
The Canadian Institute of Marketing de-
livered its first webinar of 2009 on Febru-
ary 23 to members who registered to at-
tend a 45 minute seminar by Dr. Ranjan 
Madanayake located in Pannipitiya, Sri 
Lanka. The webinar was set up by the 
Institute’s executive director, Grant Lee 
who used the services of GoToWebinar 
through his company AGL Marketing 
Limited. 
 

The topic of Dr. Madanayake’s webinar was 
the Positioning Triangle. He discussed three 
elements of positioning; corporate position-
ing (the business that produces value), prod-
uct positioning (the vehicle that delivers 
value), and competitive positioning 
(competitors that offer alternative value). 
 
The webinar was scheduled at a time when 
most members in Canada and other coun-
tries would be able to attend at a reasonable 
time. 
 
The presentation opened with a remark from 
the executive director of the Institute, fol-
lowed by a remark from Dr. Madanayake 
who then presented his PowerPoint presen-
tation. Throughout the seminar, members 
sent questions to the organizer (Grant Lee) 
who repeated selected questions audibly to 
Dr. Madanayake at the end. Dr. Madanayake 
was be able to respond to questions so that 
all attendees could hear. Some attendees 
asked for Dr. Madanayake’s coordinates to 
follow up the presentation with more que-
ries. 
 
The Canadian Institute of Marketing will be 
making greater use of Web-based services 
like GoToWebinar and GoToMeeting in 
communicating with members. There is 
strong consideration to hold the 2009 annual 
general meeting in June or July as a webinar. 
The technology is most suitable for the busi-
ness portion of annual general meetings. No 
conference is planned for 2009 due to unsta-
ble economic conditions, the great distances 
that members would have to travel, and the 
costs associated with long distance travel. 
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The collapse of what was called the 
“Bubble Economy” around 1992, caused 
the Japanese economy to go through what 
many economists call the “Lost Decade” - 
the period from the 90s to the new millen-
nium. 
 
During this period, the Japanese economic 
structure went through a change, and some 
industries not only had a recovery but also 
emerged much stronger. In this case study 
of the amusement industry through Tokyo 
Disney Resort (TDR)., we explore the kind 
of divergence that happened in the Japa-
nese economy. 
 
Change of Japanese economic structure 
and emergence of “Theme Parks” 
During the 1970s, Japan's industrial struc-
ture moved from heavy industry to infor-
mation technology-based industries. Japa-
nese products such as cars and consumer 
electronics occupied top position in the 
world market from 1980s. The Bubble 
Economy in Japan started in the late 80s, 
and ended around the beginning of  the 90s.  
There were similar bubbles like the Tulip 
Bubble in Netherlands in 1637, and the 
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South Sea Bubble in England in 1720. 
 
During the Lost Decade, the GDP of  
Japan grew by only about 1% annually.                       
Even in such a situation, some indus-
tries grew very dramatically and one of 
these was the amusement industry. In 
general, the national characteristics of 
the Japanese are known as hardwork-
ing, diligence and being industrious. 
Before the Bubble economy , the ‘real’ 
living standard of Japan was not as high 
as the level compared with its status in 
the world economy (e.g. measured by 
living space and time for leisure.)  
 
After the late 80s, the consumer life of 
Japan changed dramatically. Through 
the second half of the 80s, many young 
people resorted to entertainment spots 
such as discos during the weekends, 
and started to consume much French 
wines (e.g. Beaujolais Nouveau.) Just 
before the beginning of the Bubble 
economy many amusement parks were 
planed throughout Japan. 
 
The situation, however, was not good 
for some amusement parks. From 1990 
to 2003, many amusement parks closed 
or plans for parks were suspended. For 
example, HUIS TEN BOSCH Co., 
Ltd., theme park displaying life-size 
replicas of old Dutch buildings, applied 
under the Corporate Reorganization 
Law in 2003. TDR is the only winner in 
the Japanese Amusement industry now, 
and it looks like a zero sum game. In 
2007, the number of guests was esti-
mated to be about 25,420,000, and the 
total number of guests from 1983 to 
2008 was 430 million. 
 
 
 
   continued on page  3 
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“OMOTENASHI”: The ideal of 
Japanese hospitality  
Tokyo Disneyland (TDL) opened in 
1983. Initially, TDL was considered a 
copy of Disneyland in California. 
But, it is owned by Oriental Land Co 
with a licence from The Walt Disney 
Co. On September 4, 2001, Tokyo 
Disney Sea (TDS) opened as a com-
panion park. They are the only Dis-
ney parks not owned by The Walt 
Disney Company, thus Oriental Land 
Co can decide its own policies, and 
undertake the management. 

The policy of TDR is encapsulated in 
the abbreviation “S.C.S.E“. The first 
‘S’ means Safety. If someone stays 
the night at Hotel Miracosta at To-
kyo Disney Sea, they could see at 
midnight that all facilities within 
TDR are being cleaned with a fire 
pump. The Motto of TDR loosely 
translated into English is “Baby can 
crawl because there is not even one 
small stone”. This signifies how clean 
the grounds of the TDR are, and 
how safe it is even for a baby to 
crawl around without being hurt. 
 
