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The Canadian Institute of 
Marketing was founded on 
solid ground, carefully culti-
vated by a group of visionar-
ies who foresaw a time when 
marketing in Canada would 
be recognized as a profession 
requiring qualified people 
practicing according to estab-
lished principles and stan-
dards. They knew that their 
time would be an era of un-
certainty and challenges from 
within and from directions 
unknown. Nevertheless, they 
laboured to establish an insti-
tute whose members would 
be distinguished from the 
thousands of others employed 
in government, academia and 
industry as marketers. Mem-
bers of the Canadian Institute 
of Marketing were required to 
achieve recognized academic 

credentials in marketing or 
business and years of mar-
keting experience before 
they would be offered full 
membership. Encouraging 
people to join the Institute 
on a voluntary basis after 
years of education and ex-
perience without any regula-
tory requirements was, and 
still is a daunting task. 
 
In 2005, the Board of Di-
rectors set the stage for the 
last phase of change that 
had begun in 2000 at the 
start of the new millennium. 
Members were presented 
with a draft constitution and 
implementing set of by-laws 
that would complete the 
restructuring of the Institute 
to take it into an era of new 
technology and ways of do-
ing business that few ex-
pected in 1982 when the 
Institute was established, 
including legislation to gov-
ern marketers and market-
ing in Canada. 
 
At the 2006 Annual General 
Meeting held June 17, mem-
bers voted to adopt the 
Constitution and imple-
menting set of By-laws that 
had been scrutinized by the 
membership for a 12 month 

period since the 2005 annual 
meeting. 
 
On July 5 2006, the Consti-
tution and By-laws were 
submitted to Industry Can-
ada / Corporations Canada 
for approval. The docu-
ments received Ministerial 
approval on July 10, 2006, 
paving the way for sanc-
tioned changes to the Cana-
dian Institute of Marketing. 
 
The Constitution embraces 
a global community of pro-
fessional marketers setting a 
vision, mission, goal and 
objectives designed to estab-
lish the case for regulating 
marketers and marketing in 
Canada through a model of 
self governance, recognized 
by industry and govern-
ment. 
 
The implementing By-laws 
describe how the elements 
of the Constitution will be 
realized and maintained 
through a member-driven 
professional body. Organ-
izational structure has been 
flattened and the key com-
ponents of the Institute 
(Membership, Council,  
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College of Fellows, Web-based Bureaus and 
Administration) are defined and interact in 
harmony. Threading through all compo-
nents is a fundamental Code of Profes-
sional Ethics, and a system of communica-
tions based on Internet technology. 
 
The constitution and implementing by-laws 
accommodate a new classification of mem-
bership that can be availed once a marketer 
is elected to the Institute as a Professional 
Marketer. Members holding the designation 
MCInst.M can apply for a Certificate of 
Registration to practice as a Registered Pro-
fessional Marketer (RPM). 
 
The RPM designation is for professional 
members of the Institute who may be 
working as consultants, heads of marketing 
departments in government or divisions in 
industry, professors, and career marketers 
who want to be known for maintaining the 
highest standard of marketing in Canada. 
 
Professional members may apply for a Cer-
tificate of Registration (C of R) by paying 
an application fee and submitting a major 
paper to the office of the Registrar that 
demonstrates a sound knowledge of appli-
cation of marketing principles, a knowledge 
of current industry issues and a solid under-
standing of practice within the Institute’s 
Code of Professional Ethics. Once the C of 
R is obtained, holders must have their cer-
tificate validated every two years by report-
ing completion of a mandatory Continuing 
Professional Development program based 
on a point system covering four categories 
of marketing activities. Failure to complete 
the required program would result in an 
invalid Certificate of Registration and loss 
of the RPM designation. 
 
A distinct design of the Certificate of Regis-
tration will be completed by December 
2006 for issuance in January. Validation will 
be a date sticker applied to the certificate, 
so that all can see that the holder is working 
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as an RPM with a validated Certificate of 
Registration. In addition, each RPM will 
receive an authenticating stamp with his or 
her life-time member number and signature 
line for identifying their reports and other 
documents as have been prepared by a Reg-
istered Professional Marketer. 
 
The RPM designation will be grandfathered 
to accommodate existing professional 
members who will be required to apply for 
the designation, but not submit a major 
paper, from January 1, 2007 to July 21, 
2007. The tentative date for the 2007 AGM 
is set for July 21 at the Old Mill in Toronto. 
After that date, any professional members 
wishing to obtain the RPM designation 
would be required to submit a major paper 
to a committee chaired by the Registrar for 
acceptance and issuance of a Certificate of 
Registration. 
 
The Canadian Institute of Marketing has 
positioned itself for unprecedented growth, 
based on a contemporary structure to ac-
commodate self governance and a regulated 
profession. 
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The goodwill of the people is the only enduring 
legacy in any business...the sole substance...while 
the rest is shadow—H.F Johnson, President, 
Johnson Wax 
 
The above excerpt summarizes the key 
place that customers occupy in any busi-
ness organization. H.F Johnson made a 
further exposition about the interaction 
that must exist between a customer and 
the marketer. He opined that ‘business is 
a symbol...its product and services are 
sold because people have faith in the 
integrity of the men (and women) who 
make the product or provide the ser-
vice...a business lives forever because of 
the human opinion.’ 
 
Two people are central to a business 
organization; the seller (i.e. marketer and 
the customer). The product or service 
must be sold or provided in a way that 
will satisfy the customer, as to make 
him/her to demand more. If he or she is 
satisfied, the customer can help you win 
another customer due to his or her rec-
ommendation. A customer is someone 
who buys or patronizes our product or 
services. The customer’s continuous 
patronage is the strength that is central 
to the survival and growth of the organi-
zation. Without the customer, the busi-
ness organization cannot exist. This in-
teraction, therefore, calls for an enduring 
business relationship which must be 
specially managed to keep the customer 
for a repeated patronage after initially 
winning the customer. 
 
What is Relationship Management? 
The concept of relationship can be 
viewed from the point of marital rela-
tionship. Prospecting for a wife or hus-
band is a thing to be carefully planned. 
To win a person’s hand in marriage re-

quires tact, and strategies. To keep a 
spouse, requires sacrifice, wisdom and 
compromise to hold the relationship 
intact. In the same way, it would never 
be good for any business should it be 
alone without a customer. In this 
situation, the business is dead. In a 
business relationship, one is faced 
with the challenge of not only pros-
pecting to win a good customer, but 
also the challenge of establishing a 
lasting relationship with the customer 
in the midst of keen competition. It 
must be emphasized that most good 
customers, like the beautiful bride or 
hansom groom, are the most difficult 
to win, and after winning, relation-
ships are often the most difficult to 
sustain. 
 
For instance, everyone wants to win 
and enter into one form of business 
relationship or the other with the 
Shells of this world, Texaco, Mobil, 
Chevron, or Schlumberger. In the 
conglomerate sector, we have multina-
tional companies like Churchgate, 
Procter and Gamble, P.Z, Guinness, 
Unilever, Coca-cola, as well as many 
other numerous and profitable organi-
zation the world over. 
 
Relationship Management could be 
defined as ‘an approach to customer 
service which emphasizes the continu-
ous relationship that should exist be-
tween a business organization and its 
customers, with emphasis on quality 
service delivery.’ It is the concept 
which adds customer services and 
quality to the traditional marketing 
mix of product, price, promotion, 
place and recently added, people. 
 
Relationship management can be cate-
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A recipe for winning and sustaining customer  
patronage through relationship management 
By Taiwo Olubusoye Soetan, B.Sc., PGDM, AMNIM, ANIM, ACInst.M., ACIM 

gorized as: 
 
Prospecting for and winning  
customers 
• Prospecting involves locating po-

tential customers and developing 
a profile of the likely customer 
who is not yet in the organiza-
tion’s profile. In addition, it in-
cludes searching for available 
sources of information to interact 
with the customer towards estab-
lishing a business relationship. 

• Prospect and win customers in a 
way to build and maintain a mutu-
ally satisfying business relation-
ship. 

• Everybody in the organization 
from the MD/CEO to the lowest 
person in the hierarchy should be 
involved. 

• The key person in an organization 
is the one who decides whether or 
not to do business with the mar-
keter’s organization. Every barrier 
and impediment to meeting the 
marketer should be anticipated 
while concerted efforts made to 
overcome them. The barriers 
could be the receptionist, secre-
tary, or personal assistant. 

• Key person in an organization 
must possess abilities to relate 
effectively to break through barri-
ers. 

• Gain the prospect’s attention by 
holding his or her interest to build 
a desire for the services and also 
achieve eventual demand from the 
customer. 

• There may be a necessity to use 
informal means to meet the key 
persons. 
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Path to sustaining customer patronage 
It should be emphasized that it costs 
more to win a customer than it does to 
do business with existing customers. 
Effective relationship management can-
not, therefore, be over emphasized in 
the bid to ensure sustenance of cus-
tomers patronage. Effective relation-
ship management will lead to a repeat 
purchase and recommendations to 
other potential customers to patronize 
the company. This should lead to 
greater product or service exchange and 
profitability. 
 
The following tips may assist in keep-
ing customers for perpetual patronage. 
 
• Identify the needs and wants of a 

target customer and prepare a value 
proposition. For example, Ecobank 
Transnational Incorporation (ETI) 
have subsidiaries in 14 West Afri-
can countries, and plans are to 
open more offices in South, North 
and East African countries to stra-
tegically meet the banking and 
business needs of the citizens and 
people living in those countries. 

• Create a good brand image or con-
sider re-branding in the service 
delivery to win more customers. 

• Build awareness among all staff of 
the organization that relationship 
management is the key element in 
customer service, and an important 
factor in the marketing mix. 

• There is the need to understand the 
markets and environment under 
which the customer operates to 
determine the advisory services to 
be provided, and the product(s) to 
develop. 

• Sustain re-engineering concepts 
and continuous fine-tuning of ser-
vice delivery strategies and tactics 
to ensure pro-activeness. 

• Competitor tracking on relation-
ship management should be under-
taken regularly by the organiza-
tion’s strategic planning and 
method department. 

• The concept of customer intimacy 
must be embraced at all times. Get 
to know your customers and un-
derstand them very well. Know 
their needs, likes and dislikes, and 
expectations and put up a perform-
ance that will exceed their expecta-
tions at all times. 

• Seek to avoid dissatisfaction as 
much as possible. When this oc-
curs, all available resources to re-
solve and strengthen the relation-
ship must be brought to bear. 
When a customer is lost, more than 
10 customers are invariably lost, 
because the dissatisfied customer 
will tell others and bad stories 
travel fast. 

• The marketer should see himself or 
herself as an entrepreneur and con-
sume the concepts of 
‘entrepreneurship’ by thinking and 
acting as if the business is his/hers, 
at all times. This notion will propel 
the marketer’s innate ability and 
enhance his/her commitment to-
ward building a lasting relationship. 

 
The following attributes identified by 
Dr Leonard Berry should be cultivated 
by all marketers, This will facilitate ex-
cellent service delivery in relationship 
management. 
 
• Reliability: Ability to provide what 

was promised, dependably and ac-
curately. 

• Responsiveness: The willingness to 
help customers promptly. 

• Empathy: The degree of caring and 
personal attention shown to cus-
tomers by putting yourself in the 
customer’s position. 

• Tangibles: The physical facilities 
and equipment including personal 
appearance. 

• Assurance: The knowledge and 
courtesy you show to customers, 
and your ability to convey trust, 
competence and confidence. 

 
Impediments to effective relationship 
management 
• Lack of adequate resources 
• Undefined focus 
• Absence of trust 
• Lack of, or inadequate empower-

ment 
• Inability to monitor competitors 

and 
• Deviation from corporate objec-

tives because of personal gains. 
 
Conclusion 
Winning a new customer is an Hercu-
lean task, but sustaining the customer 
is also challenging, since competitors 
are constantly making moves to win 
over your customer. 
 
Business organizations worldwide who 
have reached and surpassed the $US 
one billion level in profitability have 
demonstrated the practicability of rela-
tionship management in the global 
business world, and have succeeded in 
re-writing the history of customer ser-
vice delivery. These organizations 
have caused their counterparts to 
wake up by challenging various con-
ventional wisdom in their industries. 
 
As the world moves toward the global 
village ideal, available business oppor-
tunities are shrinking on a daily basis. 
The competition is becoming fierce, 
with all business organizations (i.e. 
banks), pursuing limited quality staffs 
and good companies as customers. 
For any business entity to survive in 
times like these and beyond, relation-
ship management is a ‘sine qua non’. 
 
Mr. Soetan is studying for a Masters degree in 
economic management and policy at the Uni-
versity of Strathclyde, Glasgow. He 
can be reached at  
busoye_soetan@yahoo.com 
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Institute  
co-brands 
with  
CareerBuilder 
Canada 
 
The Canadian Institute of Market-
ing has entered into a co-
branding agreement with a com-
pany called CareerBuilder Can-
ada. CareerBuilder is the largest 
online recruitment service in the 
United States. It has recently ex-
panded its international presence 
in Canada and is actively pursu-
ing strategic partnerships within 
the Canadian online space. 
 
CareerBuilder approached the 
Canadian Institute of Marketing to 
place a portal on its Web site 
where employers can search for 
marketers and marketers can 
search for employers. The Cana-
dian Institute of Marketing is now 
hosting a Job Search Channel on 
its site after a review by Council. 
It provides users with access to 
over 75,000 jobs (including mar-
keting jobs) throughout Canada, 
in addition to an employment re-
source accessed by over 1 million 
individuals on a monthly basis. 
 
