
It is now official that the 
World Marketing Confer-
ence/Asia Pacific Marketing 
Federation Conference we 
had organized for Saskatoon 
Saskatchewan this July has 
been cancelled. 
 
We were unable to attract 
federal government partici-
pation and sponsorship, and 
last month a handful of the 
sponsors we did have, with-
drew support. 
 
Some of our members like 
Bruce Hoggard, who was 
the Chair of the event and 
principal organizer put a tre-
mendous effort into trying 
to bring the event to Can-
ada. James Schauer wrote 
letters to several provincial 
and federal ministers. Suzen 
Fromstein drafted press re-
leases and contacted se-
lected marketing media. She 
also prepared the prototype 
of an awards program, while 
contacting Fortune 500 pri-
vate sector businesses in 
Toronto. 
 
Keith Warne and his staff 
kept the Web site fresh and 

informative regarding 
the conference. And 
James Jarrett and Brian 
Kerr approached several 
government agencies and 
banks in Ottawa. Other 
members worked behind 
the scenes to generate 
interest in the event, 
and explain the 
value of the WMA 
and APMF coming 
to Canada. 
 
If I may paraphrase one 
of our senior members, 
“This outcome is rather 
sad and reflects the low 
appreciation of marketing, 
especially in government 
circles. Considering that 
provincial premiers and sen-
ior government ministers 
can find the time to support 
the Prime Minister in his 
annual jaunts to the Far 
East - and now South 
America, few displayed the 
same interest for meeting 
and hosting Far East mar-
keting delegates and more 
from Europe, here in Can-
ada.” 
 
Mr. Hoggard has already 

contacted the APMF Board 
and made apologies for the 
cancellation owing to the 
fact that Corporate and 
Government Canada were 
unable or unwilling to par-
ticipate to the point where 
the Conference could pro-
vide limited airfare, and as 
such it did not make sense 
for the members to incur 
the expense of coming to 
Canada when there are 
closer and more central lo-
cations for them to go. 
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The skills required to mas-
ter relationship selling in-
clude building rapport, dis-
covering areas of need 
through questioning, listen-
ing extensively, honestly 
answering concerns, and 
gaining commitment. 
 
A mature approach to the 
profession of selling begins 
with the understanding that 
there is only one fundamen-
tal reason salespeople lose 
orders. 
 
People who don’t under-
stand the reason are the 
kind who enter an account 
where their product, service 
or price somehow puts 
them at a disadvantage, and 
they resign themselves to a 
loss. Their sales activity be-
comes little more than a 
matter of going through the 
motions, defeat becomes a 

self-fulfilling prophecy. 
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We were unable to meet 
our financial obligations set 
out in the APMF awarding 
the Conference to Canada 
and it has been cancelled.  
 
As an Association, our stat-
ure on the world stage has 

Page 2  Volume 4,  I ssue 2 

Has selling changed? 
By Ron “DOC” Halliday, M.C.Inst.M. 
The Selling Arts Company 

Editor 
A. Grant Lee, MCIP, RPP,  
F.C.Inst.M 
 
Publications Advisory 
Committee 
James H. Jarrett, F.C.Inst.M.,  
  FCIM, MIMgt. 
Howard M. Salkow, M.C.Inst.M. 
Leonard E. Weeks, M.C.Inst.M. 
Bruce Hoggard, F.C.Inst.M.,  
  CMC., MMIS/OS 
Suzen Fromstein, M.C.Inst.M. 
 
The Marketing Challenge is pub-
lished three times a year by the 
Canadian Institute of marketing 
and distributed to members free 
of charge. The views and opin-
ions expressed herein are not 
necessarily those of the Canadian 
Institute of Marketing. Copyright 
is reserved. No part of this pub-
lication may be reproduced by 
any means without permission 
from the editor, telephone (905) 
877-5369. 
 
Yearly subscription rates for non 
members: 
Canada $21.40 for one year 
(includes taxes). 
Outside of Canada $CAD 25.00 
(includes taxes). 
 
All advertising space orders and 
copy should be sent to: AGL 
Marketing Limited, 20 Moultrey 
Crescent, Halton Hills 
(Georgetown), Ontario, Canada, 
L7G 4N5. Tel: (905) 877-5369, 
Fax: (905) 702-0819, E-mail: 
cim@igs.net. 
 
All artwork, film proofs and digi-
tal files for ads should be sent to 
AGL Marketing Limited. 

 
Canadian Institute of Marketing 

L’Institut Canadien du  
Marketing 

 
18783 Main Street North,  

Newmarket Ontario, Canada  
K2G 0E7 

Tel: (905) 877-5369 
Fax: (905) 702-0819 

 
www.cinstmarketing.ca 

very grateful to those com-
panies and government of-
fices, such as Western Eco-
nomic Diversification  
(W.E.D.), Suncan Indus-
tries, MallNet Global, and 
Hoggard International, that 
supported the effort and 
believed in the dream.”  
. 

suffered a setback. It is up 
to us to work hard to im-
prove our profile with gov-
ernment and industry, and 
someday revisit this oppor-
tunity to be a global player 
in promoting professional 
marketers in Canada. 
 
Says Mr. Hoggard, “We are 

edge and intricate detail 
about the products. Buyers 
are placing greater value on 
expert information and ex-
cellence in service, which 
help individuals and busi-
nesses do the following : 
 
• Make or save money, 
• Save time, 
• Enjoy their lives, 
• Improve performance, 
• Solve problems.  
 