In TDR, employees are called the 
“Cast”. It means that they are re-
quired to be actors and actresses 
within a large show. The highest rank 
in the Cast is the cleaning crew called 
“Custodial Cast”. One reason is they 
are maintaining safety at all times in 
the park. All Custodial Cast members 

are trained never to kneel down, even 
when they sweep the ground, as to 
prevent the guests from bumping into 
them when the guests are reading their 
maps while walking in the park.  
 
In addition, the other reason is also 
unique. For example the Cast of each 
attraction is prohibited to move to 
other places in their own costume. But 
Custodial Cast can move around in all 
areas within the park, as they are the 
higher ranked cast. Generally, a 
cleaner worker is thought as unskilled 
labor, but in TDR they are not, and 
some Custodial Cast can speak not 
only English and Chinese, but also 
sign language.  
 
Secondly, ‘C’ means Courtesy. All Cast 
must not use the common word 
“Irasshaimase” which means “Come 
here please”.  This is used daily by 
shop clerks in Japan and  guests find 
difficulty in responding. TDR Casts 
are required to say “Konichiwa” 
meaning “Hello” because it is easy to 
be given a return response by the 
guests. TDR believes that effective 
communication between Casts and 
guests is the essence to true hospital-
ity. For example, drinking fountains 
are made in sets of two - high and 
low. This allows parents to drink wa-
ter with their children while seeing 
each other. 
  
‘S’ is for Show. The shows in TDR 
have an excellent reputation. Lastly, 
‘E’ is Efficiency just as in the other 
companies. But the order of the ab-
breviation SCSE is a noteworthy ex-
ample. In the capitalist system, the 
first policy of almost all companies is 
efficiency. But, the order of the motto 
in TDR is S.C.S.E; safety first and 
efficiency last. This tends to be con-
trary to the normal practice of other 
companies. Safety of the guests is 
paramount to TDR.  
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The background of TDR policy is 
based on “Omotenashi”, the ideal of 
Japanese hospitality. “Omotenashi” 
means not only hospitality but also 
gratuitous act. So, true Omotenashi 
can be said to be similar to the idea 
of devotion and selfless love in 
Christianity. TDR succeeded to inte-
grate both Western and Asian ideas 
to operate an amusement park. 
 
This integration can be said to be the 
secret of TDR, and why many visi-
tors come to TDR, as the number of 
guests increases annually. 
 
Emotional marketing and the 
change of the national character 
of the Japanese 
In TDR, the Mickey Mouse ear hats 
are worn not only by children but 
also by adults. Tis represents another 
unique characteristic of TDR. 

To most foreigners, the national 
character of Japan is perceived as 
modesty and calm like a Zen monk. 
But during the bubble economy, 
mass media attracted an emergence 
of “Shin-Jinrui”, meaning new hu-
man being. They have new ideas, 
generally like a consumer. TDL 
opened in 1983 and it followed the 
new character of the Japanese and 
the fashion of the day. They even 
don’t mind wearing the Mickey 
Mouse ear hats even when they are 
grown-ups. 
 
 
                   continued on page  4 
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There are many physical and tangible 
quests in TDR for guests to think 
and feel that they are in a dream land. 
For example, mirrors in the rest 
rooms are not available, especially in 
the women’s. The reason is that they 
will realize that they are ridiculous 
looking with Mickey Mouse’s ears 
when they look into mirrors. By not 
having mirrors, this is not possible. 
Lack of mirrors is common within 
the TDR theme park. 
 
Conclusion- Next key industry of 
Japan 
In October 2008, the world economy 
went into recession, resulting in the 
Japanese economy finding itself in a 
serious situation. The Japan Times 
issue of 14th December 2008, re-
ported that Toyota Motor Corp 
would face an operating loss of about 
100 billion Yen for the second half of 
the fiscal year, and that Sony Corp 
would cut 16,000 jobs, including 
8,000 regular workers. 
 
The year 2008 was the 25th Anniver-
sary of the opening of Tokyo Disney-
land, and TDR held large scale anni-
versary events. The number of guests 
that were expected was the largest 
since 1983, even in a global recession. 
Twenty-six million people attended 
the events. 
 
Prime Minister Taro Aso, well known 
as a cartoon enthusiast among Japa-
nese, indirectly supports TDR be-
cause Mr. Aso feels that Japanese 
cartoon culture will become one of 
the next key Japanese industries. 
Even though, the Disney characters 
originated in America, it must not be 
forgotten the hospitality of TDR is 
based on the Japanese idea of 
“Omotenashi”. TDR exploited the 
unique way of hospitality in Japan 
using Japanese ideals mixed with 

western-origin amusement parks. This 
is just the thing that can be promoted 
to other counties as the next main 
product of Japan. 
 