The agreement is for 12 months 
and we hope to firm up the rela-
tionship after this trial agreement. 
 
Please visit our career section at 
www.cinstmarketing.ca and ex-
plore this new resource for mem-
bers and others interested in mar-
keting careers. 

Introduction 
We all make our living selling some-
thing to someone. Everyone works on 
commission. All of us are paid both 
tangibly and intangibly, on the basis of 
how well we sell ourselves, our ideas 
and our products and services to oth-
ers. It is not a matter of whether you 
sell or not, it is only a matter of how 
good you are at it. 
 
Parents are continually selling values, 
attitudes, and behaviours to their chil-
dren, and their children will grow up 
straight and strong to the degree to 
which the parents have sold them 
well. The very best leaders and manag-
ers are invariably described as excel-
lent low-pressure sales people. Since 
people do not like to be told, taught, 
or patronized, the most successful 
human relations experts are those who 
can present their ideas in such a way 
that other people will embrace them 
as their own. 

In business and industry, and in most 
organizations, you are paid based on 
your ability to sell quality of your work 
to the people whose opinion are most 
important in determining your success. 
Those people who market themselves 
most effectively move ahead far more 
rapidly in their careers than others who 
do not, even though they may not be 
more talented and they may not be pro-
ducing more or better work. It’s all in 
the selling. 
 
Many people are uneasy about the word 
“selling”, including many salespeople. 
But the fact is, the ability to persuade 
and influence others is central to a 
happy life. If you cannot influence and 
persuade others to your point of view, 
you run the risk of being ignored and 
viewed as unimportant to your organiza-
tion. People who cannot present their 
ideas or sell themselves effectively have 
very little influence, and are not highly 
respected. On the other hand, people 
who are persuasive and convincing in 
their arguments are often some of the 
most respected and successful people in 
society. 
 
The ability to sell well is one of the rar-
est talents Africa. Top salespeople are 
some of the highest paid, most re-
spected, most secure of all professionals. 
It doesn’t matter if you are a customer, a 
manager, a salesperson, or anyone else; 
you owe it to yourself to become excel-
lent at selling whatever it is you are sell-
ing to other people. 
 
To speak specifically of the sales profes-
sion, according to the Pareto Principle,  
 
       continued on page 6 
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Fundamental principles of  selling 
A study of relevance of selling principles to 
marketing activities 
By Tunde N. Azeez, HND, MBA, ANIMN, ACIPN, ACInst.M 

Tunde Azeez, ACInst.M 



 

 

the “80/20 Rule,” the top 20percent 
of salespeople make 80 percent of the 
sales and earn 80 percent of the 
money. Research shows that the top 
10 percent of salespeople open 80 
percent of the new accounts and are 
some of the highest paid people in the 
world of business. If you are in sales, 
your job is to do whatever it takes, to 
work whatever hours are required, to 
overcome whatever limitations you 
may face, to join the top 10 percent. 
At that level of selling ,your future as a 
salesperson is assured. 
 
More knowledge is available today 
than ever before on how to sell more 
effectively. The sales process has been 
carefully studied from every angle. 
Tens of thousands of sales conversa-
tions have been videotaped, audio 
taped, and personally monitored to 
find out exactly what it is that the very 
best salespeople do that enables them 
to be so successful. Today we know 
more than ever before about how you 
can succeed in selling. 
 
Selling involves three essential factors. 
The first is the product or service. The 
second is the salesperson. The third is 
the customer. All the three must be 
properly suited to each other for a sale 
to take place. 
 
The product or service must be right 
for the customer, but it also must be 
right for the salesperson if he or she is 
going to sell it to the customer. Some 
salespeople are excellent at selling one 
type of product or service and some 
salespeople are excellent at another. 
This compatibility has little to do with 
the product or service itself. It has 
more to do with the temperament, 
personality, values, and attitude of the 
salesperson. 
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It is hard, if not impossible, to sell 
something that you do not believe in 
and cannot commit to wholeheartedly. 
Many salespeople have found that by 
changing the types of products or ser-
vices they are selling, they have gone to 
the top of their industries, whereas be-
fore, they were merely wasting time. 
The starting point of sales success, 
then, is to make sure that these three 
factors are in place. Be sure that what 
you are selling is the right product or 
service for you to be selling to the right 
customer, the kind of customer you 
enjoy working with. 
 
The product must be appropriate, the 
salesperson must be prepared, and the 
customer must need the product, want 
it, and be able to use it and afford it. If 
all of these ingredients are in place, suc-
cessful sales take place one after an-
other. 
 
Several laws of selling explain all great 
sales successes and most sales failures. 
As you learn and apply these laws to 
your sales activities, you will make 
more sales than perhaps you ever 
thought possible. 
 
The Cannons of Sales 
Nothing happens until a sale takes 
place. 
 
These immortal words comes from the 
great salesman and sales trainer Red 
Motley. It is the sale that initiates the 
entire production process. It activates 
business and factories, provides jobs 
for the employees, pays salaries and 
wages, pays taxes and dividends, and 
determines the entire direction of soci-
ety. 
 
Whenever sales are good in any country 
or state, the economy is strong and full 
of opportunities for growth and pros-
perity. Whenever sales slow down, the 
economy begins to suffer, jobs are lost, 
and the prospects for the future dimin-

Principles of  selling 
             continued from page 5 

ish. Sales are everything! 
 
The first corollary of the cannons of sales 
Products and services are sold, not 
bought. 
 
No matter how good a product or ser-
vice may be, in a competitive market 
and with customers who are busy and 
preoccupied with many other things, 
products and services must ultimately 
be sold. Someone has to sell them. The 
ability to sell is therefore essential for 
the survival and success of any busi-
ness. 
 
The Second corollary 
Customers need to be asked to buy. 
 
No matter how much a customer likes 
you or your products, there is always a 
certain amount of indecision or hesita-
tion at the point of buying. This indeci-
sion can stop the sale, if you don’t han-
dle it effectively. The job of the profes-
sional salesperson is to help the cus-
tomer through this difficult moment 
and into the buying decision. This abil-
ity to get the customer to take action is 
vital to the entire sales process. 
 
The third corollary 
Eighty percent of sales are closed after 
the fifth call or after the fifth closing 
attempt. 
 
In complex sales, (those involving 
more than one decision maker and 
more than one meeting with the client), 
most buying decisions are made after 
the fifth meeting or interaction with the 
customer. In simple sales, (those re-
quiring only a single meeting with the 
client or customers), most sales are 
closed after the fifth time that the sales 
person asks a customer to make a buy-
ing decision. It is therefore essential 
that the sales person plan the closing 
part of the sales conversation in  
 
                   continued on page 7 
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advance and be prepared to ask for the 
order in a variety of different ways. 
 
Corollary number four 
Fifty percent of salespeople quit after 
the first call in a complex sale, and 50 
percent of sales people fail to ask for the 
order even once in a simple sale. 
 
One of  our clients, a national sales or-
ganization, sent consultants to observe 
the company’s salespeople in action with 
their customers. They found that the 
salespeople, well trained and profes-
sional, were asking for the order or invit-
ing the customer to buy an average of 
four times per sales conversation. For a 
variety of reasons, their sales were not 
very high. They then taught their sales 
people to ask for the order just one 
more time on average, or at least five 
times in each sales conversation. The 
result were immediate! Their overall 
sales doubled within the next thirty days. 
 
Sometimes you are only a question away 
from a successful sale. Each time you 
ask a customer to give you an opinion or 
to make a commitment of some kind, 
the customer moves one step closer to 
making the final decision. Sadly enough, 
many salespeople quit when the sale is 
just within reach, by failing to ask one 
more time. 
 
The fifth Corollary 
Ask and ye shall receive. 
 
There is no miracle to becoming a suc-
cessful salesperson. Top salespeople see 
more people and ask more often. If you 
want to join the top ranks of sales pro-
fessionals in your field, you must simply 
increase your frequency of contact with 
your customers, and then ask them to 
buy more often. 
 
One of our clients, paid thousand of 

Naira to bring in an outside consulting 
firm to find out why its sales were 
down. The consultants analyzed the 
sales activity of the sales force and 
found that, for a variety of reasons, 
the average salesperson was making 
only four customer contacts per week. 
 
Based on these findings, and with no 
other changes, the company immedi-
ately instituted a contact management 
system that required each salesperson 
to meet, face - to- face, with at least 
two prospect per day, ten prospects 
per week. Companywide sales jumped 
50 percent in the following month and 
continued to rise thereafter. This pro-
vide again that no amount of training 
or skill can replace the need to get 
face-to-face with prospects and cus-
tomers. 
 
How do we apply this cannons into 
business activities? There is need to 
organize selling activities in such a way 
that you are seeing more qualified 
prospects each day. The quality of 
customers is usually a function of the 
quantity of prospects. Get yourself or 
your salespeople in front of more peo-
ple and, all other things being equal 
sales will certainly increase. 
 
The need is to design the sales process 
and presentation in such a way that 
you are neither asking for business 
more often, or offering prospects 
more opportunities to buy in each 
sales conversation. Many times, we are 
only one question away from the or-
der. 
 
Tunde N. Azeez works with the Fidelity Bank 
PLC in Lagos, Nigeria. He can be contacted at 
tundezeez@yahoo.com. 

Institute 
sponsors  
Federated Press 
courses 
 
5th Annual Gaining Public  
Awareness: Government Marketing 
Conference (December 4 and 5, 2006) 
with optional interactive workshops on 
December 6, 2006 in Ottawa, Ontario. 
 
The conference will bring together top 
marketers, communications directors, 
public affairs managers and advertisers 
from all federal, provincial, and municipal 
government organizations in Canada, for 
an in-depth look at the latest strategies for 
effective public awareness campaigns. 
 
5 th Annual Power of Branding 
Conference (December 6 and 7, 2006 
with optional interactive workshops on 
December 8th, 2006 in Toronto, Ontario. 
 
The conference will bring together top 
branding and marketing experts from a 
wide range of reputable Canadian organi-
zations, for an in-depth look at the latest 
strategies for developing an effective and 
recognizable brand image. 
 
Both conference will be videotaped and 
all presentations will be incorporated into 
a widely distributed CD-ROM that will 
also contain the conference documenta-
tion. 
 
Federated Press is a leader in the profes-
sional information and education market, 
and provides leading-edge courses, con-
ferences, periodicals and information 
products for senior business executives, 
lawyers and other professionals. Federated 
Press offers over 100 events per year. 

For more information on the course of-
ferings and Federated Press and to view 
examples of conference programs, visit 
www.federatedpress.com. 
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Introduction 
When deciding to purchase vacation 
services, the outcome exists largely in 
the customer's mind, as a dream or 
vision that cannot be fulfilled until 
much later. Traditionally integrated 
vacation services were arranged by 
skilled travel agents at considerable 
cost, mostly for clients from higher 
income demographic segments. 
 
The big jets' arrival in the 1960s drasti-
cally changed this map, bringing far-
off destinations closer to a growing 
number of tourists. Tour operators 
emerged to provide retail agencies 
with pre-planned vacations at much 
lower cost, by contracting large blocks 
of airline seats and hotel space at at-
tractive discounts. More affordable 
distant destinations could thus be de-
veloped with increasing appeal for 
lower income earners including among 
others, teachers, office workers, 
nurses, bank employees and their 
families. 
 
As a service to travel agents, tour op-
erators then produced brochures for 
their customers in consumer-friendly 
language. Travel agents were provided 
with complimentary familiarization 
trips to acquaint them with new desti-

nations and hotels. As well, retail agen-
cies were for the first time paid at the 
time of sale, rather than having to wait 
weeks or months to receive their com-
missions from hotels and airlines. 
 
The Vacation Market 
During the winter months most vaca-
tioners from Canada and northern US 
states are drawn to southern sun desti-
nations, requiring pre-planned hotel 
and airline services. Conversely, during 
the summer season European destina-
tions are more popular, with a signifi-
cant difference. Most Canadians visit-
ing friends and relatives in Europe only 
require air transportation, while Ameri-
can travellers require more integrated 
vacations including air passage, hotel 
accommodation, coach tours and on-
ward connections. 
 
To meet the anticipated demand for 
each season, tour operators contract 
large blocks of air and hotel services 
about eight months before a travel sea-
son's first departures. This lead time 
allows for inventory allocation for ma-
jor markets, preparation of brochures 
and advertising and briefing of retail 
agents. During this period, tour opera-
tors carry most of the financial risks. 
Although most wholesalers still sell 
only through registered travel agencies, 
others already have their own Web 
sites, enabling customers to plan their 
own vacation and book on the internet. 
 
In a static environment, it would be 
easy to develop lasting, loyal relation-
ships with customers through satisfying 
their expectations. But the vacation 
marketplace is not static; it is dynamic, 
subject to changing competitive forces, 

affected by technical progress and po-
litical or cultural influences. 
 
Market Planning 
More than for most other businesses, 
wholesale marketing of preplanned va-
cations requires flexible business lead-
ership for growth and survival in a con-
stantly changing environment. Because 
tour operators, airlines and hotels also 
compete among themselves, even the 
very best services for meeting vacation-
ers' value perceptions can become out-
dated overnight. Ultimately, the source 
of these forces is the customer, with 
correspondingly shifting needs, expec-
tations and personal preferences. 
 