Traditional selling tech-
niques of the past, which 
were product focused and 
for the most part self serv-
ing, have been replaced 
with more customer fo-
cused selling strategies such 
as relationship selling.  
 
“Relationship selling is a 
style of selling in which the 
sales results from interac-
tions built on trust.” It re-
lies on a bond of honesty 
and integrity being estab-
lished before the first con-
tract is signed. As the name 
implies, relationship selling 
applies many of the same 
communications skills you 
would apply in building per-
sonal relations with others. 

 
Daily conversations around 
“change” have already 
moved from being on eve-
ryone’s lips each day, to 
joining other buzz words 
and phrases in our vocabu-
lary that we must under-
stand to survive in our 
complex lives. Accepting 
change is a requirement for 
survival, according to the 
experts. I’m sure you have 
heard the expression “ they 
weren’t able to change with 
the times”, as many times as 
I have. There has been 
much written about change 
and the importance of em-
bracing it. What about 
change in how we sell to-
day? 
 
Customer focused market-
ers have come to the con-
clusion that their customers 
want much more today 
than vast product knowl-

Ron “DOC” Halliday 
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Even worse, they prematurely walk 
away from opportunities, surrendering 
potential business that might have de-
veloped favourably if their thinking 
hadn’t prevented them from finding 
some creative way to improve their 
chances. 
 
All of this implies ‘a personal responsi-
bility for being competitive.’ 
 
Selling is not simply a matter of em-
ploying good sales skills to convince a 
customer to buy a good product. It’s 
more like a street fight. Competitors 
want the same piece of business you 
do, so to win you’ll have to take it away 
from them. While it’s true that you 
must convince the customer to buy 
your product, you must also take steps 
to prevent the competition from con-
vincing the customer to buy their’s. 
You have to win business on the 
streets; and sustain a winning tradition , 
you must do it with a certain sense of 
class and style. 
 
 

 
The ability to gather relevant informa-
tion from a prospect while building 
rapport requires having the mind of a 
detective and the demeanour of a 
priest. You must be astute enough to 
recognise subtle buying signals and to 
know when to foster an open dialogue 
and when to ask questions that result in 
a simple yes or no. You need the disci-
pline of an architect to prepare, organ-
ise, and structure a sales call in such a 
way that you continuously focus em-
phasis and confirm the benefits of the 

creative solution you’ve devised. You 
need patience and tact of the diplomat 
to establish rapport, overcome objec-
tives, clear up misunderstandings and 
deal with problems and disputes. 
 
The question remains has selling really 
changed? Yes, it is certainly true that 
the selling techniques have shifted 
from a product focus of presenting 
features & benefits to determining 
customer needs first. But, didn’t the 
best sales people of years gone by, at-
tempt to identify the needs of the cus-
tomer before they started presenting 
benefits? I think so. Is not true that 
many of the veteran sales people have 
operated in the same territories for 
twenty years, or more, and have trust-
ing relationships with many of their 
customers? I think so. 
 
I could go on, but the bottom line 
may be that the best of the breed, the 
true sales professional has always been 
applying the one-to-one relationship 
building skills, without, giving them a 
new name every ten years. They have 
always put the customer first and have 
worked hard on developing their 
skills? We all have our opinions. I 
would like to hear yours. 
 
To those veterans out there, either at 
retail or on the road who believe that 
your style and methods are as effective 
today as they were ten years ago, let 
me hear from you. If you feel that you 
have changed, tell me what has 
changed. For those with no opinion, 
thanks for reading this. 
 
Ron Halliday is best known as a dynamic 
motivator by the hundreds of sales people who 
have attended his seminars all across Canada and 
the United States. His broad sales and marketing 
leadership experience was gained during a success-
ful career of more than twenty years in both the 
textile and telecommunications industries. He can 
be contacted at dochalliday@telus.net 

Keith Warne, M.C.Inst.M., was inter-
viewed in a very insightful article by 
Hilary Davidson in the April, 2001 is-
sue of Profit Magazine. Entitled, “Why 
Canadians Can’t Market”, the article 
identifies our 
collective hum-
ble nature, and 
failure to un-
derstand brand-
ing, along with 
the complete 
discipline of 
marketing as 
the source of 
our failure. 
 
To be fair, the article also identifies re-
cent flickers of brilliance in marketing 
Canadian products, like Frank Buck-
ley’s personality marketing his cough 
syrup, Sam Sniderman (aka Sam the 
Record Man) who thinks from the cus-
tomer’s point of view, and Jim Balsillie 
of Research in Motion Ltd., who fo-
cuses on discipline in marketing email 
systems. 
 
Keith offered some insight into better-
ing ourselves when he noted that there 
is growing potential in the Nepean, 
Ontario-based Canadian Institute of 
Marketing, which is beginning to work 
with Canadian universities to create 
stronger homegrown marketers. He 
said that “Marketing professionalism 
has not been recognized in Canada”, 
and pointed to the Institute’s British 
counterpart as a role model and inspira-
tion. He told the interviewer that, “In 
Britain, marketing people go back to 
school every two years, and there is on-
going education and training.”. He 
closed his comments by inferring that 
all that has been long established in 
Britain is still in the future in Canada. 
 

Why are Canucks 
such poor  
marketers? 