By combining the integration of West-
ern and Asian ideas with the policy of 
S.C.S.E amidst the background of 
Omotenashi, TDR had managed to 
survive, and this may be the key to its 
survival in the present global financial 
situation. 
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Mohawk College 
hosting OCMC 
2009 

Every year in November, Ontario’s 
top college marketing students get 
together to see who can do the best 
in a set of events designed to test 
students on the practical, under-the-
gun skills that faculty strive to inspire 
in them. The 2009 competition will 
be hosted by Mohawk College in 
Hamilton. The Canadian Institute of 
Marketing is a sponsor of the annual 
competition. 

The event was initiated in 1980 
among 6 colleges. In 1986, the event 
was hosted by Mohawk College in 
Hamilton which reached beyond the 
original six, inviting every college to 
participate. 

 

 

OCMC 
2009 will 
take place November 
19 and 20. 
The first day will be at Mohawk Col-
lege and the second at the Sheraton 
Hamilton. 
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Almost every business has a trading 
name, from the smallest market trader 
to the largest multi-national corpora-
tion. Only a minority of those busi-
nesses, however, have what could be 
classed as a ‘brand’ or a ‘brand name’.  
 
A brand is more than just a logo or a 
name. It is a complex and dynamic set 
of consumer beliefs entrenched in 
consumers' hearts and minds. Building 
a strong brand requires understanding 
of consumer needs and developing a 
point of difference that is meaningful 
and sustainable in generating customer 
loyalty. 
 
Branding is a word commonly referred 
to by advertisers and marketing peo-
ple, but what does it actually mean, 
how can you get it, and most impor-
tantly; how will it benefit your busi-
ness? 
 
Anyone launching a product or ser-
vice, whether on-line or off-line, will 
put a lot of thought into what to offer 
and how to go about offering it. In 
particular, most businesses invest a lot 
of time and money in creating a brand 
which will appeal to consumers and 

set its products or services apart from 
competitors. For this reason, a busi-
ness will not want anyone else pre-
tending to be associated with it and 
piggy-backing on its reputation. 
 
The brand of a business is an example 
of intellectual property, and can be 
one of the most valuable assets of the 
business. It is important to a business 
to secure the rights in its brand. 
 
What is branding?  
There are many different definitions 
of a brand. The most effective de-
scription however, is that a brand is a 
name or symbol that is commonly 
known to identify a company or its 
products, and separate them from the 
competition. 
 
The American Marketing Association 
(AMA) defines a brand as a "name, 
term, sign, symbol or design, or a 
combination of them intended to 
identify the goods and services of one 
seller or group of sellers, and to differ-
entiate them from those of other sell-
ers. Therefore it makes sense to un-
derstand that branding is not about 
getting your target market to choose 
you over the competition, but it is 
about getting your prospects to see 
you as the only one that provides a 
solution to their problem. 
 
Choosing a brand 

Before settling on a brand, you should 
carry out some research to ensure that 
no one else is already using the pro-
posed brand. Searching through an 
internet search engine and on the 
Companies House Web site will be a 
good starting point to determine 
whether another business is trading 

Winter 2009 

MARKETING CANADA 
Journal of the Canadian Institute of Marketing 
Le journal de l’institut canadien du marketing 

Volume 5 Issue 1 Page 5  

What is branding? Choosing brand and things to 
consider when building a winning brand 
By Oluwabamidele Daniel Adeyemi 
B.Sc, MBA, MMIS, AMAMI CPM, MCInst.M, AMSIM, AMIM, AIMM 

under the name or using the brand. 
Protecting your own rights is impor-
tant, but it is equally important to 
ensure that you do not infringe the 
rights of other people. You should 
therefore check that someone has 
not already registered your chosen 
brand name as a trade mark. A basic 
search can be carried out on the 
Patent Office web site, or Trade 
Mark Agents can carry out a more 
detailed trade mark clearance search 
for you. 
 
A combination of the above 
searches will be the most useful ap-
proach: the trade mark clearance 
search will identify whether the 
same or a similar brand has already 
been registered, while the Internet 
searches may identify unregistered 
trade marks which are being used by 
other companies. 

 
Things to consider when  
building a wining brand 
1. Brands are personifications of 

organizations, products, services 
and experiences 
In this way, they are the primary 
sources of relationships with 
customers, promises to custom-
ers, and customer loyalty. 

 
                  continued on page  6 
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8: Exhibit admirable human qualities 
Exhibiting admirable human qualities 
is especially important for brands 
during crises. Companies that re-
spond quickly and honestly, compa-
nies that accept responsibility, com-
panies that show concern for those 
affected, companies that keep those 
affected informed about what is go-
ing on, can recover from and even 
become stronger from a crisis. 

9: Constant product and service  
innovation 
While brands are not products or 
services and products or services are 
not brands, a strong brand requires 
strong brand management and con-
stant product and service innovation. 
 
