition of member-

ship, to recognize these responsibilities in the conduct of 

their business, and to adhere to the Code of Ethics. All 

members shall be answerable to the National Council of 

the Institute for any conduct which in the opinion of the 

Council is in breach of this Code and the Council may take 

disciplinary action against any  

member found to be in breach thereof. 
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Total Public Sector Marketing will 
return to Ottawa June 4-5, 2003. For 

an update on the seminar roster, 
speaking opportunities, sponsor-

ships and exhibit space please call 1
-800-358-6079. 

www.siskindtraining.com/whatsnew.htm 
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