 
              

Challenges of  marketing in the Asia Pacific Region - a 
marketer’s perspective 
By Shehan Seneviratne, Dip. M., M.C.I.M. (UK), M.S.L.I.M., M.C.Inst.M 
Director, Raffles Evershine (Pvt) Ltd., 
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ASEAN, SAFTA, SAARC and like 
organizations provide a more united 
approach for boosting investor confi-
dence? And, most importantly, what 
can we as marketers, entrepreneurs, 
and investors look forward to in the 
next few crucial years? 
 
Marketers will play a key role in the 
success or failure of their respective 
businesses, companies or industries 
that they represent. This here, is a 
highly volatile and dynamic market 
place and it brings along with it, the 
question at hand. “What are the chal-
lenges that marketers would face in 
their bid to penetrate and extract the 
best for themselves from this uniquely 
unfamiliar trading ground?” 
 
The Asia Pacific region is the largest 
and fastest growing economy in the 
world. This fact alone, poses the big-
gest challenge for marketers who must 
decisively act fast, and act now. The 
sheer size in terms of population and 
geography (both accounting for over 
2/3 of the entire world), makes the 
region attractive for everyone to claim 
a share in this “boiling pot” of oppor-
tunity. This, for the aspiring marketer 
is a sure sign of competition at its ex-
treme levels. The size complements 
and provides a challenging and diverse 
market environment for the new gen-
eration of marketers. It will test the 
capabilities, talents and creativity of 
the best marketing brains in the world. 
The diverse demographics, psycho-
graphics and geographic variations will 
prove to be an acid test for marketers 
to put into practice their strategic po-
sitioning and targeting skills. 
 
Product variation and innovative pro-
motions to attract multi-cultured,  
                                                (cont’d on page 5) 

What one doesn’t see, however, are 
those investors who had chosen to en-
ter and exist (not exit), throughout this 
chaos. These are the few who stuck it 
out in a region gripped in financial tur-
moil, through depression, political un-
rest and weakening economies, to live 
and fight another day and to reap 
golden harvests in the end. 
 
Three years down the line has seen the 
region already beginning to resume its 
growth and regain its former dyna-
mism. Despite facing the realities of 
macro issues such as slow economic 
growth, poverty alleviation, “slow to 
start” infrastructure development, and 
political instability, the rest of the world 
waits and watches in anticipation of 
that old feeling of excitement to 
emerge once again. 

 
Many questions arise at this juncture. 
Will, the region live up to its expecta-
tions? Could Asia Pacific countries 
unite in their efforts to open up this 
huge market to the world? Could the 
nations’ leaders cast aside their inward 
thinking, selfish motives, and political 
ideals, to make way for a combined ef-
fort of improving their infrastructure 
and to use the ever abundant resources 
available to them to jointly attract the 
rest of the world to do business? Could 

From many years 
of Western and 
European market 
dominance over 
the rest of the 
world, it is quite 
evident that matur-

ity and stability 
have set in, on 
these economies. 

This is probably the reason why we 
suddenly see the emergence of a new 
market from a totally different part of 
the world, which has attracted much 
focus over the past decade. This is, in 
fact the growing recognition that the 
Asia Pacific Region probably is, and 
will be, the new market place for trad-
ing and manufacture of the world’s 
goods and services. The Western, 
European and indeed, “all” eyes are 
on this region in a bid to make use of 
this new-found opportunity to act as 
an engine of growth to drive their own 
economies, from where they are to-
day. 
 
The region enjoyed rapid economic 
growth at rates far exceeding projec-
tions and forecasts during the early 
1990s. However, with the unexpected 
financial crisis that hit the region in 
1997, dynamic economies such as Ja-
pan, Malaysia, Indonesia, Thailand and 
the Philippines were the hardest hit, 
with some spill-over to their larger 
neighbours, China & India., and little 
or no effect on the smaller Asian 
countries. The crisis did have its crip-
pling effects on these booming econo-
mies. A drastic drop in foreign invest-
ment threw the region into deep reces-
sion (as has been the trend after every 
financial crisis the region has experi-
enced). And who can blame the inves-
tors? 
 

Shehan Seneviratne 
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multi-racial, multi-coloured & multi-
religious societies could prove to be a 
nightmare for both brand managers 
and product marketing managers alike. 
Very simply, all aspects of marketing 
such as promotion, pricing, targeting 
and focusing will challenge the mar-
keter’s capabilities to the highest limits. 
This calls for a new breed of marketer 
who would need to think and act out-
side the “book” of marketing. 
 
Marketers would also come under tre-
mendous pressure from an unregulated 
playing field. Issues such as corrupt 
business ethics, copyright ignorance, 
lack of proper quality standards, and 
weak legal systems would have a defi-
nite impact on the success of the mar-
keter and indeed whatever it is, he or 
she has come to do. 
 
Considering the areas of advertising 
and promotion in the region, all tradi-
tional marketing practices would need 
to be flung out of the window as mar-
keters are faced with a new set of rules. 

The challenging methods of in and out-
door promotions, below and above the 
line advertising coupled with varying 
cost structures, and the use of available 
media networks based on availability 
and practicality, all put the marketer 
through rigid paces. This indeed, is an 
all new “ball game” unique to the coun-
tries in the Asia Pacific region, and it 
provides marketers with the opportu-
nity that they have always waited for, in 
their “straight jacket” marketing depart-

ments. What better “launching pad” 
could the ambitious marketer ask for, 
to reach new heights in his or her ca-
reer? 
 