As regular airline and hotel service 
standards vary from one supplier to 
another and the ultimate control rests 
with suppliers, marketing of vacation 
services under a single brand name pre-
sents some unique challenges. This 
complexity is overcome through part-
nerships with common interests, inte-
grated internal support systems for 
controlling contracted inventories, pay-
load, the distribution of services within 
major market centres - in addition to 
flexible reservation systems and profit-
able financial programs - in other 
words, a holistic organization. 
 
Backed by ongoing analysis of market 
intelligence involving business and con-
sumer trends, each marketing plan 
must be sufficiently flexible to respond 
to market changes at short notice. In 
addition to their own, tour operators 
must also understand the rationale, op-
portunities and risks of all competitive 
offerings, and derive optimum benefits 
therefrom. To keep errors as a source 
of customer dissatisfaction to a mini-
mum, individual service and system 
components must be designed to be as 
simple as possible throughout. 
 
 
                   continued on page 9 
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Market Segmentation 
Any marketing plan usually begins 
with the best available data about cho-
sen markets, through demographic, 
psychographic and life-style analysis. 
While this information can be used to 
divide the market into little segments, 
there are limits to this for international 
travel, where a large percentage of all 
vacationers come from feeder markets 
outside central areas. In addition to 
basic research at the outset, our ulti-
mate decisions rely more on meaning-
ful, continuous feedback from recent 
vacationers, which prove invaluable 
for internal management and suppliers 
alike. 
 
Traditionally, the time-sensitive business 
traveller segment with its high income 
potential continues to hold the great-
est appeal for scheduled airlines. Influ-
enced by the 80/20 Pareto Principle, 
most airlines rely on this business to 
yield almost 80% of revenues from 
about 25% of all their travellers. Since 
few business passengers travel on 
weekends or return on the same car-
rier, overall load factors at 65-70% are 
well below available capacity, thus 
justifying their higher tariffs. 
 
Conversely, travel requirements from 
price-sensitive vacationers are generally 
known well in advance. This permits 
more economical use of larger aircraft 
with higher load factors (85+%), re-
sulting in seat costs comparatively 
cheaper and more attractive for the 
same types of aircraft - without jeop-
ardizing customer service. Flight fre-
quencies, last-minute seat availability 
and precise flight timing are usually of 
less importance. Travel demand on 
some routes to vacation resorts or 
destinations from gateways with ac-
cess to high ethnic traffic also ensures 

even higher payloads, e.g., Toronto to 
Jamaica or London. 
 
Each market of origin has its own cul-
tural identity and expectations. While in 
Canada emphasis is usually placed on 
the total vacation experience, beginning 
with a smooth airport check-in and 
above average air and hotel accommo-
dation, US customers are less con-
cerned with air service, but demand 
higher class of hotel services overseas.  
 
Marketing success in one market can-
not also be taken for granted in an-
other. Before developing new markets 
for Trans-Atlantic air-only services 
from the US Midwest I was advised  
"just do as we do in Toronto and you cannot 
fail". But I almost did. While Ontario 
then had strong ethnic links to the UK, 
the success of our "non-stop to Lon-
don" service was naturally assured. Yet 
even superficial analysis of the Detroit 
and Chicago market demographics re-
vealed four segments with much 
stronger ties to Continental Europe, 
requiring a change in emphasis to 
"Europe via London", with lower-
priced onward flights. 
 
Marketing Trends 
Since airline deregulation began in the 
late 1970s, the industry has been in 
continuous turmoil. Regular scheduled, 
charter, and budget carriers now com-
pete fiercely with one another, with 
most scheduled airlines suffering from 
serious financial difficulties as a result. 
Meanwhile, charter airlines have suc-
cessfully focused on international vaca-
tion markets, the largest segment of 
Pareto's "long tail", where long-term 
growth prospects are much better than 
for the profitable business travel seg-
ment, even at lower per passenger-
yields. 
 
Contrary to popular belief, satisfying 
customers' needs is difficult when they 
cannot clearly articulate their visionary 
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needs for travel agents beyond want-
ing to "go somewhere nice". Some 
resort hotels enjoying high popularity 
in one market may also be rejected 
outright in another. With exception of 
passengers visiting friends and rela-
tives or interested in unique destina-
tions, many others appear to be more 
concerned with 'just getting away from 
it all', rather than 'going to a specific, 
but unknown resort'. 
 
During my early days of developing 
the US Midwest markets, it was ini-
tially puzzling to note that returning 
Detroit vacationers would usually be 
asked "where did you stay", while 
friends of Chicago customers wanted 
to know "where did you go?" Subse-
quent analysis revealed different per-
ceived values serving as status sym-
bols. Paradoxically, the same aircraft 
carried both groups. 
 
Both here and in Europe the rapid 
growth in budget airlines offering a 
mix of advertised one-way fares, some 
including and others excluding taxes, 
airport improvement and fuel sur-
charges, can seriously confuse many 
passengers. This raises the need for 
more transparency and promotional 
honesty. One solution would be to 
show only the full all-inclusive fare to 
eliminate price discrimination and dis-
allow different fares in home and 
overseas markets. 
 
Identifying Service Problems 
All disasters start from small begin-
nings, and even a short flight delay 
involving 350-plus passengers can re-
sult in serious problems. In a complex 
services environment, it is thus essen-
tial to identify any causes of customer 
dissatisfaction as early as possible and 
apply effective remedies without delay. 
Air travellers today are aware that at 
times flight delays are inevitable, suit-
cases go astray, that airlines and hotels  
 
               continued on page 10 



 

 

do overbook as protection against no-
shows. None of these incidents will 
cause serious concerns if they are re-
solved quickly, with understanding 
and genuine concern for affected pas-
sengers. 
 
Owing to the impact of travel adver-
tising on sales and variations in de-
mand, sales progress must be moni-
tored weekly relative to marketing 
plans, with inventories and advertising 
programs modified accordingly. 
 
Customer Feedback 
As mentioned before, vacations begin 
as a dream, which continues to evolve 
until departure time. Unfortunately, 
available services relative to this vision 
can be adversely influenced by rela-
tives or friends, which may in turn 
harm the wholesaler's brand image. 
"It's therefore not good enough 
merely to know your customer. It's 
more important what your customer 
knows about you." Since the percep-
tion of vacation services quality also 
involves emotion, particularly where 
suppliers are involved, close attention 
to customer satisfaction is vital. This 
includes causes of their dissatisfaction, 
to encourage "Word of Mouth" pro-
motion, one element in attracting 
higher shares of repeat travellers, and 
a positive impact on future advertising 
budgets. In our experience, high satis-
faction (above 85%) generated repeat 
customers of nearly 35%, even in mar-
kets with strong competition. 
 
Communications 
Some well-known hotels may be very 
popular in one market, yet don't fare 
as well in others. When advertising 
international travel it should thus be 
obvious to match vacation resorts' 
services with preferences in home 
markets. 

It is equally important to understand 
changes in media preferences. For in-
stance, when entering the Detroit mar-
ket we were advised to advertise in the 
travel section of its largest circulation 
evening paper. As sales for the season 
began to level, however, we learned 
most travellers actually preferred their 
morning paper. After modifying our 
advertising plans to include the morning 
paper, the positive impact on sales was 
immediate - and the paper created its 
own travel section. 
 
Data from client contact information 
can provide a superb bilingual inventory 
of past customers. In turn this becomes 
an effective tool for effectively targeting 
brochures to familiarize past customers 
and agents with new programs and re-
sorts overseas. 
 
Conclusion 
Providing holistic vacation services may 
well be the ultimate holistic marketing 
experience. It provides a unique oppor-
tunity for appreciating the need to inte-
grate different services from a variety of 
international suppliers. As a team effort, 
beginning with symbiotic support for 
travel agents, it's largely about under-
standing customers' value perceptions, 
their satisfaction and loyalty, and in 
their swift reaction to shortcomings. 
 
The risk from failure to orchestrate 
these multi-dimensional services is more 
real than in most other business under-
takings. Yet, it's a miracle that the vision 
becomes reality as often as it does most 
of the time: As a credit to all surviving 
tour operators. 
 
Jim Schauer draws on his vast experience as VP 
Marketing and general manager with a major tour 
operator, in the financial services sector, and as 
marketing services consultant to several Ministries 
in the Ontario Government. He is president of 
Easton Marketing Services Ltd., based in Brigh-
ton, Ontario. Mr. Schauer can be reached at 
james.schauer@sympatico.ca  

Asia— 
the Phoenix  
rising 
by Anthony Raman, MCInst.M. 
 
Historically, Asia has been a succes-
sive collection of empires and king-
doms, heavily involved in regional and 
international trading. Today, Asian 
countries are taking their rightful place 
on the world stage. Some say that the 
phoenix is rising. 
 
Lured by the promises of great riches, 
the Portuguese, Dutch, French and 
British strode into Asia with enthusi-
asm and confidence. They introduced 
companies that thrived, building on 
trading traditions of both the East and 
the West. 
 
When the colonists left, their compa-
nies remained, acting as a catalysts for 
the development and growth of Asian-
born enterprises. Many of the original 
companies are with us today; multina-
tional giants under Asian control lead-
ing the way in the world market. 
 
Many Asian countries are once again 
involved in regional and international 
trading, reaching higher and further 
than ever before. 
 
In terms of impacting international 
markets, many Asian countries have 
superseded western nation companies 
worldwide, many of whom are clam-
ouring for inclusion in Asia’s phe-
nomenal growth. Some manage to 
grab opportunities, ignoring intrinsic 
aspects of the situation. Others are 
unable to get a foot in the front door. 
 
Some may say that “Asia” no longer 
sits back and waits. Now she is the one  
 
               continued on page 22 
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According to the International Mone-
tary Fund, (2000) Financial Sector Sta-
bility Assessment, “The financial sys-
tem in Canada is among the most 
highly advanced and sound in world, 
and it is supported by a well-
developed regulatory and supervisory 
framework. The regulatory and super-
visory structure in Canada complies 
with major international principles and 
standards, and is a source of interna-
tional best practice in a number of 
areas. Canada’s emphasis on a consoli-
dated, risk-centered approach to su-
pervision has put the supervisory and 
regulatory authorities in a good posi-
tion to address the challenges faced in 
recent years with financial institutions 
embarking on new and highly com-
plex activities.” 
 
The main purpose of this paper is to 
see how the Canadian financial indus-
try has been able to use Internet bank-
ing as a marketing strategy to market 

their products to their customers. 
 
Canada has one of the safest and stable 
financial systems in the world. Most of 
the financial service industry in Canada 
has started operating Internet banking, 
and this has served as a marketing 
strategy to compete effectively. 
 
Internet banking is a system in which 
customers can view the status of their 
account, transfer funds, and make pay-
ments by accessing instruments at an 
appropriate Web site on the Internet. 
 
According to Karen Furst et al in their 
article titled “Internet Banking: Devel-
opments and Prospects” (2000), Inter-
net banking refers to use of the Inter-
net as a remote delivery channel for 
banking service. Such services include 
traditional ones, such as opening a de-
posit account or transferring funds 
among different accounts, and new 
banking services such as electronic bill 
presentment and payment (allowing 
customers to receive and pay bills on a 
bank’s Web site). 
 
Banks offer Internet banking in two 
main ways. An existing bank with 
physical offices can establish a Web 
site and offer Internet banking to its 
customers as an addition to is tradi-
tional delivery channels. A second al-
ternative is to establish a “virtual,” 
“branchless,” or “Internet-only” bank. 
 
The computer server that lies at the 
heart of a virtual bank may be housed 
in an office that serves as the legal ad-
dress of such bank, or at some other 
location. Virtual banks may offer their 
customers the ability to make deposits, 
withdraw funds via ATMs or other 
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remote delivery channels owned by 
other institutions. 
 
Internet is the combination of several 
media technologies and an electronic 
version. Internet is also referred to as 
“mother of all networks.” 
 
Internet banking sites offer the pros-
pect of more convenient ways to man-
age personal finances and such services 
as paying bills online, finding mortgage 
or auto loans, applying for credit cards, 
and locating the nearest ATM or 
branch office. Some Internet banks 
also offer 24-hour telephone support, 
so customers can discuss their needs 
with bank service representatives di-
rectly. 
 
Internet banking assists customer to 
eliminate the overhead expenses of 
conventional banks. Internet banking 
has assisted the financial institutions to 
reduce costs of operation and the cost 
of maintaining physical property. 
 
According to Financial Services in Can-
ada: An Overview (June 2004), “ The 
world of financial services encompasses 
everything from cheques, credit cards 
and mortgages to financial planning, 
insurance and investments— in other 
words, everything to do with our finan-
cial affairs. 
 
In Canada, there are different types of 
financial products and services offered 
in the financial services sector number 
in the hundreds, but they can be cate-
gorized into six broad areas:  
 
• Day-to-day banking 
• Credit/financing 
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• Insurance 
• Investment 
• Wealth management, retirement 

and estate planning 
• Corporate client service 
 
Financial Services Providers in Canada 
Source: Financial Services in Canada: An Overview 
 
Deposit-taking Institution 
Chartered Banks 
Credit Unions Caisses Populaires 
Trust Companies 
Mortgage Loan Companies 
 
Insurance Companies 
Life and Health Insurers 
Property and Casualty Insurers 
 
Securities Dealers and Brokers 
 
Investment intermediaries 
Mutual Funds 
Pension Fund 
 
Financial Advisors and Brokers 
 
Government 
Financial, Treasury and Savings Of-
fices 
 
Other Credit Providers 
Finance leasing Companies 
 
By contrast, marketing strategy fo-
cuses explicitly on the quest for long-
term competitive and consumer ad-
vantage. As such, it has a high degree 
of overlap with business strategy and 
can be viewed as an integral part of, 
and perspective for business strategy. 
 