10: Create a sense of community 
Communities create emotional con-
nection and loyalty. They also facili-
tate add-on sales. 
 
11: The corporate culture must  
reinforce the brand positioning 
Hiring employees whose personalities 
and values match those intended of 
the brand will ensure that the brand 
experience is consistently delivered as 
intended. 
 
12: Internal brand building 
One of the most difficult tasks in 
brand management is transforming 
the organization from one that does 
not understand the scope or impor-
tance of brand management to one 
that embraces and actively builds the 
brand as a critically important source 
of sustainable competitive advantage. 
 

13: Front line employees are key to a 
brand’s success 
Does the person answering your calls 
knows what the brand stands for? 
How about the Customer Care per-
son? The copywriter for your brand 
catalog? The person developing a 
brand promotion? The people who 
design the brand’s products? 
 
14: Consider co-creating your brand 
with customers 
This competitive strategy recognizes 
the value of viewing the marketplace 
not as a “zero sum game” in which 
your gain is always someone else’s 
loss but rather as a place in which 
value can be created by discovering 
mutually beneficial relationships with 
other organizations that would tradi-
tionally have been considered com-
petitors. 
 
15: Stand for something 
Your brand must be known with 
something. It must standout among 
other brand. 

Mr. Oluwabamidele Daniel Adeyemi, 
MCInst.M. is the Sales and Marketing Direc-
tor with Tabura Global Energy, Lagos, Nige-
ria. He is responsible for business develop-
ment and marketing strategies. He can be 
reached at dele.adeyemi@yahoo.com. 
 
 

2. Top management support is  
crucial 
Of the toughest obstacles that brand 
champions have encountered in creat-
ing brand building organizations, three 
of the top nine involve the lack of top 
management support. 
 
3. Profound customer knowledge is 
essential 
The first step in crafting a brand’s 
promise is defining the target cus-
tomer. Without a profound under-
standing of the target customer, a 
business will never thrive and may not 
even survive. 
 
4. The brand and its products and  
services must exceed customer  
expectations. 
No amount of customer communica-
tion and relationship building can 
compensate for inferior or even parity 
products and services. 
 
5. Awareness 
Customers first must be aware that 
there are different brands in the prod-
uct categories in which your brand 
operates. Next, they must be aware of 
your brand. Ideally, your brand should 
be the first one that comes to their 
mind. 
 
6. Relevant differentiation. 
It is the most important thing a brand 
can deliver. Numerous studies have 
shown that relevant differentiation 
today is a leading-edge indicator of 
profitability and market share tomor-
row. 
 
7: Evoke emotions and create sensory 
experiences 
Emotional connection is what every 
brand should ultimately strive for. If 
your brand can achieve emotional 
connection, it can gain customer loy-
alty. 

What is branding?       
           continued from page 5 
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profile participants.  Festivals such as 
food, wine and jazz are very popular. 
There is a wide repertoire of events 
that can be marketed. 
 
Managing and event 
Normally an event management team 
is constituted, headed by an Event 
Manager. The event management 
team has to work with stakeholders 
such as entertainers, catering organiza-
tions, advertising and PR agencies, 
printers, lighting, audio and video 
companies.  For some events the 
Event Manager is required to liaise 
with government officials, security 
agencies, environmental lobby groups 
and even traffic and local councils. 
 
The nature of event marketing 
Event Marketing generally involves a 
combination of goods and services, 
thereby providing a challenge to the 
marketer.  Take for example a confer-
ence which has both tangible (goods) 
and intangible (service) components.  
The tangible would be the venue, 
room set-up, food and catering, audio-
visual systems and the audience.  In-
tangible would be conference plan-
ning, information dissemination and 
planning support services. 
 
An event marketer would do well to 
remember that an event, whether it is 
a one-time or an annual event, is 
highly perishable.  For example, the 
unsold tickets for a specific cricket 
match cannot be sold at a reduced 
price, for another match! 
 
The event marketing process 
The purpose of the event marketing 
process is to ensure that the event is 
carried out in terms of the needs of 
the event audience, and to enhance 
the stature of the event.  For example, 
a sports event would start by estab-
lishing the features of the product 
(event) and by clearly identifying the 
event audience.  Thereafter, an event 
plan should be drafted to meet the 

event audience needs, followed by a 
promotional strategy and a firm mar-
keting program. 
 
The event marketing “mix” 
For any type of event, an effective 
marketing mix should be developed.  
Basically, the event needs to be posi-
tioned, priced, promoted and distrib-
uted effectively. 
 
Pricing an event is not easy, since 
there are several variables involved, 
such as the size of the potential audi-
ence, selected venue and the type of 
event.  Promotional activities need to 
be chosen carefully and a good bal-
ance between above-the-line and be-
low-the-line needs to be maintained.  
The power of PR in terms of pro-
moting the event cost effectively and 
adding credibility, should not be for-
gotten. 
 