The justifica-
tion for in-
vestors to 
firmly root 
themselves 
in Asia are 
many. The 
region still 
boasts the 
cheapest la-
bour, attrac-
tive invest-
ment terms, 
facilities for 
production 
and access to raw materials, the abun-
dant availability of resources, and fertile 
land which are all within the investor’s 
reach. The recent surge in the IT indus-
try and the effects of globalization on 
Asia will be a further boost to the at-
tractiveness of the region. Therefore, 
be it a buying or liaison office, a mar-
keting organization or even a produc-
tion house – the investment should pay 
for itself. 
 
The opportunities of this market in the 
Asia Pacific Region take many forms 
when looked at in a broader perspec-
tive. Primarily, one could think of Asia 
as simply a market for the exchange of 
goods and services. Secondly, Asia 
could be a production house for the 
manufacture of goods, or the provision 
of services for trade within and outside 
the region. Thirdly, the Asia Pacific Re-
gion could be the source for products 

and services to supply other devel-
oped economies. Marketers thereby, 
face this complex situation in the 
process of their strategic decision 
making. 
 
Considering the Asian domestic mar-
kets, a marketer is faced with many 
issues. Cultural diversity makes it diffi-
cult for product planners to plan their 
products, brand managers to promote 
their brands and company heads to 
decide on strategy. The region is be-
stowed with generations of tradition 
and devout religious beliefs, and a 
large part of it still has its share of low 
literacy, inadequate technology, poor 
infrastructure facilities, all or some of 
which, could affect how a marketer 
would fare in Asia. Furthermore, the 
lack of strong consumer protection 
laws and copyright leniency will entice 
competitors to indulge in unfair busi-
ness practices, thus creating tremen-
dous pressure on professional market-
ers to practice fair-play. 

Finally, to all marketing professionals, 
I am inclined to say that the golden 
opportunity is right here in the Asia 
Pacific Region. This is your moment 
of truth – the ultimate test! Can you 
succeed in Asia? Is it not the dream of 
a challenge you have been waiting for? 
Think about it. If you still think not, 
what’s the fun in being a marketer? 
 
Shehan Seneviratne is a Director of Raffles 
Evershine (Pvt) Ltd., in Sri Lanka and has just 
qualified to receive the status of Certified Profes-
sional Marketer (CPM) from the Asia Pacific 
Marketing Federation. 
His email address is shehan.sen@itmin.com  
 

Considering the areas of 
advertising and promotion in 

the region, all traditional 
marketing practices would 
need to be flung out of the 
window as marketers are 

faced with a new set of rules.  

To all marketing professionals, 
I am inclined to say that the 

golden opportunity is right here 
in the Asia Pacific Region. 

This is your moment of truth 
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panded by its merchants to include port 
facilities. The following year their Em-
peror, Frederick Barbarossa, granted 
the evolving town toll - and duty-free 
access along the lower Elbe River, and 
Hamburg prospered as its port devel-
oped into an important trading link be-
tween Western Europe and the Baltic 
via Lübeck. 

The history of the Hanseatic League 
can then be traced to the 1241 defensive 
alliance between Lübeck and Hamburg. 
This union was strengthened nine years 
later, when advantageous commercial 
treaties were concluded with Bruges, 
the leading West European mercantile 
centre with links to the Mediterranean 
and Orient. The Hanse movement then 
began to expand rapidly after Rostock, 
Stralsund and Wismar joined Lübeck as 
Baltic ports, and Lüneburg joined in 
1256 as its main supplier of salt. Several 
other cities also became key suppliers: 
Hamburg as major producer of beer, 
Cologne (wine), Osnabrück (linen), 
Goslar (silver) and Wismar (beer). Dur-
ing the brewing months, Hamburg’s 
entire shipping fleet was loaded with 
beer for export, and there were fre-
quent raids on the port. 
 
After transshipment ports and mer-
chants travelling abroad had formed 
Kaufmannshansen (Merchant Hanses) for 
protection, their growing successes also 
led to new risks – and opportunities. 
Without political power merchants ran 
into growing problems and legal issues 
involving international trading, cur-
rency exchange parity, and official guar-
antees for assured quality and product 
branding. Increasingly, merchants re-
quired legislative support from their 
cities, which in turn then developed 
merchants and trade guilds, some with 
severe penalties for non-compliance. 

Their growing political and economic 
involvement ultimately led to the more 
powerful Städtehanse (City Hanse) mem-
bers and the tightly knit Hanseatic 
League. 

                                                (cont’d on page 7) 

logne, had by 1135 already established a 
“Kontor” (trading counter) in London 
and Bruges, Flanders, trading wine, 
grain and cloth for English wool and 
goods from the Mediterranean and Ori-
ent. For optimum efficiency, these mer-
chants created their own vessels, the 
“Hanse Kogge” or cog which, with their 
enclosed cargo space and load capacity 
over 100 tons, was superior to the 
oared Scandinavian open-deck vessels 
of the time. The first of these cogs ap-
peared in Lübeck in 1161. 

Earlier Lübeck settlements had been 
repeatedly ransacked before the first 
trading post was also destroyed by fire 
in 1143. Henry the Lion, Duke of 
Saxony, had the town rebuilt as a forti-
fied trading port at its present location, 
a peninsula between the Wakenitz and 
Trave Rivers, in 1157. After eliminating 
the prevailing Scandinavian monopoly 
in the Baltic he visualized Lübeck to 
become the principal trans-shipment 
port for Saxon and Westphalian mer-
chants expanding north and into the 
Eastern Baltic. While it was surprisingly 
easy to assert Sweden and Denmark’s 
trading superiority, Norway accepted 
the growing Hanses’ demands only af-
ter its ports had been blockaded in 
1285. 