In fact, the financial industry in Can-
ada has really applied the principles of 
marketing in their business as a func-
tion by which a firm or other eco-
nomic organization designs, promotes 
and delivers goods and services for 

customers and clients. The hallmarks of 
modern marketing are customers’ orien-
tation and a stratagem. 
 
Marketing strategies are based on analy-
sis of consumers, competitors and other 
environmental forces which then should 
be combined with other strategic inputs 
(such as financial, research and develop-
ment and human resources) to arrive at 
an integrated business strategy. 
 
The key marketing strategy that the fi-
nancial institution are using now is the 
use of Internet banking in marketing 
their product and services, All of the 
Canadian banks have online banking 
service. This key marketing strategy is 
spreading rapidly all over the world. 
 
Marketing strategy variables consist of 
product differentiation and characteris-
tics of firms such as size and resources. 
 
The banking industry in Canada and in 
most parts of the world has applied 
these two variables in their business. 
They use the Internet banking to market 
their products online as well providing 
convenience to their clients in carrying 
out their transaction easily. 
 
Internet banking has also help custom-
ers in time saving rather than the tradi-
tional banking service that consume 
their time. 
 
Internet banking customers are also 
faced with the threat of insecurity of 
information. If the customer informa-
tion is exposed to the third party it will 
be very destructive. The third party that 
is very close to the customer can have 
the customer’s vital information that 
might lead to fraud. This has raised 
questions related to personal privacy 
protection. 
 
Hacking of information online is an-
other disadvantage of Internet banking 
that can make customer information 

insecure. Another problem is that 
most of seniors are not familiar with 
computer technology. 
 
Internet banking has drawn the finan-
cial industry and their customers into 
the global village. Services needed in a 
global environment can be delivered 
to clients online, without having them 
visit distant branches of a financial 
institution. This is an indication that 
they have been able to bring all of 
their countrywide branches to one 
global village through Internet bank-
ing. 
 
In Canada, Internet banking in the 
financial service industry is performing 
very well, and most of the customers 
are able to save time in carrying out 
their transactions rather than frequent 
visits to a branch (traditional banking). 
 
Most of the banks in Canada adopted 
Internet banking and telephone bank-
ing (use of 1-800 numbers) service as 
a marketing strategy to market their 
products such as bill payment, credit 
card, investing in mutual funds, 
stocks, bonds, RRIFs, RESP, RRSPs, 
GICs, segregated funds and complex 
derivatives to their customers. 
 
A unique example of Internet banking 
service for customers is the ability to 
monitor and invest their funds at the 
CIBC Investor Edge Account. This 
type of account has really assist inves-
tors and customers to invest without 
visiting the traditional bank branch for 
the transaction to take place. The 
monitoring of their transactions can 
be carry out on their own convenient 
time with the aid of the Internet bank-
ing service. 
 
I can remember, with the aid of Inter-
net banking, I was able to pay my bill 
on the due date, which I almost forgot 
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due to tight schedule. If not for the 
Internet service, I would not have 
been able to pay my Bell Canada 
phone bill on the due date. 
 
Another good thing about Internet 
banking service is that it has also 
helped a lot of customer  monitor 
their credit card activities and pay their 
credit card bill on time before the due 
date. This has also assisted a lot of 
Canadian credit cardholders to have a 
positive impact on their credit rating 
because their bill is paid efficiently 
with the use of Internet banking that 
assists them to pay on time, rather 
than waiting for the bill to come. 
 
We can see from the above examples 
that financial institutions are able to 
market their products through the use 
of Internet banking, which serves as a 
marketing strategy to access their cus-
tomers to have a competitive advan-
tage in the marketplace. 
 

The service that the customer is able 
to achieve through the use of Internet 
banking (to pay bills or invest online) 
is satisfaction and convenience. 
 
Canadian financial institutions and 
their customer stand to benefit from 

Internet banking in Canada and every 
other part of the world. 
 
Obviously, Internet banking market-
ing strategies that the financial institu-
tions have adopted link the firm and 
its customers, competitors, and other 
stakeholders. 
 
In Europe, Sweden is highly comput-
erized and is now one of the leading 
countries in terms of being connected 
and doing business through the Inter-
net. 
 
Despite Internet development in Swe-
den, some of the banks still face chal-
lenges in online banking services. 
 
According to F. Runnquist, the Senior 
VP of IT, ForeningsSparbanken of 
Sweden (one of the top Nordic 
banks), in the article entitled Enter-
prise Leadership Vol.2, Number 2 
“ForeningsSparbanken faces a vexing 
challenge to meet the 1.2 million Scan-
dinavians that use the bank online at 
least once a month. Seventy-five per-
cent use it more frequently. 1.6 million 
of its 4 million customers use online 
regularly.” 
 
Runnquist believes that it has been a 
great challenge in the banking industry 
to provide Internet banking efficiently, 
improving customer accessibility and 
expanding product offerings. Another 
key goal that has been a challenge, is 
to give Internet users the same level 
and range of service as a customer 
would receive with face to face service 
from a cashier or office meeting. This 
is one of the challenges that needs to 
be resolved within the financial indus-
try. 
 
Businesses in the Canadian financial 
services industry are able to imple-
ment their marketing strategies effec-
tively and efficiently to meet their cus-
tomers’ needs, and to market their 

Internet banking 
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products through the use of the Inter-
net banking service and tele-banking. 
Most of the financial institutions in 
different parts of the world are cur-
rently overcoming the challenges of 
effective and efficient implementation 
of this marketing strategy with the use 
of Internet banking service. 
 
Successful marketing strategy depends 
on firms’ ability to identify and influ-
ence the flow of customers who move 
into and out of their firm and the mar-
ket. The results of successful marketing 
strategies are superior returns for an 
organization. 
 
Internet banking as a marketing strat-
egy in the financial industry in Canada 
is a success story that tells of better 
returns for both customers and the 
industry. 
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Introduction 
Identification of marketing as a disci-
pline in various countries of the world 
is something that is either not fully 
appreciated or is taken for granted. 
This is very much the situation be-
cause everybody, young or old, male 
or female is engaged in or interacts 
with marketing daily. If you are not 
using a product or service made avail-
able through a marketing effort, you 
probably will be confronted with ad-
vertising of some sort for a product, 
service or idea. From the moment we 
awaken until the time we set out for 
business and retire at night, we would 
have used a product such as tooth-
paste or soap. We would have had a 
meal, used a pen, listened to a radio 
commercial or TV advertisement. In 
the office or school, we would have 
used stationery of different types. 
 
Marketing is part of our daily lives. 
Imagine for one second what the 
world, and indeed life would be with-
out marketing! 
 

The marketing concept 
Marketing has different definitions. De-
spite these differences, there are certain 
common elements. One of them is the 
idea that marketing is a societal activity. 
Another is the view that marketing is the 
execution of those business functions 
that direct the flow of goods and ser-
vices from the producer to the con-
sumer. There are the macro and micro 
dimensions to marketing. The first con-
siders the aggregate of marketing activi-
ties and how these activities influence or 
satisfy the social and economic ends of 
the larger society, while the other in-
volves institutions and organizations 
working independently to deliver spe-
cific want-satisfying goods and services 
for their private ends, whether these 
ends are commercial or altruistic, politi-
cal or religious. 
 
Marketing has a clear and direct impact 
on the development of any nation. Na-
tions are made up of institutions, busi-
nesses and people. Around the world, 
these institutions and businesses and 
peoples owe their existence, success and 
growth to the application of the market-
ing concept. The marketing concept is 
simply the identification of an opportu-
nity to provide a service or product for 
which a set of people (consumers) are 
willing and ready to pay a profitable 
price, and the mobilization of resources 
to provide that service or product 
(Achumba, 2000) Thus, business starts 
with an awareness of customer needs, 
finding out what these needs are, devel-
oping product or service and informing 
the customer of its existence, price, and 
place of availability. The marketing con-
cept is the totality of all of these. 
 
Marketing promotes consumption and 
technological development 
Industries the world over produce goods 

and services. In doing so, they make 
reasonably sure that these are wanted 
by their potential customers. They do 
this through formal and informal mar-
keting research. That is, they try to 
ascertain what potential customers 
want before embarking on any pro-
duction. One aspect of the marketing 
concept conceives the process 
whereby the demand for economic 
goods and services is anticipated be-
fore they are produced. This necessar-
ily involves physical distribution of 
such goods and services into con-
sumption. It is through such 
“anticipation” and pre-production 
activities by industries and other insti-
tutions that we enjoy a variety of 
products and services (via the freedom 
and power to make choices) that have 
enhanced quality of life. The mobiliza-
tion and commitment of resources to 
produce goods and services, based on 
anticipated customer needs and wants 
have aided and accelerated the devel-
opment of technological skills and 
knowledge, human and material re-
sources of businesses. 
 
Drucker (1958) puts his views this 
way: marketing is an orderly, purpose-
ful and planned technique of how “to 
find and create customers; to identify 
and define markets; to create new 
ones and promote them; to integrate 
customers’ needs, wants, and prefer-
ences, and the intellectual and creative 
capacity and skills of an industrial so-
ciety, toward the design of new and 
better products and of new distribu-
tive concepts and processes.” While 
the world economy has expanded and 
witnessed the explosion of new prod-
ucts and services, the logistics and 
distribution of some of these prod-
ucts, especially of agricultural and 
mineral produce, has suffered or 
lagged behind in terms of service de-
livery and quality. This is a weakness  
 
              continued on page 15 
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in the distribution and supply system 
which better marketing can help to 
redress through better enlightenment 
and education of all stakeholders to 
reduce or eliminate wastages, and to 
enhance product quality. 
 
Marketing and resource allocation 
Clearly, marketing and its related proc-
esses have been very helpful in direct-
ing productive resources to areas of 
individual and societal needs where 
the benefits or returns of any invest-
ments can be best maximized. A bet-
ter and more rational allocation of 
economic resources would lead to 
higher efficiencies in productivity and 
value creation. One of the businesses 
of marketing is value creation and the 
greater the value created, the higher 
the price of goods and services. A 
more vigorous application of the mar-
keting concept to our primary goods 
will improve the value/price of world 
trade, and increase global growth. 
 
The huge investments in IT and re-
lated services can be attributed to the 
marketing opportunities available for 
value creation by way of better tele-
communication services and the pros-
pects of reaping good returns. It also 
needs to be stated that marketing ob-
jectives are significantly behind the 
flow of foreign investments into 
across the globe following the liberali-
zation of most economies of the 
world and the creation of a more con-
ducive and favourable business cli-
mate. 
 
Taking Nigeria, for example, consider 
the developments in the telecommuni-
cations and banking sectors of the 
economy in the past few years. Much 
of the positive developments that 
have taken place in these industries 
can be attributed to aggressive market-

ing management. Today, both the 
banking and telecommunications sec-
tors account for an estimated sixty per-
cent of total advertising investment in 
the country. In 2005, the Association of 
Advertising Agencies of Nigeria 
(AAAN) reckoned that total media ex-
penditure was well over 27 billion Naira 
($US 21 million)! With the economy 
enjoying consistent growth and with 
the approach of national elections, the 
investment in advertising and other 
marketing communications is destined 
to climb even higher.  
 
As a capitalist nation, though not in the 
classic garb of the United States, mar-
keting will be vital to the overall growth 
and development of the Nigerian econ-
omy. Rapid industrialization and the 
concomitant growth and development 
of marketing are perceived as factors 
that have contributed to the economic 
and social development of the United 
States. Indeed, all over the world mar-
keting and industrialization grow and 
develop in tandem. Through vigorous 
branding and other marketing activities 
anchored on industrial evolution, the 
economies of Europe, the United 
States, Japan and even more recently 
emerging economies like South Korea, 
India, Taiwan, China and Thailand have 
achieved tremendous growth. The na-
tional incomes of these countries have 
been growing and are still growing. 
Much of the foreign policies of these 
nations are not entirely political, but 
marketing or trading policy which is 
focused on marketing their products 
and services globally. Tied to this effort 
is a deliberate branding policy. These 
countries are all building national 
brands. For Japan you can think of 
such names as Toyota, Sony and Sanyo; 
for the U.S. Coca Cola, Nike, IBM, and 
Microsoft; for South Korea, Samsung 
and Kia. 
 
As third world economies grow, Nige-
ria included, they will need to borrow 
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World economy  continued from page 14 
and apply marketing lessons from the 
advanced economies of Europe and 
America to accelerate the rate of devel-
opment. One way for Nigeria to free 
herself from the prevailing economic 
quagmire is to consistently pursue rapid 
industrialization, development of all 
key sectors and the adoption of the 
marketing philosophy. Nigeria will have 
to build national brands through the 
promotion of free enterprise and the 
creation of appropriate investment cli-
mate. The world leading economies 
promote the development of brand 
assets. This partly explains the huge 
market capitalization of Microsoft. It is 
not surprising that Microsoft’s capitali-
zation, for example, is perhaps bigger 
than Nigeria’s GDP. 
 