Distribution involves several aspects 
such as the venue, accessibility, trans-
port, available locations of tickets, 
and location of information offices. 
In many cases, the event product is 
produced, distributed and consumed 
at the venue.  At a sports event, the 
event product would be the venue, 
quality of food/beverage, quality of 
entertainment, and safety of the 
venue, among others. 

 
 
 
 
 
 
                  continued on page  8 

Marketers use events to effectively 
market their products, services or 
even organizations.  Events are char-
acterized by the following : 
• Careful planning; 
• Generally expensive to stage; 
• A high level of risk is carried 

(Once in a lifetime experience in 
some cases), and 

• Require the participation and 
support of everyone. 
 

Types of events 
There are many types of events that 
can be marketed, such as musicals, 
cultural, and sporting, as well as 
meetings, exhibitions, festivals and 
product launches.  Examples of 
sporting events would be the Olym-
pic Games, Cricket World Cup, and 
Football World Cup. Entertainment 
events would be concerts, musicals 
and theatre.  Product launches would 
be a good example for commercial 
marketing events.  The meetings and 
conventions industry is highly com-
petitive and can attract thousands of 
people, as well as a handful of high-

Event Marketing 
By Prasanna Perera, F.C.I.M. (UK),  
MCInst.M., FCInst.M., M.S.L.I.M.,  
Marketing and Management Consultant, 
Chartered Marketer—CIM (UK) 

Prasanna Perera, MCInst.M., FCInst.M. 



“Positioning” an event 
Event marketers should clearly dif-
ferentiate a given event, from other 
competitive events. In other words, 
the consumer needs to be given a 
rationale, as to why the event is spe-
cial.  The starting point in position-
ing an event, is to select the right 
event itself!  Thereafter, a distinct 
place for the event should be at-
tained in the target audiences mind.  
For example the Olympic Games is 
positioned as “the greatest event” 
not merely as the greatest sporting 
event. The Olympics is a mega-
global event that comprises a multi-
tude of attractions.  (Sports, Atmos-
phere, thrills, experiences, fine cui-
sine, music etc.,) 

Sponsorship 
Sponsorship is one of the most 
common forms of funding an event.  
For an event to attract sponsors, it 
needs to be marketed.  Essentially, 
the sponsor identifies with the 
event, mainly through the use of 
name and logo and expects a return 
on the investment.  Selecting the 
right sponsor becomes critical to the 
success of the event.  For example, a 
tobacco company will not be suit-

able for an event that attracts children.  
 
A further decision facing an event mar-
keter is whether to have a sole sponsor 
(exclusive) or several sponsors.  Unfor-
tunately, there are no easy answers to 
these questions. 
 
Events marketers and sponsors need 
also to guard against “ambush market-
ing”.  First and foremost, the event 
must not be superseded by any spon-
sor.  Thereafter, the sponsors rights 
needs to be fulfilled and attempts made 
by competitors (of the sponsors) to 
ambush the event should be safe-
guarded. 
 
Conclusion 
In this brief article, I have attempted to 
provide some insights into event mar-
keting.  Marketing of events are grow-
ing in popularity, as potential sponsors 
seek to associate themselves with the 
events and promote their organizations, 
products, brands and services. Further, 
brand marketers are actively seeking 
events at which their brands can be 
experienced by their customers.  
(Experiential Marketing). 
 
Prasanna Perera is a Senior Marketing Consult-
ant for several organizations and a much sought 
after Marketing and Sales Trainer.  He won the 
“Marketer of the Year” Award in 2001. Contact 
Prasanna at prasannaperera@mail.ewisl.net. 

Institute Web site 
undergoing an 
overhaul 
Www.cinstmarketing.ca has not had 
an overhaul for several years. Al-
though sections of the site have been 
kept current, some sections have be-
come redundant and will be removed 
from the site. Update will occur in 
two phases. 
 
Phase I will organize the content and 
add a blog. The menu will be up-
dated using new software. Tracking 
will be added to measure perform-
ance. The section called Marketers 
Seeking Employment will be re-
moved. The CareerBuilder Canada 
section will be enhanced so the pages 
can be easily located. A blog will be 
introduced and content from Market-
ing Canada will be added to the blog 
for easy searching. News and events 
will be moved to the home page and 
kept current. In the Education Sec-
tion, links to the marketing programs 
of accredited schools will be added to 
add value to the relationship with the 
colleges and universities. The Career 
Development Organizations will be 
removed. As site map will be added 
that shows archived and new con-
tent. Google search may be added. 
Phase 2 will add Flash and additional 
custom updates. 
 
In its current state, the Web site has 
been instrumental in attracting new 
members to the Institute. Site up-
grades have taken a back seat to 
other projects needed to build the 
credibility of the Institute. It is now 
time for the site to have its long-
awaited overhaul.  
 