Hanse trading was largely in fish, nota-
bly salted herring from the rich Baltic 
fishing grounds, farm produce, soft-
wood lumber, grain, beer - and salt. As 
ancient trading practices were replaced 
by more modern methods such as 
credit sales, commission payments and 
transaction book-keeping, control of 
trading activities gradually shifted to 
Lübeck, to make it the principal transit 
port for East-West trade. 
 
Meanwhile, a new trading settlement 
was built at Hamburg in 1188 and ex-

Many marketing 
practices today 
may appear new; 
but most were 
founded on prin-
ciples that reach 
back to the early 
Middle Age, as 
German towns 
evolved in the 

early 12th century and their merchants 
began to explore new markets and es-
tablish trading posts abroad. Due to 
highway robbery and piracy, this busi-
ness was also risky. To protect them-
selves against these risks, merchants 
increasingly formed protective associa-
tions known as Hanses. 

There was no single event that led to 
the formation of these Merchant Hanses 
abroad. They evolved gradually, as 
transshipment ports or inland suppli-
ers of commodities in high demand 
elsewhere. It is still unknown precisely 
when individual Hanses began to ex-
ist, as there were no founding dates, 
documented constitution, bureaucracy 
or central treasury. We do know, how-
ever, that these merchants established 
many marketing practices for their 
growing business at home and abroad, 
including customer orientation, distri-
bution, and product branding to con-
trol production outputs and quality, 
which are still being re-discovered by 
present-day marketers. In many ways, 
the Hanseatic League was Europe’s 
first Common Market. 

Emergence of Lübeck as Head of the 
Hanseatic League 

During the crusades daring merchants 
began developing trade in all direc-
tions, to acquire goods that were not 
available in their hometowns. Among 
the first of these, merchants from Co-

The Hanseatic League and early 
marketing 
By James A. Schauer, F.C.Inst.M. 
Easton Marketing Services Ltd. 

James A. Schauer 
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The League’s decline was hastened 
England and Holland emerging as 
powerful trading nations and increas-
ing trans-Atlantic trade with North 
America. 

Yet in Europe the marketing spirit of 
the League lives on. Its German port 
cities are again recognized as “Hanse 
Cities,” as reflected on present-day car 
license plates. Then there is 
‘Lufthansa,” taking the ideals of inter-
national trade to new heights. More 
recently “Hansedays of the New Age” 
conferences were revived in 1980 as 
an annual event. Focusing now on 
economic development, mutual coop-
eration and social issues related to pre-
sent-day city life, these conferences 
have regularly attracted mayors and 
senior executives from over 100 cities.  
Future conferences, already scheduled 
to 2029, will be held in different cities 
and countries of the former Hanse 
glory days. 
 
Historians generally conclude the 
Hanseatic age with its poorly attended 
last meeting in 1669. Yet, a recent visit 
to the lively, energetic port of the 
“Free and Hanse City Hamburg” was 
a vivid reminder of the powerful vi-
sionary outlook among early Hanse 
merchants. Closer to home we may 
similarly admire the constant move-
ment of aircraft at international Air-
ports. We may ponder at a level cross-
ing, waiting for a mile-long shipping 
container-train to pass; even love (or 
hate) the endless flow of heavy freight 
traffic on our major highways. Yet all 
these movements have forgotten his-
toric roots in the past; a past which 
involved merchants driven by  
VISIONS that are often undervalued 
and lacking among present-day mis-
guided or myopic marketers. 
 
James A. Schauer is president of Easton 
Marketing Services Ltd., providing project man-
agement, marketing plans, performance analysis 
and service quality improvement services. He is 
also a director of the Canadian Institute of Mar-
keting. Contact him at easton@eagle.ca. 

limitations, the Cities of Lübeck and 
Lüneburg began to expand the small 
rivers Delvenau and Stecknitz in 1391 
and, after joining them via canal at the 
northern watershed near Mölln, they 
completed the Stecknitz Canal - the 
first in Europe - in eight years. The 
main benefit of this meandering wa-
terway was to eliminate the need for 
loading barges en route and, with lar-
ger vessels, loads could be increased 
and transit time reduced to two weeks.  
Nothing is left of this canal, then 
called the “Stecknitzfahrt.” The present 
Elbe-Lübeck Canal replaced this out-
dated waterway in 1900 to neutralize 
the devastating impact of the modern 

Kiel Canal joining the Baltic and 
North Sea, opened in 1895. After in-
creasing its shipbuilding and heavy 
industry manufacturing base, and re-
placing lost Baltic trade by using 
inland waterways to reach and develop 
new interior markets, the city is now 
also Germany’s chief importer of 
French red wines. The city is more 
prosperous than ever. 

Decline and Revival of the Hanseatic 
Spirit 

After the Hanseatic League lasted 
nearly four centuries its decline was 
virtually a reversal of its beginning: a 
gradual fading, affected by a series of 
unrelated events. These included the 
arrogance of its merchants blinded by 
past successes, over-fishing of Baltic 
herring stocks, the 30-years war and 
“black death” epidemics which killed 
almost half the German population. 