What am I saying? Marketing can and 
does contribute to a nation’s economic 
development and well-being, especially 
if the national government consciously 
promotes industrialization and free 
capitalist enterprise as we learn from 
America, Japan, and Europe. It will be 
no different if Nigeria and other coun-
tries of the world take the same path 
toward economic development. But 
there will be a need to formulate the 
right policies, for consistency in apply-
ing such policies, and the creation of 
enabling environment for industries to 
thrive and flourish. 
 
Social marketing 
Taken more broadly, marketing is a 
“social rather than a business activity” 
Philip Kotler and Sidney Levy (1969) 
regard marketing as “ a relevant disci-
pline for all organizations in so far as all 
organizations can be said to have cus-
tomers and prefects.” Thus, marketing 
is needed not just by business organiza-
tions which make products and services 
for sale, but also by organizations such 
as The Porter’s House in Dallas, Uni-
versity of Pennsylvania and political  
 
                continued on page 16 



 

 

parties which do not exist for profit. 
These non business organizations 
have expanded beyond all imagination 
not just by virtue of sound manage-
ment but by adopting innovative mar-
keting strategies. In Nigeria the Chris-
tian religion has spread quite rapidly 
due to conscious application of mar-
keting techniques. And because the 
religious industry is booming, thanks 
to marketing effectiveness, we can see 
their relevance in the educational de-
velopment of this country. These or-
ganizations appreciate the need to be 
relevant and to add value to the lives 
of their teeming faithful. Surplus 
funds in the churches are now being 
deployed to other areas such as educa-
tion, philanthropy, health and social 
welfare. Much of these monies have 
been generated due the smart adop-
tion and application of marketing con-
cepts and practices. 
 
The social role of marketing has been 
in the forefront of the fight against the 
HIV/AIDS scourge in Nigeria. Mar-
keting has been deftly used to create 
awareness and to mobilize the citi-
zenry against this dreaded disease. To 
effectively play this enlightenment role 
is to help protect the health of future 
generations and to sustain the produc-
tive workforce of our national popula-
tion, a key resource for economic and 
social development. In other areas of 
public health and social welfare, mar-
keting is employed especially for pub-
lic enlightenment campaigns and in 
the solicitation of funds to support 
such programmes. Much of the suc-
cesses achieved in the campaign 
against child trafficking, economic and 
financial crimes and drug trafficking, 
to name a few, are partly attributable 
to effective marketing that targets the 
evils and dangers of these activities. 
 

On the political platform, the public 
trading and marketing of ideas and 
socio-economic programmes will enable 
the electorate to make informed choice 
of their political leaders based on their 
perceived ability to deliver the much 
needed “goods.” One of the failings of 
successive governments in Nigeria is the 
inability to effectively market govern-
ment economic plans, policies and pro-
grammes. This failure largely accounts 
for lack of popular support and the ap-
parent difficulty government normally 
encounters implementing her policies 
and programmes however audacious and 
well intentioned. Governments at vari-
ous levels need to make the right levels 
of marketing investment to elicit mas-
sive support for their economic policies 
and programmes. Aggressive and posi-
tive marketing of government activities 
will assist government in overcoming 
the huge credibility problem and the 
skepticism surrounding government 
initiatives. For true development the 
people (to borrow popular political jar-
gon) must be carried along and should 
be part of government programmes. 
Marketing becomes a veritable tool for 
mobilizing the citizenry for development 
purposes. 
 
Conclusion 
There cannot be any meaningful global 
development without significant market-
ing input. At the micro level, industrial 
growth and development is rooted in 
contemporary marketing approach. And 
at the macro level, government needs to 
adopt marketing thinking and practice, if  
it expects industrial growth, increased 
employment, and increasing GDP, as 
has occurred in the rest of the developed 
world. Furthermore, governments need 
to mobilize the support and participa-
tion of the people in their economic, 
social and political programmes through 
a deliberate and focused marketing plan. 
 
Wole can be contacted at: 
oyewole_peter@yahoo.com  
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World economy continued from page 15  
Allard  
Johnson  
continues to  
accompany 
AIDS Walk for 
Life 
 
For the third consecutive year, Allard 
Johnson Communications was chosen to 
prepare the advertising tools for the AIDS 
Walk for Life and is a platinum sponsor 
for the event. 
 
AIDS Walk for Life was initiated in 1986 
in Vancouver by the British Columbia 
Persons with AIDS Society. Since then, 
the Walk for Life has grown to just under 
130 cities across Canada. The event was 
held the week of September 17 to 24. 
 
Allard Johnson Communications was 
commissioned to refresh the creative used 
for the walkers, such as posters and 
pledge forms. A new initiative this year 
was a creative manual that communicated 
to all supporters various tips and re-
sources for adapting their own Web sites 
or personalizing their promotional materi-
als. This manual helped balance the coor-
dination and autonomy required for a 
national fundraising event. 
 
Allard Johnson Communications is a full 
service advertising agency in business for 
more than 40 years, with offices in both 
Toronto and Montréal. Allard Johnson is 
part of the MDC global network. 
 
Principal Terry Johnson, MCInst.M, is a 
long time member of the Canadian Insti-
tute of Marketing, holding member num-
ber 54. He can be reached at 416-260-
7000, or tjohnson@allard-johnson.com 



 

 

Niche marketing—What is it? 
Executives can learn from the folklore 
of some African countries, that sug-
gests there two ways to cook large 
game. Either you make one pot big 
enough to hold the entire animal, or 
you cut it up in little pieces and cook it 
in a lot of little pots. 
 
The marketplace is different from ani-
mals, of course. Cutting up a large 
market into small niches often pro-
vides a sum greater than the original 
market. Serving small segments of 
customers is referred to as niche mar-
keting. It may be argued that there are 
no more mass markets. There is no 
market for products everybody likes a 
little, only products that somebody 
likes a lot. This is the very essence of 
niche marketing or market niching. 
The advantages of niching may lead to 
higher profits by avoiding direct com-
petition, if correctly practiced. 
 
 
 
 

What factors would influence the at-
tractiveness of a market niche? 
Philip Kotler identifies the following 
factors. 
 
1) It is of sufficient size and purchasing 
power to be profitable. A niche is al-
ready relatively small in terms of size, 
therefore, consumer purchasing power 
should be high to make the exercise 
profitable. 
 
2) The niche should have growth po-
tential, so that long-term profitability 
can be assured. 
 
3) The firm has the required skills and 
resources, to serve the niche effectively. 
  
4) The firm has competitive advantages 
that suit the given niche over possible 
competitors. 
 
5) The niche should be of negligible 
interest to major competitors. In fact, 
minimal competition is the ideal situa-
tion. This provides the nicher an op-
portunity to establish and service the 
niche in a highly productive manner. 
 
6) Niching can be an ideal strategy, if 
similar segments can be identified 
across geographical markets. 
 
7) A niching strategy is based on spe-
cialization. It is specialization that is at 
the heart of effective niching. Through 
specialization, a nicher should be able 
to defend itself against any major com-
petitive attacks through the explicit 
understanding of customer needs and 
customer goodwill created. 
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Focus is the name of the niche market-
ing game! 
1) When carrying out mass marketing, 
you can make many assumptions. But 
when you’re in niche marketing, you 
must have the facts and figures. 
 
2) In niche marketing, consider con-
sumer solutions carefully. Through 
these solutions, determine how many 
others would be delighted, not just sat-
isfied, with the solutions. If that num-
ber is large enough, you have a poten-
tial niche market. 
 
3) Remember to out-niche your com-
petitors. “Focus” is paramount. As in-
dicated earlier, through focusing activi-
ties, specialization can be achieved, and 
specialization is a prime requirement of 
niche marketing. Therefore, the integra-
tion between focusing specialization 
and market niching is crystal clear. 
 
How to avoid being “Out-niched” 
 
If you decide to follow a market 
niching strategy, then it is imperative 
that you remain competitive, to avoid 
being out-niched. 
 
A niche marketer should have the con-
viction and courage to attack them-
selves. Remember a niche strategy is 
selected to avoid direct competition 
from others. Therefore, you have to 
create competition yourself! After all, 
the best defense is good offense. 
 
Raising barriers to make it difficult for 
competitors to invade your niches is  
 
 
                 continued on page 18 
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another strategy that can be employed 
to avoid being out-niched. 
 
Through effective barriers, you can win 
without costly battles with competitors.  
One effective barrier, is to make the 
cost of entry prohibitive by increasing 
capital requirements. You can also in-
crease the cost of switching, by training 
and educating your customers to use 
products and services effectively. 
 
Niche marketing also requires the will 
power to pre-empt and block competi-
tive moves. There is no room for com-
placency and wait and see, attitudes. 
The defense is to take no chances, since 
you have only a precious little niche to 
exploit and grow. 
 
As stated earlier, the best defense for a 
market nicher, is good offense. There-
fore, this requires the funding of defen-
sive strategies, to make the niching 
game tough for potential competitors. 
The problem with funding defensive 
strategies is that benefits are difficult to 
measure. Investing in defense is a 
tough road to take, but a niche mar-
keter has no choice. 
 
Strategies for market nichers 
Market nichers can operate on the fol-
lowing guidelines. 
 
1) Specialize geographically. 
 
2) Specializing by the type of end user. 
For example, Avon tires, have concen-
trated upon developing high perform-
ance tires to avoid being sucked into 
the bottom end of the market. Simi-
larly, the world renowned brand of pi-
anos, Steinway, is targeted at the pro-
fessional concert pianist. 
 
3) Specializing by product or product 
line. For example, certain laboratory 

Common sense rules for niche 
marketing 
1) It is important to remember that 
small can be beautiful. The ‘bigger’ 
mentality should be avoided because 
companies are getting bigger and act-
ing smaller. 
 
2) Try to out-niche competition, not 
by copying them, but doing better. 
Therefore, you need to monitor com-
petitors carefully, taking a close look 
at companies in parallel businesses. 
 
3) Develop a clear identity for your 
product or service among customers 
in each niche serviced. Your custom-
ers must be confident that your offer-
ing is specifically for them and meet-
ing their needs. 
 
4) Keep your niche markets under 
constant review, since marketplace 
changes are inevitable in today’s com-
plex business environment. 
 
5) Think of niche marketing as a 
value-added process. Through clever 
differentiation, segmentation and posi-
tioning, value is created and added to 
the niches serviced. For example, 
Hallmark developed special cards to 
be sent to children by more affluent 
parents, as a meaningful method of 
communicating their love and affec-
tion. 
 
6) Make sure that your product or 
service offers substantial benefits, to 
the target niche segments. Not simply 
different, but clearly differentiated. 
Many niche strategies fail due to lack 
of differentiation. 
 
This article has been spelling out the 
virtues and drawbacks of niche mar-
keting. However, it is important to 
keep in mind, that a market niching 
strategy can increase marketing  
 
               continued on page 19 

equipment manufacturers concentrate 
only on microscopes. 
 
4) Specializing on a quality/price spec-
trum. Haagen Daz Ice Cream is posi-
tioned as a premium quality product. 
Cross Pens too on a similar platform. 
 
5) Specializing by service. For example, 
Burger King. 
 
6) Specializing by size of customer. 
Here again, Avon tires are a good ex-
ample. Avon has build its reputation on 
its involvement with racing and being 
an original equipment supplier to Rolls 
Royce, Bentley and Aston Martin. 
 
7) Specializing by product feature, such 
as GSM technology. 
 
What are the benefits of niche  
marketing? 
1) Niche marketing does not require, 
substantial resources. Therefore, it is an 
attractive option for an organization 
with limited resources. 
 
2) Niche markets are relatively small 
and therefore, easier to control and 
manage. 
 
3) A profitable market entry strategy 
that can be used by organizations. 
 
4) Opportunities are available for one-
to-one marketing, and relationship 
building. This is because of limited 
numbers of customers and a good un-
derstanding of their needs. 
 
5) Relatively lower levels of competi-
tion, since major competitors are not 
attracted towards niche markets. 
 
6) Opportunities are available to cus-
tomize product and service offerings. 
 
7) Niche marketing is often very profit-
able and specially through meeting cus-
tomer needs effectively. 

Niche marketing 
            continued from page 17 
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complexity and sap resources. Guard 
against this. Do not exceed your com-
pany’s capabilities by going a niche too 
far! 

 
Prasanna started his marketing career in 1983 
with the Browns Group. Thereafter, he held 
several senior management appointments in 
marketing at Darley Butler & Company, Singer 
Sri Lanka Ltd., Hemas Group, John Keells 
Holdings and Tetra Pak Sri Lanka, spanning a 
period of over 20 years.  
 
Prasanna is a Fellow Member and Chartered 
Marketer of the Chartered Institute of Market-
ing, U.K. a Fellow and Councillor of the Cana-
dian Institute of Marketing, a Member of the 
Singapore Institute of Management, Sri Lanka 
Institute of Marketing and the Sri Lanka Insti-
tute of Directors. He holds a Masters Degree in 
Business Administration from PIM, a Post-
graduate Diploma in Finance and Business Ad-
ministration from the Institute of Chartered 
Accountants Sri Lanka and a Postgraduate Di-
ploma in Marketing from the Chartered Institute 
of Marketing in U.K. 
 
Prasanna is a Senior Lecturer in Marketing at the 
Sri Lanka Institute of Marketing and is on the 
visiting faculty of several universities and profes-
sional institutes for postgraduate and under-
graduate degree programmes. In addition, he is a 
marketing consultant for several organizations. 
He is also the Chief Examiner for Marketing at 
the Institute of Bankers Sri Lanka and Certified 
Management Accountants (CMA), Sri Lanka. 
 