The overhaul is being funded by 
revenue generated by CareerBuilder 
Canada. Warne (www.warne.com) 
is providing technical services. 
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Event Marketing       
          continued from page 7 



In practice, there are still many or-
ganizations committed to service 
quality improvement, without a mini-
mum of listening to - and even less 
hearing - the voice of their custom-
ers.  It looks good to be seen and 
listening to customers, but then re-
turning to business the following day 
as if nothing has changed. But the 
competitive business, political and 
economic environments are in a con-
stant state of flux, affecting citizens – 
as customers, end users or taxpayers 
– whose needs, expectations and per-
ceptions of value and quality are also 
changing. 
 
The most innovative solutions are 
not always found within our own 
organization.  We should therefore 
not only hear our own customers, 
agents and suppliers; but also look 
outside, at conference presentations 
and publications, for different per-
spectives. We can study competitors 
and other unrelated businesses, re-
duce their solution to basic principles 
and then reconfigure them before 
applying them to our business inno-
vatively with surprising results.  

Performance measures using customer 
or end user-derived feedback present 
the business with its satisfaction levels 
and perceptions of value and usefulness 
of services already provided. But it also 
presents an even greater opportunity 
for modifying and aligning these ser-
vices processes, to introduce new 
methods for delivering existing ser-
vices, or adding new elements consis-
tent with constantly changing real 
needs, value and usefulness to custom-
ers and end users of these services. 
 
An organization-wide ability to gener-
ate new ideas for providing value to 
customers, and innovation - the capac-
ity to develop and market these ideas - 
are major elements of a business or-
ganization’s intellectual assets. Ironi-
cally, many businesses have allowed 
creativity and innovation to become 
casualties of a rigid bureaucratic struc-
ture, thus diminishing the opportunities 
for performance measurement em-
ployed as basis for stimulating creativity 
and innovation as an integral part of 
service quality improvement. 
 
Suggested creativity and innovations – 
whether coming from employees, cus-
tomers or end users – applied in the 
change process can add value, which in 
turn can be easily evaluated as one of 
several quality measures. At the opera-
tional levels, feedback from employees 
and customers can be aggregated to 
form a single measure for that key re-
sults area. 
 
Performance indicators may thus in-
clude the “number of new ideas” sug-
gested (as input measures), the 
“number selected” for further study 
(outputs), the “number or percentages 
implemented” (efficiency), their respec-
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Innovative Marketing: Are you really getting and  
staying ahead? 
By James A. Schauer, MCInst.M., RPM, FCInst.M.  

tive cost benefits 
(cost/effectiveness), ultimately the 
customers or employees’ perception 
of “improved quality, value or use-
fulness,” (service quality) and their 
satisfaction levels 
(effectiveness/outcomes). 
 
The resulting aggregate of overall 
performance may be limited due 
weak links in this chain. Conversely, 
effective measures will provide the 
basis for identifying targets for im-
provement and raise the total im-
pact of services contributing to cor-
porate performance. This wisdom 
may not be new. Yet effective cus-
tomer service quality improvements 
– as all other marketing activities – 
allow no room for half-hearted or 
fragmented solutions. 

 
The risk of ‘not knowing’ 
Figure 1 that follows illustrates how 
the results from performance meas-
urements that are limited to tradi-
tional internal accounting practices 
can only meet the needs of plan-
ning, screening and control. At best, 
this outcome is a superficial ap-
proach to satisfying the basic needs 
for customer services, until competi-
tive market pressures demand a cor-
porate commitment to  
 
 
                continued on page  10 

James A. Schauer 
MCInst.M, RPM, FCInst.M 

The resulting aggregate of overall 
performance may be limited due 

weak links in this chain.   
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including diagnostic measures essen-
tial for innovative service quality 
improvement. 

 

We are here using the same concept 
of PDCA, Shewhart and W.E Dem-
ing’s well known ‘Plan-Do-Check-
Act’, to shift the emphasis from tra-
ditional statistical controls to 
‘understanding  and checking’ the needs, 
expectations and value perceptions 
of customers and end users.   
 
‘Planning’ for service quality im-
provements will be ineffective when 
the vital role of customer-derived 
feedback is missing, while ‘doing’ 
supported only by internal data will 
merely lead to veneer-like improve-
ment of service problems that often 
really didn’t exist to begin with. 
 
Only through hearing and respond-
ing to customer or end user-derived 
diagnostic feedback can we open the 
door to service quality improvement 
that is both, efficient and effective.  
This opening allows existing ser-
vices’ design and delivery to be fine-
tuned and harmonized or re-aligned 

Embarking on any service quality im-
provement project also raises cus-
tomer expectations. 
 
With the best intention to perform 
well in satisfying customer needs, 
managers will invariably deliver ser-
vices at higher levels to play ‘it’ safe, 
without involving customers to assess 
what is really required to begin with. 
Incomplete solutions invariably result 
in ‘hidden’ waste even after massive 
downsizing,  where initial service qual-
ity ‘improvements’ later had to be re-
done and completed. 
 