(cont’d from page 6) 

The Bund der deutschen Hanse, or Han-
seatic League, formally came into be-
ing during the first Hansetag (Diet gen-
eral meeting) called by the City of 
Lübeck in 1356. At its second meeting 
two years later merchant members 
agreed henceforth to operate within 
the jurisdiction of their respective cit-
ies, as Städtehansen. In 1416 the City of 
Lübeck was authorized to act as 
“Head of the Hanseatic League,” 
which at the height of its power 
boasted well over 90 member cities. 

The “Old Salt Road” from Lüneburg 
to Lübeck 

Lüneburg the original “Salt City,” 95 
km South of Lübeck, was built on 
huge saline deposits. Its growing pros-
perity since the 10th century was en-
tirely based on salt, its “white gold.” 
Due to the Baltic’s low saline content, 
Lüneburg had become the principal 
salt supplier to northern markets, 
most in Scandinavia where salt was 
always in short supply. Huge quanti-
ties of salt were required for preserv-
ing fish (one barrel for five of her-
ring), for treating furs, pottery glazing 
and seasoning, most of it shipped via 
Lübeck. Without Lüneburg salt it is 
unlikely that the Hanseatic League 
could have become as powerful as it 
did. 

The major transportation route for 
salt, among other commodities, from 
Lüneburg to Lübeck was the “Alte Sal-
zstrasse,” or old salt road. Actually, its 
proper name was “via regia,” i.e., 
King’s Road or Holy Roman Em-
peror’s Free Road. The name “old salt 
road”, however, is a relatively recent 
1955 creation from tourism promot-
ers.  For centuries salt was moved in 
horse-drawn carts along its unpaved 
dusty tracks, fording the Elbe River 
West of Lauenburg. This journey 
along different paths took 20 days to 
complete. 
 
To overcome the via regia’s capacity 
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legal obligations. 

• More persons typically partici-
pate in organizational buying de-
cisions than in consumer buying 
decision especially in procuring 
major items. The decision mak-
ing participants usually have dif-
ferent organizational responsi-
bilities, and apply different crite-
ria to the purchase decision. 

• The buyer must heed formal pur-
chasing policies, constraints, and 
requirements established by their 
organization. 

• The buying instruments such as 
request for quotation, proposals 
and purchase contracts add an-
other dimension not typically 
found in consumer buying. 

Some features of an industrial market 
that contrasts with the consumer 
market are fewer buyers, larger buy-
ers, close supplier–customer relation-
ship, geographically concentrated 
buyer, derived demand, fluctuating 
demand, and professional purchas-
ing. 

Marketing process versus organiza-
tional buying 

In both consumer and organizational 
markets, marketing applications may 
differ but the process is the same. 
Market opportunities must be prop-
erly analyzed to determine the exist-
ing gap. This must be followed with 
enough research to be able to select 
target markets and position an offer 
around a brand. An appropriate mar-
keting strategy must be formulated 
with clear differentiation policy to-
wards strategic positioning and a 
marketing programme must be 
planned, implemented, controlled  
                                              (cont’d on page 9) 

organization that acquires goods and ser-
vices for productive purpose towards re-
sale, rentals or supplies. An organizational 
market is a wide market involving diverse 
industries such as manufacturing, con-
struction, financial services, agriculture 
and the agro - allied sector. This vast 
market can be broadly classified as fol-
lows: 

• Industrial market 
• Reseller market 
• Government market 
An industrial market describes buyers 
who acquire goods and services in pro-
ducing other goods and services. Resel-
lers on the other hand acquire goods and 
services to resell at a profit whereas in a 
Government market, goods and services 
are brought to execute statutory govern-
mental functions. 

Uniqueness of an organizational market 

The uniqueness of an organizational mar-
ket lies in its vastness in terms of the vol-
ume of goods and services being con-
sumed annually in any economy, or even 
globally. Such goods and services are in 
the areas of raw materials, manufactured 
parts, installations, accessory equipment, 
supplies and services. Furthermore, the 
value of these goods and services is enor-
mous compared to the value of consumer 
goods and services. A specialized market-
ing effort is required to operate in this 
market effectively, by developing strate-
gies and tactics to efficiently and effec-
tively manage policies, procedures, and 
the complex web of buying centre net-
works found in an organizational market. 

According to Phillip Kotter, these fea-
tures are: 

• Organizations buy goods and ser-
vices to satisfy a variety of goals: 
making profit, reducing costs, meet-
ing employee needs and satisfying 

In its simplest form 
the interface be-
tween a seller and a 
buyer, when ex-
pressed as a man-
agement function is 
marketing. All ac-

tivities involved in 
this exchange 

process are the core of marketing 
practice, although with complex and 
often challenging decisions in the 
management of marketing mix. Some-
times, marketing is commonly associ-
ated more with the fast movement of 
consumer goods and durables, or even 
specialty goods to end users, as 
though institutions and organizations 
do not buy! Organizations also have 
needs that must be satisfied, making 
them buyers of goods and services as 
well. 

And this brings up the issue of the ex-
istence of both consumer and organ-
izational markets.  So, what is an or-
ganizational market, and what are the 
challenges? 

Organizational buying 

Buying is the act of becoming an 
owner of a thing by giving money in 
exchange for benefits derived. Organ-
izational buying describes the complex 
process of identifying the needs of in-
stitutions with a view to acquiring 
goods and services to meet these 
needs through the exchange process. 
According to Webster and Wind, or-
ganizational buying is the decision 
making process by which organiza-
tions establish the need for purchased 
products and services, and identify, 
evaluate and choose among alternative 
brands and suppliers. 