Prasanna is also a Senior Certified Marketing 
Consultant and a much sought after Marketing/
Sales Trainer. He won the “Marketer of the Year 
Award for the Small Business Sector in 2001. 
 
He can be contacted at prasannaperera@mail.ewisl.net  

In the new millennium, satisfying cus-
tomers or target markets must be very 
basic to any business. With the abun-
dance of technological expertise that is 
easily accessible, and human resources 
development processes that is available 
today, any business can emulate an-
other’s product or service and the satis-
faction it could provide. Therefore, the 
very purpose of marketing, as we knew, 
is now challenged and an undeniable 
paradigm shift has taken place. 
 
“The purpose of marketing is to iden-
tify, create and sustain competitive ad-
vantage and drive a business to sell 
more goods, services or ideas to target 
markets at profitable 
prices” (Madanayake 2002) 
 
Indeed, as stated above, an organiza-
tion must focus on competition both 
direct and indirect, as that is where it 
achieves its market share and revenue. 
That is also where the organization 
does not want its present markets to 
migrate. This means that modern or-
ganizations must not only be market 

oriented but also, and most impor-
tantly, competitor oriented. The chal-
lenge to a market leader is not its mar-
ket and satisfying its needs profitably, 
but its challenge from its challengers 
and followers who are constantly try-
ing to seduce its market away from it. 
Coke’s problem is not about satisfying 
its customers, but it’s Pepsi who is 
doing all that is possible to gain mar-
ket share from Coke. 
 
To sell a cream cracker biscuit to a 
potential customer, the organization 
must stop that customer from buying 
any other cream cracker biscuit— thus 
grabbing the other’s sale. That is what 
competition is about. It is fair to state 
that marketing is a form of war. To 
achieve sales is winning the battle, and 
gaining market share is winning the 
war. This phenomenon is aptly ex-
plained in the book Marketing War-
fare, authored by Al Ries and Jack 
Trout and the concept of competitive 
positioning is an adaptation of it. There 
are four strategies to achieve competi-
tive positioning: 
 
1. Defensive Positioning 
2. Offensive Positioning 
3. Flanking Positioning 
4. Guerrilla Positioning 
 
Defensive Positioning 
This is for the market leader. 
“Companies don’t create market lead-
ers, customers do” (Ries & Trout 
2003). The principles of defensive 
positioning are: 
• Being the market leader 
• Ability to attack one’s self 
• Preparedness to block strong 

competitive moves 
 

               continued on page 20 
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Think big, but act small. 
This is the essence of niche marketing 

 
Specialization is the heart of an  

effective niching strategy 
 

Focus-Focus-Focus. 
This is a prerequisite to niche 

marketing 

Competitive positioning 
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statements like ‘The king of biscuits’ 
or ‘No 1’ can drive a market to posi-
tion the value proposition as the mar-
ket leader. Munchee is the market 
leader of the biscuits category and 
Cherish is the market leader of the 
wafer sub-category. 
 
Ability to attack one’s self 
This is what the former leader of the 
above example should have done. In 
fact, the concept for the smaller Marie 
should have come from them and not 
the challenger. There was nothing in-
novative about the smaller Marie, as it 
was already there in other foreign mar-
kets. The most unforgivable fact is 
that the challenger gave them an op-
portunity by test marketing the smaller 
Marie, and due to failure, putting it 
aside. It was a new marketing manager 
who saw a different mental angle and 
created a coherent marketing direc-
tion. He decided that following ade-
quate research, the positioning of the 
smaller as having “more biscuits in 
100g” would succeed. Gillette and 
Sony are known as masters in this 
game. Lux toilet soap is now 75 years 
in the Sri Lankan market, and is al-
most beyond competition. They all 
keep attacking themselves by continu-
ously improving their value proposi-
tions, keeping abreast with market 
needs and trends, as well as setting 
new trends. Another example is what 
Munchee did to their Lemon Puff. 
They transformed a mediocre product 
to a top quality product that many 
consumers cannot do without. 
 
Preparedness to block strong  
competitive moves 
Instead of ‘watching what’s happen-
ing’, and in this case under reference 
to the former leader of the biscuit 
category, the leader should have 
blocked the competitive move with a 
similar option and extra benefits. They 
responded much later through neces-
sity, but it was too late as the migra-

tion in the ‘diffusion process’ had almost 
saturated, leaving only the ‘laggards’. 
The new concept found word of mouth 
a strong supporter. The biscuit traders 
recommended the challenging biscuit to 
their buyers, because they received a 
better margin from the company, and 
the buyers in turn told their friends and 
neighbours, impressing them by stating 
the fact that they had found something 
new. 
 
Offensive Positioning 
This is appropriate for a challenger like 
the number two brand. The principles 
are: 
• Focus on the leader’s positioning 
• Find a weakness in the leader’s  
 strength 
• Launch the positioning on as  
 narrow a front as possible 
 
Focus on the leader’s positioning 
A value proposition becomes a market 
leader when it owns a positioning in the 
minds of the target market. To get into 
the minds that the market leader owns, 
the challenger must focus on the leader’s 
positioning of its value proposition. 
Some years ago the ready to drink 
(RTD) fruit and milk drinks category in 
Sri Lanka was positioned with a ‘LOW’ 
image tag when compared to its cousins 
Coke, Pepsi and the un-cola range that 
had a ‘HIGH’ image tag. The challenger 
in the RTD category came out with a 
fitting television commercial supported 
by other above and below the line activ-
ity. It showed a beautiful foreign girl 
coming out of the Indian Ocean in a 
sensuously clad bikini into the golden 
sands of a beach hotel and reaching for 
a JOY – the brand, in the midst of other 
foreign and sophisticated looking locals. 
Overnight it became a hit in the cities 
and the company trebled its sales. The 
high images of the cousins were emu-
lated. 
 
 
                  continued on page 21 

Being market leader 
In 2005, the volume of the biscuits 
industry in Sri Lanka dominated by 
two main players was estimated at 
60,000 metric tonnes and about Rs. 
10.8 billion in value. The per capita 
consumption of about 3kg. is signifi-
cantly high. There is now a new leader 
who has vanquished the former. The 
former, not so long ago, was in a for-
midable position of strength as the 
market leader. If anyone mentioned 
biscuits, the top of mind recall was 
their brand MALIBAN, and it was 
almost generic, like Vim or Cutex of 
yesteryear. 
 
The first assault from the challenger 
was when they dethroned MALIBAN 
from their leadership of the Marie 
category. The challenger under their 
brand MUNCHEE launched a smaller 
Marie, positioning it as having “more 
biscuits in 100g”, which worked like 
magic for them. The response from 
the leader was far too slow, perhaps 
due to complacency. The result even-
tually was that they simply ‘watched 
what happened’. The market leader 
must lead from the front and not let 
the challenger, or its followers, make 
an impression on their target market. 
That is the purpose of being market 
leader. In this example, the leader did-
n’t exercise its leadership to thwart the 
competitive moves. If you are the 
leader, be like one— eat, drink and 
sleep like one. There cannot be two 
market leaders in a single category. 
The real market leader is not about 
personal perceptions but about market 
perceptions. Real market leadership 
comes when markets see a value 
proposition (products, services or 
ideas) as the market leader. It is also 
not about how much one sells, or how 
much profit one makes. Positioning 
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Find a weakness in the leader’s 
strength 
An example from Nigeria demon-
strates where a company that pro-
duced an angle iron with a round 
shaped angle spotted the weakness of 
the market leader. The leader had a 
sharp angle that could injure a person 
or child on impact when used in furni-
ture or security grills. Hence, this 
weakness gave them an opportunity to 
position the round angle for safety— 
the safe angle iron, like the safe Volvo 
automobile (which many perceive as 
the safest car). One can find a weak-
ness in all leaders. No matter how 
small the weakness, there can be an 
opportunity to exploit. FedEx came 
up with the concept of small packages 
delivered overnight. This became their 
strong differentiation by being the 
company that handles small packages. 
And it positioned itself as the com-
pany that delivers overnight. 
 
Launch the positioning on a narrow 
front as possible 
To gain competitive advantage is more 
effective than attempting a head-on 
assault over a broad front. Dominos, 
after failing with a head-on assault 
with other competitors, came up with 
doorstep delivery under 30 minutes, 
when other pizzerias were sit down or 
take away. Dominos makes the same 
pizzas as others, but found a narrow 
front to get to the target market, or 
those who would want pizzas deliv-
ered to their doorstep. Dominos inno-
vated the ‘DISTRIBUTION’ element 
of the marketing mix. Any other com-
pany can do this, but to make it diffi-
cult they came with a specific ‘Under 
30 minutes’ and fine tuned their proc-
ess and logistics to do so. They be-
came the leader in the home delivered 
pizza category. Groceries via the 
Internet, and Books via the Internet 

are similar examples of selecting a nar-
row front. 
 
Flanking Positioning 
A flanking option is built around three 
principles, and is ideal for new entrants, 
or those value propositions that had 
failed. 
• Focus on an uncontested area 
• Element of surprise 
• Relentless pursuit 
 
Focus on an uncontested area 
“You don’t drop your paratroops on 
top of the enemy’s machine gun posi-
tions; and you don’t launch a flanking 
product into the teeth of an established 
product” (Ries & Trout 2003). 
 
An attack on the established market 
leader of the toilet soap category, like 
Lux Beauty Soap, is an offensive attack 
against a well-defended position. Such 
an attack is bound to fail. In the recent 
past the brand Juliet tried and failed. 
An undefended hill may be an easier 
target in war than a well-defended front 
in enemy territory. Therefore to focus 
on an uncontested area is a wiser move 
to get sales. In Sri Lanka, Khomba 
Herbal Beauty Soap promised to con-
tain the goodness of the herb Margosa 
and it is still maintaining a respectable 
share of the toilet soap market. It cre-
ated a new sub-category in the toilet 
soap category as herbal beauty soap. It 
became the first in that category identi-
fying a market opportunity of people 
preferring the goodness of Margosa, 
which is used widely and known to 
have curative benefits for many skin 
problems. 
 
Element of surprise 
An attack on the hill contains an ele-
ment of surprise, as an attack would 
have been expected on the well-
defended front instead. The launch of 
herbal beauty soap would not have 
been expected. Rani Sandalwood soap 
was another brand of a new sub-

category that established itself in the 
toilet soap category over fifty years ago. 
Today there are new categories such as 
fruity soaps with fruit ingredients, 
soaps with moisturizers, different types 
of herbs and herbal carbolic soaps. The 
element of surprise, and the unex-
pected gives the opportunity of estab-
lishing a brand provided its tactical 
marketing is effective due to the leader 
being unprepared for such an unex-
pected launch. An expected launch will 
always confront prepared resistance. 
 
Relentless pursuit 
Khomba should stay in the sub-
category with relentless pursuit and not 
attempt to tinker with its strong posi-
tioning with tactics that may be detri-
mental to its positioning. So must Rani 
sandalwood soap. There was once an 
occasion in the case of Khomba where 
the company changed the colour of the 
pack, which had a black background to 
a green background to look more 
herbal, and it resulted in a drop in sales. 
The regular users felt alienated. Once a 
flanking positioning is successful, it 
must be relentlessly pursued. Tikiri 
Marie that offered 22 biscuits in 100g 
and created a new sub-category offers 
25 biscuits in 100g today. Pricing is also 
an opportunity to flank— to go low, or  
around the middle with appropriate 
benefits, functional and symbolic. A 
brand of malted milk, which was posi-
tioned as a convalescents’ drink was 
repositioned as an energy drink and 
became the best selling brand of malted 
milk—a category leader. Everybody 
needs energy not only the convales-
cents. 
 
Guerrilla Positioning 
“From China to Cuba to Vietnam, his-
tory teaches the power of guerrilla 
movement. In business, too, a guerrilla 
has a reservoir of tactical advantages 
that allows the small company to  
 
               continued on page 22 
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flourish in the land of the giants” (Ries 
& Trout 2003). 
 
Guerrilla positioning has three princi-
pals: 
• Serve a niche 
• Remain focussed 
• Be flexible 
 
Serve a niche 
A local company produced a brand of 
herbal toothpaste intended for total 
oral care. However, this brand had a 
less affordable price following its much 
higher variable cost. Consequently, 
they never achieved their planned vol-
umes. But in the process their market-
ing consultant discovered a previously 
unknown benefit that some users 
found. It was ideal for sensitive teeth 
rather than for the purpose it was in-
tended and launched. The imported 
brand that was in the market for sensi-
tive teeth was more than ten times its 
price. What should the company have 
done? Re-position the brand as the 
effective Herbal Toothpaste, the first 
of its kind, for sensitive teeth. 
 
Remain focussed 
Having done so they should have re-
mained focussed on sensitive teeth and 
become the market leader in that sub-
category. This was a niche they could 
have entered as a new brand and a 
much better margin. They could have 
positioned this as ‘The 100 percent 
herbal solution for sensitive teeth’ - a 
benefit positioning. Remaining focus-
sed, as the toothpaste for sensitive 
teeth, would have been a prudent guer-
rilla positioning. 
 
Be flexible 
The authors of Marketing Warfare re-
fer to Industry guerrillas and quote an 
example in the computer business of 

vertical marketing that is focussing on 
a specific industry. Triod Systems of 
Sunnyvale California, they say, has de-
signed a computer system to solve the 
complex inventory problems of auto-
motive parts wholesalers. One can fo-
cus on a niche in the industry and posi-
tion a value proposition specific to that 
industry as well. Guerrilla positioning 
is ideal for smaller segments, or niches 
that are insignificant to the leaders and 
challengers, but substantial for the 
guerrilla. 