Often solution create new problems 
where managers are trained to think 
deductively, i.e. they’re good at defin-
ing problems, then seek and evaluate 
different solutions to it.  However, 
involving customers in systematic 
feedback demands inductive thinking, 
where apparent solutions inevitably 
point to ‘hidden’ related problems that 
management did not even know ex-
isted. 
 
Benchmarking:  Can we do better? 
Once an organization has successfully 
embarked on a dedicated path of ser-
vice quality improvement intended to 
‘do better with less,’ for some the in-
evitable question will arise “are we 
there yet?”  For others it will be “are 
we still on the right path” or “can we 
do even better?” The answers to these 
questions can be found in benchmark-
ing. 
 
Benchmarking is the systematic com-
parison of performance elements 
against those of other organizations, 
usually with the aim of mutual im-
provement.  It is the practice of im-
proving an organization’s processes 
and/or services to reflect the most 
significant advancements made by 
others, often in different industries or 
activities.  In addition to a systematic  
 
                continued on page  11 

with progressively changing real 
needs. It also ensures that unimpor-
tant service elements are not improved 
just because data is handy, or the 
process appears to be convenient, 
while service elements of critical im-
portance to customer satisfaction are 
ignored.  

For example, our customer research 
for a major call centre revealed the 
futility of stressing responses to in-
coming phone calls in less than 3 sec-
onds, where most callers were willing 
to wait much longer without adverse 
impact on client satisfaction – if the 
situation was handled properly.  At the 
same time much more important ser-
vice features like consistently provid-
ing “desired information in plain lan-
guage in a positively assuring setting,” 
suffered from significant performance 
‘gaps.’ 
 
There is now sufficient evidence even 
from the original proponents of reen-
gineering to suggest that, by failing to 
appreciate the human dimension 
among external and internal customers 
or end users, the risk of disappoint-
ment from improvement or restruc-
turing initiatives can be remarkably 
high, often in excess of 60%.  From a 
marketing perspective, this result is 
not surprising for several reasons: 

Innovative Marketing 
          continued from page 9 

Figure 1 
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approach, comparison might include 
performance measures, standards and 
targets with those of similar organiza-
tions globally, to answer questions 
like:  
 
“Is our improvement process good 
enough in all areas, compared to 
other organizations engaged in the 
same or similar activities in either the 
private or public sector?”  
 
“How can we benefit from an ex-
change and development of ideas or 
experiences of other organizations 
engaged in the same or similar activi-
ties, even though they may operate in 
other industries in either the private 
or public sector?” 
 
“What can we do to improve our 
performance to improve our com-
petitive market position – efficiently 
and effectively?” 
 
“Should we even continue in this line 
of services?” 
  
Contrary to popular belief, bench-
marking involves a partnership ap-
proach of mutual benefit – it is not a 
panacea for copy-cat solutions or a 
license for stealing others’ intellectual 
property. The subjects that can thus 
be benchmarked include tactics, 
strategies, operations, processes and 
procedures. 
 
Benchmarking can involve partners, 
performance within the organization, 
externally within the same industry, 
nationally, best-in-class or world-
class. In all these applications, 
bench­marking provides a point of 
relative reference for making meas-
urements, to serve as a standard for 
performance management. 
 

Original best-in-class or best practices 
are often attractive solutions to specific 
problems. By adopting these solutions 
without careful analysis and under-
standing of the original problems, 
strategies and tactics leading to those 
solutions, and without fully under-
standing one’s own problems can pose 
a serious risk of falling for the ‘best-in-
class fallacy.’ On the other hand, it’s 
the commitment to improvement out-
comes that really matters and how you 
satisfy your customers, not what you 
call them. 
 
Conclusions  
Innovation simply implies a new way 
of doing things or changing existing 
practices. Measuring innovation is 
determining the degree of change, an 
important, yet relatively simple con-
cept. Creativity, on the other hand, is 
defined in terms of imagination and 
inventiveness. An innovative creative 
solution may never have been seen 
before. When innovation is applied to 
services marketing, the resulting 
changes may be simple; yet simple 
solutions presented in new ways can 
be surprisingly creative. 
 
Benchmarking is a means to this end, 
a catalyst to facilitate learning in a 
business world where learning to learn 
can have a definite advantage over 
one’s competitors. Although most 
business organizations profess to en-
courage innovation and creativity, the 
terms used are often so broad that 
they have little real value. 
 
The old wisdom – “if it isn’t broke, 
don’t fix it”– is sadly out of date since 
it can lead to bureaucratic tendencies 
and stifle both, innovation and crea-
tivity.  Simply doing more of what 
worked well in the 1980s, the restruc-
turing, de-layering and mechanical 
top-down measures will be too incre-
mental in today’s changing, competi-
tive marketplace. Also, they will be too 
slow. 

The new wisdom – “if it isn’t perfect, 
improve it!”– considers the world 
from a different perspective. The 
emphasis has changed from merely 
satisfying customers efficiently, to 
delivering service quality that is also 
more effective in meeting the expec-
tations and value perceptions of cus-
tomers. 
 