What is an organizational market? 

An organizational market comprises 
of every individual, institution, and 

The organizational market and organizational buying: challenges  
and pitfalls 
By Adebayo Adejuwon, M.B.A, M.N.M.A., M.C.Inst.M. 

Adebayo Adejuwon 
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(cont’d from page 8) 

and evaluated to achieve profitability. 
The marketing mix in its expanded ver-
sion is a veritable tool at the disposal of 
any organization that must succeed in 
this volatile and specialized market. 

Changes and pitfalls 

Organizational buying is a specialized 
field with defined objectives where 
policies and procedures are defined. 
This is a challenge to marketers because 
delivery must be tailored to meet these 
criteria in terms of product quality, 
time benefit, quality service, human re-
source capability, and competence. Or-
ganizational buying takes place within 
the context of buying centres which, 
according to Webster and Wind, are 
described as all those individuals and 
groups who participate in the purchas-
ing decision-making process and share 
common goals and risks arising from 
the decision. A typical buying centre 
would include all members of the or-
ganization who play any of the follow-
ing roles; users, influencers, buyers, de-
ciders, approvers, and gatekeepers. 
Marketers must identify this complex 
network, and plan appropriate market-
ing strategies to optimize marketing 
efforts. 

Organizational buying usually involves 
the management of the buying organi-
zation because of the high cost of 
items, technical complexity of some 
industrial products, the strategic impor-
tance of industrial products in the pro-
duction process, and the implications 
of making the wrong choices in pur-
chase decisions. These are challenges to 
marketers that demand a proactive , 
market driven, and innovative market-
ing management approach to problem 
solving. 

Key issues to consider 

• Avoid the attitude that the indus-
trial product sells itself. This is a 
false notion. It will take a good 
product built around a promise-
delivery brand, sponsored by an 

acceptable corporate name with a 
market-driven business attitude to 
succeed. 

• Organizational marketing is a spe-
cialized field that depends on the 
thorough understanding of the dy-
namics of organizational buying 
behaviour to succeed. 

• Avoid the adoption of a product 
concept as a management philoso-
phy, but instead, embrace the mar-
keting concept, especially with top 
management commitment. 

                                                (cont’d on page 10) 

 

 
 

  

Bruce Hoggard, CMC, MBA, MMIS/OS, F.C.INST.M 

CEO / President 
435 Mckercher Drive 
Saskatoon, Saskatchewan 
Canada  S7H 4G3 
 
Tel: 306-374-6747 
Fax: 306-653-7252 
 

Email: bruce@hoggardinternational.com 
www.hoggardinternational.com 
 

 
 
 
 
 

AGL Marketing Limited 
20 Moultrey Crescent 
Halton Hills (Georgetown) ON  L7G 4N5 
Tel: 905-877-5369  Fax: 905-877-0819 
Email: glee@aglmarketing.com 

 
 
    

Big enough to move mountains small enough to care 
 
FCM Consulting & Marketing 
18783 Main Street North 
RR#1 Newmarket, Ontario  L3Y 4V8 
Tel: 905-853-0958  Fax: 905-836-8288 
Email: fletcher@fletcherfcm.com 
www.fletcherfcm.com 

1300 Yonge Street, suite 502 
Toronto, Ontario   M4T 1X3 
Tel: 416-927-0881 
Fax: 416-927-1676 
www.warne.com 

This space could be 
yours for as little as 
$220 for three issues. 
Rent the space and 
link to the Institute’s 
web site for $300. 

Suzen Fromstein, President 
 

23 Bay Hill Drive             Telephone: 905-738-1858 
Concord, ON                   Facsimile:   905-738-2350 
L4K 1G3                        Toll Free:   1-877-812-6663 
                                                     (Canada  Only) 

www.right-connections.com 
Let The Write Connections help your organization 

Persuade, Motivate & Make Things Happen 

Internet Design 
E-Commerce Solutions 
Network Support 
Profile and Contacts 

164 Douglas Avenue 
Toronto, Ontario  Canada   M5M 1G6 

T: 416.483.6359  F: 416.483.4024 
www.lighthouseinc.net 

associates inc. 

THE WRITE CONNECTIONS INC. 
COMMUNICATION INNOVATIONS 

in Advertising, Marketing, Graphic Design & Public/Media Relations 



 

Student Member             No. 833                                        Merin D. Crossman                                  Saskatoon, SK 
Student Member             No. 834                                        Danielle Kincade                                      Saskatoon, SK 
Student Member             No. 835                                        Ryo Minoue                                              Saskatoon, SK 
Student Member             No. 836                                        Daria C. Stanowich                                  Saskatoon, SK 
Full Member                   No. 601                                        Viral V. Parekh                                         Doha, Qatar 
Full Member                   No. 602                                        Adebayo Adejuwon                                  Lagos, Nigeria 
Full Member                   No. 604                                        Anthony M.N. Navaratne                         Dehiwala, Sri Lanka 
Full Member                   No. 605                                        Rao Aftab                                                 Karachi, Pakistan 
Full Member                   No. 606                                        William T. Preston                                    Oakville , ON 
Full Member                   No. 607                                        Boch L. S. Lau                                         Hong Kong 
Full Member                   No. 608                                        Jim Williamson                                         Richmond Hill, ON 
Full Member                   No. 609                                        Hai T. Su                                                  Beijing, PRC 
Full Member                   No. 610                                        Kwok H. Chan                                          Hong Kong 
Full Member                   No. 611                                        Jie Hao                                                     Beijing, PRC 