 
If you find this beneficial please tell 
others if not please email  
ranjanm@sltnet.lk 
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confidently striding to conquer tradi-
tional and new markets. An increasing 
number of Asian companies are becom-
ing world players, some even being in-
volved in the world of corporate take-
overs of western companies. Today the 
largest manufacturing base is in China, 
with India boasting supremacy as the 
location for Business Process Offshor-
ing, and the centre for information tech-
nology. 
 
There is a growing list of Asian billion-
aires and corporate giants, while more 
Asian companies are leading the way in 
mergers and acquisitions. Some of these 
companies like Mittal and Lenorvo are 
established leaders in their respective 
fields. 
 
With the growing impact of the demand 
and supply factor from Asian countries, 
the world can no longer see it as just a 
marketplace to rush into and try to make 
an immediate impact. Nowadays, Asia is 
a formidable competitor with great dif-
ferential advantages. 
 
Asian consumers can now make a strong 
case in dictating the product develop-
ment of western companies and become 
catalysts for innovations in product and 
service development. 
 
Dealing with Asian markets requires 
great tenacity to deal with great diversity, 
as rules of doing business vary widely. 
Many Asian countries play by their own 
rules. These are the same rules that oth-
ers must abide by, if they want to make a 
presence in the Asian markets. 
 
Those seeking to establish and/or 
strengthen their presence in Asian mar-
kets need to focus on exploiting the op-
portunities that Asian diversity can  
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Positioning is not done by the  

business;  
it is done by the minds of the target 

market it serves. 
 

The role of marketing is to initiate and 
influence a favourable positioning in 

the minds of the target market 
through differentiating the total value 

proposition. 
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To build a sound practice, profes-
sional services firms such as legal and 
accounting, need to be able to under-
stand client needs and deliver appro-
priate services. Like other businesses, 
the ability to read and understand the 
market and match requirements with 
the skills to produce products accord-
ingly is the key to success. As such, 
companies devote resources to under-
standing the externalities, such as the 
marketplace and consumer behaviour, 
as well as internal aspects of a com-
pany like product lines, costs, re-
sources, and materials required to 
meet the identified demand. 
 
In professional services firms, services 
marketers are charged with playing a 
vital role in not only interpreting the 
external drivers impacting the market 
and translating this information, but 
also in their understanding of how 
their firm works to meet this demand. 
Professional services marketers are, in 
effect ‘know it alls’ that is, the result of 
their efforts is the sourcing and inter-
preting of intellectual capital that in 
turn is used in creating messages for 
the market. 
 
Professional services firms are 
founded on their ability to use their 
key asset, their fee-earners such as 
lawyers or accountants in the supply 
of technical advice for financial re-

turns. Intellectual capital is generated 
through the interaction fee earners 
have with clients. Through their knowl-
edge of the client and its operations, 
services, networks and industries, client 
requirements, as well as service expec-
tations coupled with their ability to de-
velop further technical skills in deliver-
ing advice, fee earners gain and build 
intellectual capital. Through these ex-
changes and the subsequent develop-
ment of intellectual capital, firms have 
the potential to budget for revenue re-
turns. 
 
The question arises as to where do 
marketers fit? Surely during the interac-
tion between a fee earner and their cli-
ent, information is gained so that the 
identification of opportunities for fur-
ther work at the particular client is ex-
plored, or even the work can be lever-
aged through the use as a credential in 
seeking similar opportunities. If a rela-
tionship with a buyer of professional 
services such as a corporate counsel or 
chief financial officer has been made, 
how do marketers add value without 
being a third wheel? 
 
How professional services marketers 
can add value to this exchange is sim-
ple. If fee earners are busy delivering 
advice to clients, particularly on an indi-
vidual basis, how do firms develop a 
comprehensive understanding of their 
intellectual capital or know-how and 
then use this to produce future reve-
nues? Who actually represents the cli-
ent in tailoring services to fit their 
need? Can firms be sure that individu-
als can recognise market needs and 
then act appropriately? Marketing pro-
fessionals play a vital role in the identi-

fication, documentation, internal coor-
dination and management of a firm’s 
intellectual capital as well as developing 
communications around these that can 
be used as a differentiator in the mar-
ketplace. 
 
To compete effectively in an increas-
ingly competitive market, it is essential 
for firms to recognize the power of the 
intellectual capital they attract and gen-
erate. Firms invest in their people 
through exposing them to clients and 
up-skilling of the technical skills. Firms 
are actually investing in their market 
share via developing intellectual capital. 
In relation to workforce planning, the 
recruitment, training and retention of 
fee earners can be linked to market 
needs. Such needs are fee earners with 
the skills, experience and relationships 
that meet current and future demands. 
 
Professional services marketers are 
uniquely placed as a channel between 
supply and demand. Through their abil-
ity to ‘know it all’ marketers provide a 
two way channel. Their knowledge of 
the market and the need to generate 
engagements means that marketers are 
able to identify and interpret client 
needs and in turn, source the firm’s 
potential to meet these and communi-
cate these findings. Through their con-
stant sourcing of experience and direct 
work with fee earners across the firm, 
marketers gain knowledge of supply. 
They know how the professional ser-
vices are delivered, resources and their 
skills required to deliver and to identify 
potential leverage of the interaction to 
market the experience. 
 
 
                 continued on page 24 
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They also facilitate exchanges between 
clients and fee earners and provide 
them with information that will assist 
them to draw on the firm’s experience 
– collation of skills and credentials as-
sists the case for retention. 
 
Professional services marketers have 
formalized systems as well as informal 
knowledge of the firm, its clients and 
operations. Managing the client rela-
tionship systems with inputs such as 
contact data and then generating out-
puts such as reports on direct mail 
campaigns when sending of publica-
tions or reviewing the listings of atten-
dees for events. During feedback exer-
cises such as client reviews or tender 
debriefs, marketers are exposed di-
rectly to clients and their views on ser-
vice provision. Use of sophisticated 
software means that information on 
traffic to the Internet site can be 
gained which also provides feedback 
on campaigns and areas of interest. 
 
Professional services marketers, spend 
considerable time in identifying differ-
entiating attributes of their firms to 
supplement these professional techni-
cal skills, which in many cases are a 
given by clients. Through their in-
volvement in producing collateral and 
responses to bids, marketers are con-
stantly asking fee earners, partners or 
even secretaries for information on 
expertise, relationships and knowledge 
of clients. They check billing or en-
gagement records for links with clients, 
trawling through lists of contacts and 
then adapting that information into 
addressing market needs to demon-
strate the firm’s ability to deliver high 
quality technical work in a manner that 
is required by the client. 
 
Professional services marketers are 
charged to educate their firms to con-

sider the strategic worth of intellectual 
capital and devote dedicated resources 
to the sourcing, capturing and constant 
monitoring of skills and experiences. 
Too often, the search for appropriate 
intellectual capital is reactive, incom-
plete or not understood and some-
times falls among practice managers, 
knowledge managers at the last mo-
ment or to fall within the marketing 
department’s duties. 
 
The rewards in embracing and actively 
using their intellectual capital, particu-
larly relating to understanding and de-
veloping relationships with clients as 
well as harnessing the experience of 
fee earners, means that firms have the 
ability to plan their marketing and fu-
ture revenues, as well as to measure 
returns on their investment in staff. 
 
Through their ability to understand the 
market and through techniques such as 
client feedback sessions or briefings, 
professional services marketers are 
able to facilitate service delivery solu-
tions to client needs. Satisfied clients 
will purchase more or new services 
from the firm without necessarily as-
sessing alternatives or going through a 
full tendering process. These clients 
therefore cost less to service, cost less 
of the marketing budget to win, and in 
the case of retainers or ongoing work 
can provide a reliable revenue stream 
that will help in the planning and man-
agement of  budgets, schedules and 
resources. They are also likely to be-
come client advocates, enhancing the 
firm’s credibility and reputation and 
providing free and genuine marketing 
of the firm’s services to other potential 
clients. 
 
Clients identified as advocates form 
the basis of key clients, and marketers 
can work with fee earners in teams to 
ensure that these clients receive appro-
priate prioritization and recognition. 
Professional services marketers can 

communicate key clients, and their 
needs across the firms to ensure that 
clients are effectively serviced. In strate-
gic planning, these clients and their 
needs can form the basis of potential 
recruitment and retention strategies to 
ensure that current and future client 
needs are serviced, training is appropri-
ate for fee earners to meet their needs 
and that some of the marketing budget 
is spent on facilitation and strengthening 
of relationships. 
 
Professional services marketers need to 
lead the campaign to create awareness of 
the power of intellectual capital. 
Through their channels to the market 
and within the firm, marketers can take 
advantage of their knowledge of both 
supply and demand to provide invalu-
able advice to the firm in marketplace 
expectations as well as to communicate 
the unique value proposition that the 
firm offers. If marketers succeed, then 
their primary function in increasing mar-
ket share and revenues is satisfied and 
more importantly, the value proposition 
of the marketing function is recognized– 
leading to a higher profile of marketing 
and the value it brings. 
 
 
Louise Robinson is a national director of 
business development and marketing with 
over 10 years of professional services experi-
ence in large Australian legal and global ac-
counting firms. She is currently based in 
Melbourne, Australia. She can be reached at  
lourobinson@deloitte.com. 
 
Daryll Cahill is a senior lecturer in the 
School of Accounting and Law, RMIT Uni-
versity, Melbourne, Australia with research 
interest in measuring intangible assets and 
intellectual capital. His email is 
daryll.cahill@rmit.edu.au. 
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once western dominated markets. 
 
A growing trend is the merger of Asian 
and European, and Asian and North 
American companies. Complete take-
overs of European and American com-
panies by Asian interests is not un-
usual. 
 
Historically, it was companies owned 
by Asian business interests that were 
being swallowed by American and 
European companies to expand em-
ployment opportunities in western 
countries. Now, it is commonplace to 
observe westerners employed in jobs 
located in India and China, as they are 
preferred business locations in Asia. 
Trends tend to suggest a similar pat-
tern of employment in South East 
Asian Nations. Capital, especially from 
the oil producing countries, tends to 
increasingly move to the Asia and Pa-
cific region. 
 
In terms of social/cultural-linked as-
pects, such as food and music, it is 
now common to find Asian food and 
music worldwide. In recent years, In-
dian dishes such as butter chicken has 
upstaged fish and chips as a favourite  
in the United Kingdom. 
 
There are several criticisms targeted at 
Asia that covers areas such as politics, 
human rights, labour issues and envi-
ronment. Asia will learn to cope with 
these global issues and handle them 
accordingly, while maintaining its eco-
nomic renaissance. 
 
Anthony Raman is actively involved in 
international education and training 
through various organizations in the UK, 
New Zealand and Malaysia. Currently, he 
is based in New Zealand. He can be con-
tacted at: 
anthonyraman@gmail.com. 

Nicholas di Cuia, MCInst.M 
Creative Director, Marketing and Com-
munications for TVOntario announced 
on September 25, a new TVO current 
affairs show that is now debuting. 

He noted that the show had been in the 
works for a number of months. Called 
The Agenda with Steve Paikin, the Sep-
tember 25th interview was with Lord 
Conrad Black. Nicholas can be reached 
at ndicuia@tvontario.org. 
 
Brooke Claffey (Student Member) 
Brooke has recently accepted the posi-
tion of Marketing Coordinator with  
Maxima Pharmaceuticals in Edmonton, 
Alberta. 
 
The company has been in operation for 
10 years. As Marketing Coordinator, she 
is responsible for all marketing activities 
including print ads in various news pa-
pers and medical magazines. In addition, 
she is redoing the company’s Web site at 
www.diffusimax.com and organizing a 
new marketing plan to directly target 
customers and provide them with the 
best possible service! 
 
Brooke will be upgrading her credentials 
in 2007. she can be reached at 
brooke_c@maximapharmaceuticals.com. 
 
 
                  continued on page 26 

provide, and leveraging all competitive 
advantages that may be present. 
 
Focusing on China, India or both, 
tends to be the ideal for many western 
companies, if not most. But, the South 
East Asian Nations (ASEAN) must 
not be left out. They can complete the 
total picture of an Asian marketplace. 
 
ASEAN is a market consisting of 
about 550 million. It is larger than the 
European Union, and together with 
the European Union forms the two 
largest groupings of various countries. 
Recently, ASEAN declared its inten-
tions to be an integrated regional 
grouping similar to the European Un-
ion. 
 
Imagine an Asian marketplace com-
prised of China, India, ASEAN and 
even Japan with their increasingly 
prosperous and growing populations. 
Innovation would need to be balanced 
with tradition that is firmly entrenched 
in Asia. 
 
Non-Asian countries must realize that 
businesses in Asia have been involved 
in trade and commerce for centuries 
on a regional and even an international 
level. Focusing on seeking, establish-
ing, building and maintaining relation-
ships are extremely vital in Asian busi-
nesses, as they need to know you well 
before providing a significant level of 
commitment. The personification of 
the relationship is important in Asia. 
 