Volume 4,  I ssue 2 Page 10 

New Members and Membership Upgrades* (to June 14, 2001) 

Canadian Institute of  Marketing Board of  Directors and  
Officers 
James Jarrett                                     Chair                                  Jarrett ESP Services Ltd. 
Bruce Hoggard                                  Vice-Chair                         Hoggard International 
Ron Fletcher                                     Secretary/Treasurer            FCM Consulting & Marketing 
Suzen Fromstein                                                                          The Write Connections Inc. 
James Schauer                                                                              Easton Marketing Services Ltd. 
Robert Chaffers                                                                            Public Sector Marketing Community Secretariat (Gov. of Canada) 
Olivier Bianchi                                                                             Fidelity Investments 
Scott Follows                                                                               Acadia University 
George Jacob                                                                               BCIT 
Howard Salkow                                                                           Sedgwick Partners Co. Ltd. 
Len Weeks                                                                                   Economic Development Culture & Tourism, (Gov. of  
                                                                                                     New Brunswick) 
Peter Zarry                                                                                   York University 

ket is required so that strategic market-
ing is embraced as the only approach to 
successful sales. 
Mr.Adejuwon can be contacted at  
adeadejuwon@yahoo.com 
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• Whereas keeping a seasoned sales 
force is necessary, this must be 
complemented with adequate and 
relevant product knowledge that 
will give a distinct competitive 
edge. 

Conclusion 

The nature of organizational buying 
behaviour demands that marketers 
must be able to develop strategies that 
can take advantage of the complexities 
of organizational marketing. It cannot 
be a total sales activity. A company-
wide appreciation of this dynamic mar-

(cont’d from page 9) 

• Promotion is not a superfluous 
element of the mix to be dis-
carded. Emphasize corporate pro-
motion and maintain a market-
focused marketing professional as 
a member of the sales force team. 

• Organizational marketing will 
thrive with strong management 
commitment to R&D and innova-
tion to take advantage of the tech-
nology explosion to manage obso-
lescence. 
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The Canadian Institute is asking for the support of its 
members through sponsorship of The Marketing  
Challenge. Sponsors will be listed in the three 2001 is-
sues. There are three categories: Marketing Consultants, 
Public Sector Marketers, and Corporate Marketers. Mem-
ber  sponsorships would be used to defray the cost of 
producing a limited quantity of The Marketing Challenge 
for distribution by mail and handouts at exhibits and con-
ferences.  

Listing—$200 
Listing and Web site Link — $300 

Logo placement with listing at no cost if provided in digital 
format. A $20 fee would be levied for scanning logo. 
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member found to be in breach thereof. 
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The third annual Total Public Sector Marketing Symposium 
and trade show was held in Ottawa June 6 and 7.  This is a 
two day program that enables public sector decision makers 
to acquire the marketing tools they need to disseminate their 
messages to Canadians. It addresses a vast array of market-
ing options and provides each participant with a chance to 
meet people in government involved in marketing. The 
event attracted more than 300 senior marketers from across 
Canada and approximately 40 exhibitors, interested in mar-
keting in the public sector. 

 
The Canadian Institute of Marketing was 
an official sponsor of the Symposium. 
We were represented by our Ottawa 
member, Ms Clare Hutchinson,  
M.C.Inst.M. who introduced our Institute 
and the keynote speaker.  
 
Barbara Siskind, Marketing Director with 
International Training & Management 

Company, organizers of the symposium,  
thanked Clare and the Institute for its involvement and wel-
comed us to participate in 2002. The Total Public Sector 
Marketing Symposium and Trade Show is scheduled for 
June 5-6, 2002 at the Ottawa Congress Centre. 
 

The Canadian Institute of Marketing is moving its mailing 
address from Nepean to Newmarket, Ontario as of August 
1, 2001. For almost two decades, the Institute has operated 
from space within the office of Jarrett ESP Services Ltd. 
Jarrett ESP has contributed significantly to the establishment 
of the Canadian Institute of Marketing in Canada by sharing 
its resources with the fledgling organization, and helping it 
establish itself. 
 
Jarrett ESP is growing and needs the space occupied by the 
Institute. The Institute has the resources now to go its own 
way, and will be forever grateful to the stewardship of the 
Jarrett organization and staff. 
 
Over the past five years the Canadian Institute of Marketing 
has been developing its Internet capabilities and electronic 
delivery systems. The goal to be a virtual association repre-
senting professional marketers in Canada is still the focus of 
our restructuring. All of the Institute’s functions are carried 
out by members and staff located across Canada. We will 
always have an office and postal address to store archives 
and receive mail through Canada Post. But we have become 
more efficient in communications by combining Internet 
technology with traditional postal services. We can move 
more quickly in planning events and take advantage of op-
portunities for growth and member services. With this 
move, our Web site, managed by Keith Warne, M.C.Inst.M., 
and Warne Marketing & Communications will play a greater 
role in the business of the Institute. 
 
Our new address is 18783 Main Street North,  
Newmarket, Ontario   L3Y 4V8. 

After 19 years, we are moving Institute thanked for sponsoring 
Total Sector Marketing 
Symposium 

Clare Hutchinson 