Western companies must acknowledge 
the rising competition of Asian compa-
nies within the western world. Asian 
companies tend to be very competitive 
on most fronts, and even in the area of 
quality that was once seen as a weak-
ness. Asian entrepreneurs and compa-
nies are making inroads into what was 
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captains and high level executives of 
the company representing the vessel 
owner. An advantage that we have 
over conventional marketing is that 
there is a special relationship between 
the company and the customer. In this 
complex selling, even for a new mar-
keter, a relationship starts building be-
fore a sale is made. This generates a lot 
of goodwill. At the end of the day, I 
realize that the satisfied client is my 
best salesperson. That's why value 
continues at the follow up stage. 

Geerish served as President of the Ro-
tary Club of Beau Bassin -Rose 
Hill ,District 9220 for the session 
2005-2006. At the end of the session, 
we organized 30 events among 20 
community projects from conference 
on Peace, free diagnosis and donation 
of spectacles to pupils and promoting 
safety of children within school prem-
ises. The highlight was the construc-
tion of a day care centre adapted for 
physically and mentally challenged 
children. The government of Mauritius 
donated land and we raised donations 
in both kind and cash. With the pre-
cious help of other specialist Rotarians 
(architect, quantity surveyor, account-
ant), the day care centre called Paul 
Harris Day Care Centre accommo-
dated all the children. Construction of 
day care centre was awarded Best Pro-
ject and Geerish was awarded Presi-
dent 100%, and presented with a spe-
cial certificate from Rotary Interna-
tional. His email is  
presidentgb@intnet.mu. 
 
 

Faythe Pal, 
ACInst.M stands 
for election 
Entrepreneur Fay-
the Pal is a true 
champion of pro-
gress and change. 
Since moving part-
time to Wasaga 
Beach, Ontario in 
2005, Ms. Pal has not only opened one 
retail store at 174 Main Street named 
Sunshine on a Cloudy Day with plans to 
open a second retail store at 198 Main 
Street named Dusk, she also announced 
her candidacy for Municipal Council. 
 
Hard work, dedication, and persever-
ance are not new to Ms. Pal, who has 
earned a Dual Major Bachelor Degree 
from Berklee College of Music, a Mar-
keting Management post degree Di-
ploma from Centennial College, and 
Associate Membership from the Cana-
dian Institute of Marketing. Currently, 
Ms. Pal is completing her fifth year of 
studies through Certified General Ac-
countants of Ontario. She is also no 
stranger to new challenges having  
worked for small businesses, corpora-
tions, and the government in the fields 
of  technology, law, health, marketing, 
music, advertising, beverage, and com-
puters. 
 
For more information, please contact 
Faythe at talktome@faythepal.com. 
 
 
Manujith Samantha, MCInst.M 
has relocated from Sri Lanka to Austra-
lia where he was hired recently by Sa-
brands as their National Sales Analyst. 
Sabrands caters to the top end of the 
juice market in Australia. The company 
has market presence in the United King-
dom, Singapore and Hong Kong. 
 
Manujith can be reached at  
sam@sabrands.com 

Member News    continued from page 25 
Geerish Bucktowonsing, B.E. 
(Mechanical Engineering), MBA., 
MCInst.M 
Geerish is now Country Manager of 
Casamar (Mauritius) Ltd, a ,subsidiary 
of Casamar Holdings Inc. (USA), and 
also the second office (after Seychelles) 
for Casamar in the Indian Ocean Re-
gion which aims to serve principally all 
the tuna vessels in the Indian Ocean. 
 
Casamar specializes in the sale, assem-
bly and repair of purse seine nets and 
has some 10 offices worldwide. By 
1963,Casamar was already well estab-
lished in San Diego, California, to 
serve the large tuna fleet operating 
there. As the tuna fishing grounds 
gradually moved further west, the 
company established itself in the all the 
ports frequently used by tuna vessels 
including Guam, Panama, amoa, Mex-
ico, Ecuador, and The Philippines. 
 
From 1990, the Indian Ocean became 
the focus of tuna fishing activity. This 
is growing into an excellent fishing 
ground for EU and Middle East ves-
sels. Casamar responded by extending 
its activities in Seychelles. 
 
Mauritius started promoting the sea-
food hub from 2002. The vision of the 
policy makers is the transformation of 
Mauritius into a world class seafood 
hub. The strategy is aimed at launching 
a platform for the trading , warehous-
ing, processing and distribution of 
fresh, chilled and frozen raw or proc-
essed seafood. Casamar has always 
adopted a pioneer strategy .It is with 
no surprise that Casamar is now estab-
lished with proper yard facilities within 
the Freeport zone of Mauritius. 
 
Purse seine nets are a very expensive 
to purchase and it involves extensive 
negotiations with the client repre-
sented by technical managers, vessel 
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Some 25 years ago, I made my first 
attempt as an entrepreneur when a 
partner and I developed a back up sys-
tem for sump pumps. We test-
marketed the product at a local home 
show and received much positive feed-
back, along with a few orders. We de-
cided that the interest in our product 
was good enough to approach a na-
tional chain. Two years later, with the 
help of a senior buyer at Sears who 
took us under his wing, we were selling 
our product in Sears stores and in their 
catalogue. 
 
This was also my first attempt at writ-
ing a business plan. Unsure of our 
market demographics and market po-
tential, we simply asked Sears, “what 
areas of the country are sump pumps 
sold and how many did they sell?” 
Knowing that our intent was genuine, 
they obliged us with their distribution 
numbers by store. 
 
As rough as this business plan was at 
the time, it covered most of the criteria 
for a standard business plan. It covered 

the product plan, marketing plan, sales 
plan, competitive analysis, pricing etc. 
In developing the pricing plan, we 
knew our requirements for capital ex-
penses, human resources and financial 
requirements. Overall I think we were 
lucky to have had the right product at 
the right time. We never got rich from 
this idea, at least not financially rich. 
But incredibly rich in experience, 
knowledge, and the lessons learned 
that I will never forget. 
 
Since that time I have pioneered sev-
eral more successful start ups, a couple 
not so successful start ups, written sev-
eral more business plans and coached 
many businesses in developing strate-
gies for growth. As I take time to re-
flect on the companies I have worked 
with and continue to work with, I am 
surprised at the number of existing 
small and medium size companies that 
continue to survive on business plans 
and strategies that were developed in 
the 70s and 80s. I am equally as sur-
prised to see how many industries are 
still fragmented and unorganized. 
 
Companies established in the 70s and 
80s followed plans and strategies that 
were developed when the Internet did-
n’t exist, communication technology 
was minimal, Canadian companies 
were owned by Canadians, tariffs and 
duties protected us from global com-
petition, and our demographics were 
much different. 
 
When I talk about the evolution of 
business planning, I do so with a 
sound understanding that times have 
changed significantly for small and 
medium size businesses. But many 
companies have not revisited or up-

dated their plans and strategies to keep 
up with these changing times, let alone 
thrive in them. 
 
In today’s much more complex, com-
petitive business environment a standard 
business plan is just not good enough. 
It’s no wonder that 85% of all new busi-
nesses fail. They are doomed to fail from 
the start. They have not done their 
homework up front and therefore pay 
for it in the end. Just like the computer 
adage Garbage In, Garbage Out. 
 
Many of today’s business planning 
books and simplified forms sold in the 
business section of bookstores require 
very little research and input. Many offer 
two or three lines for you to submit 
critical information on how you will suc-
ceed in your business. If we are truly 
interested in reducing the number of 
business failures in Canada, I believe one 
way to start is by encouraging lending 
institutions to develop stricter lending 
criteria based on more detailed, intelli-
gent business plans. Business plans that 
include such things as: 
 
• Detailed competitive analysis 
• Distinct market advantage 
• Comprehensive market analysis 
• Market position and potential 
• Target customer and segmentation 
• Passion, commitment and exit  

strategy 
• Customer engagement 
• Sales channel analysis 
• Brand and communication strategy 
 
It is a responsibility of professional mar-
keters to reduce the number of business 
failures caused by poor marketing deci-
sions and contribute to the success of 
clients. It is also our responsibility to 
educate and be a valuable resource to 
both new and existing business owners 
in the development and growth of their 
business. 
 
                  continued on page 28 
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"Copyright" means "the right to 
copy." Only the owner of copyright, 
very often the creator of the work, is 
allowed to produce or reproduce the 
work in question or to permit anyone 
else to do so. Copyright law rewards 
and protects your creative endeavour 
by giving you the sole right to publish 
or use your work in any number of 
ways. You may also choose not to 
publish your work and to prevent any-
one else from doing so. 
 
Copyright applies to all original liter-
ary, dramatic, musical and artistic 
works. Each of these general catego-
ries covers a wide range of creations. 
For example: 
• literary works: books, pamphlets, 

poems and other works consisting 
of text and computer programs; 

• dramatic works: films, videos, 
plays, screenplays and scripts; 

• musical works: compositions that 
consist of both words and music 
or music only (note that lyrics 
without music fall into the literary 
works category); 

• artistic works: paintings, drawings, 
maps, photographs, sculptures 
and architectural works; 

• performer's performance: per-
formers such as actors, musicians, 

Only by researching and providing 
better information on the front end, 
will we be able to deliver better results 
on the back end. 
 
 
 
 
 
 
 
 
 
 
 
 
Bill Preston, CSP, MCInst.M, is a market-
ing strategist and  entrepreneur. He has 
pioneered several successful start ups and 
provides coaching services to a diverse 
group of industries including franchising, 
telecom, retail, foodservice, and profes-
sional services. He has written “One Rea-
son - The Competitive Advantage 
Guide” (endorsed by Al Ries and Jack 
Trout) which has been designed to assist 
marketers and business owners in identify-
ing their own competitive advantage 
through a comparison of 100+ non-price 
attributes. 
 
Bill is President of One Reason Strategies. 
He is a professional member of The Cana-
dian Institute of Marketing and the Cana-
dian Professional Sales Association. He 
can be reached at: 
wpreston1@cogeco.ca  

dancers and singers have copyrights 
in their performances; 

• communication signals: broadcasters 
have copyrights in the communica-
tions' signals that are broadcast; and, 

• sound recordings: makers of re-
cordings, such as records, cassettes, 
and compact discs, which are called 
"sound recordings" in the Copyright 
Act, are also protected by copyright. 

 
Virtually everyone living in Canada can 
enjoy the benefits of automatic copy-
right protection. In addition, Canadians 
are protected in most foreign countries 
since most belong to one or more of the 
international treaties — the Berne Con-
vention or the Universal Copyright Con-
vention, the Rome Convention or are 
members of the WTO. Citizens of coun-
tries which are members of those con-
ventions enjoy the benefits of Canadian 
copyright law in Canada. Canada also 
extends protection to certain non-
member countries by way of notice in 
the Canada Gazette. 
 
For a complete compendium of facts about  
Canadian copyright, see http://strategis.ic.gc.ca/
sc_mrksv/cipo/cp/copy_gd_protect-e.html. 
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Professional Member (MCInst.M): 
A) Has held an acceptable  
    marketing position for 5 years, the 
    last 2 at senior management. 
 
B) Holds a recognized qualification in 
    any of the following, or mature  
    entry instead. 
• A diploma of an Institute of  
  Marketing; 
• BA, MA, or Doctorate degree with  
  marketing specialization; 
• Diploma or University Post- 
  graduate Diploma in Management  
  Studies, or 
  Business Administration with  
  marketing specialization; 
• Other educational or professional  
  qualification of equivalent or higher  
  standard with marketing input – ap 
  proved by the Canadian Institute of  
  Marketing or one of its affiliated  
  marketing institutes. 
 
Registered Professional Marketer 
(RPM) 
A candidate must meet the following 
requirements: 
 
A) Be a Professional Member 
(MCInst.M) 

B) Acceptance by Registrar of written 
case study demonstrating compe-
tence in marketing and ethics. 
 
Associate Member (ACInst.M): 
A candidate must meet the following 
requirements: 
 
A) Has held an approved marketing 
position for 3 years, the last in mar-
keting management at a lower level 
than for full membership. 
 
B) With one of the following aca-
demic qualifications: 
• A Certificate of an Institute of  
  marketing or, subject to its  
  marketing component being ap 
  proved by the CInst.M., a BA 
  or MA in a business-related subject;  
• Diploma or University Post  
  graduate Diploma in business Ad 
  ministration or in Management  
  Studies; 
• Other educational or professional  
  qualifications of equivalent or higher 
  standard approved by CInst.M. 
 
Graduate Member (GCInst.M): 
A candidate must meet the following 
requirements: 
 
A) Have successfully completed an 
approved Marketing Certificate or 
Diploma programme from a recog-
nized learning institution, or posses a 

business-related Bachelor degree. 
B) Be elected by the Institute. 
 
Student Member: 
A candidate must meet the following 
requirements: 
 
A) Be registered in a Marketing Cer-
tificate or Diploma programme; 
 
B) Be registered in the final year of a 
degree programme with Marketing 
specialization. The Marketing com-
ponent must be approved by, and 
the learning institution accredited 
with, the CInst.M. 
 
Fellow (FCInst.M): 
• Ten years of membership in 

good standing (exception rule in 
place) 

• Vote of College of Fellows, Past 
Presidents and Board based on 
nomination and application and 
review. 

• Based on leadership, knowl-
edge, experience and sustained 
membership . 

 
Affiliate (Corporate) Member 
Organizations that wish to be affili-
ated with the CInst.M. This category 
of membership does not carry the 
right to vote at Canadian Institute of 
Marketing meetings, or designate a 
professional designation. 
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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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The Canadian Institute of Marketing and 
Careebuilder Canada have entered into 
an agreement to help people develop 

careers in marketing. 
 

See www.careerbuilder.ca and 
www.cinstmarketing.ca for information. 