Future marketing winners will be 
those who learn how to derive the 
optimum benefits from progressive 
innovative solutions. In turn this will 
encourage a culture allowing them to 
move faster, communicate more 
clearly and involve everyone in a fo-
cused effort to serve their ever more 
demanding customers. 
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Day, Ronald G.,  (1993),  “Quality Func-
tion Deployment – Linking a Company with 
Its Customers”, ASQ Quality Press, Mil-
waukee, WI. 
Scherkenbach, William W.,  (1990), “The 
Deming Route to Quality and Productivity – 
Road Maps and Roadblocks”;  ASQC Qual-
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Eisenberg, Howard, “Reengineering and 
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Resource”, ASQ Quality Progress, May 
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Jim Schauer again draws on his vast experi-
ence as VP Marketing and general manager 
for a major international tour operator, in the 
financial services sector, manager of major 
survey/mapping projects and as marketing 
services consultant to several Ministries in the 
Ontario Government.  He is president of 
Easton Marketing Services Ltd., based in 
Brighton, Ontario.  He can be reached at 
james.schauer@sympatico.ca. 
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Customer Service is recognized as a 
business fundamental and to some 
it’s a competitive advantage. While 
much is written about this subject, 
organizations that have sustained a 
high level of customer service recog-
nize that it begins and grows within a 
customer focused culture, supported 
by an operating structure that clearly 
defines who the customer is, both for 
every employee and for the organiza-
tion itself. The cliché, ‘what goes 
around comes around’, can best de-
scribe the consequence of an organi-
zation’s collective conduct. Some-
times the result of daily activities can 
create negative customer perceptions. 
 
Going Beyond Rhetoric  
Encouraging customer service excel-
lence via customer feedback systems, 
incentives, pep rallies and speeches, 
will provide some benefit. If the or-
ganization has not established the 
culture and structure to support these 
activities, however, the effects are 
usually short term.   
 
To achieve sustainable customer ser-
vice, business leaders must look at 
their organizational structure and 

how customer service is defined and 
delivered. Each job description needs 
to include the specific customer(s) 
each employee serves, either internally, 
externally, or both, and clearly detail 
the expected deliverables: who, what, 
when and how.  This approach im-
proves the organization’s customer 
service by incorporating individual 
accountability. Finance, administration 
and other teams must see their role as 
integral and not supportive or secon-
dary.  Equally important is the process 
of re-defining each job function as 
previously suggested, providing the 
opportunity for everyone throughout 
the organization to understand how 
each function is linked to delivering 
customer service and is a spring board 
to beginning the process of overall 
workflow process improvement.  
 

 
Customer service is an essential ingre-
dient to creating a customer value 
proposition. With a properly designed 
operating structure, organizations can 
pro-actively build an attitude towards 
customers that goes beyond the rheto-
ric of stating that our customers are 
our greatest asset. Customer service 
delivery has now been quantified and 
qualified within the functional job ac-
tivities for every position. Value is 
created by individuals and teams who 

care and give attention to all the little 
things in a never ending process of 
collective improvement. By adopting 
the this approach provides employees 
with a measurable framework to 
work within. 
 
Customer service plays a significant 
role in achieving organizational suc-
cess as human beings are not moti-
vated by logic and reason but rather 
by sentiment. The single biggest mo-
tivator in buying is not facts or data, 
its emotional response.  
Ron 'Doc' Halliday, CEO / Strategic  
Imagineer, MCInst.M. MBA. FCInst.M. 
RPM., CMC.  
doc@twincreekmedia.com 
www.twincreekmedia.com 
 

Institute member’s 
article to be  
re-published 
An article published in the Fall 2008 
issue of Marketing Canada by member 
Oluwabamidele Daniel Adeyemi, 
MCInst.M., will be republished in the  
April 2009 issue of The Singapore Mar-
keter., publication of the Marketing 
Institute of Singapore. 
 
Mr. Adeyemi’s article, Generating 
sales leads, offers an understanding 
of what a sales lead is, and the proc-
ess for generating leads. Articles from 
Marketing Canada are widely read by 
marketers in many countries. 
 
Mr Adeyemi is the Sales and Market-
ing Director with Tabura Global En-
ergy, Lagos, Nigeria responsible for 
business development and marketing 
strategies. He can be reached at 
dele.adeyemi@yahoo.com. 

Organization structure change—prerequisite to  
sustainable customer service 
By Ron (Doc) Halliday, MBA, M.CInst.M., RPM., FCInst.M., CMC 

Ron “Doc” Halliday  
MCInst.M., RPM., FCInst.M 
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We learn from the success of others 
that are often documented as case 
studies and in other forms in acade-
mia, as well as professional literature. 
The failures aren’t given that much 
exposure, but in failures are the real 
world lessons that can teach us to 
avoid such situations in our profes-
sional pursuits.   
 
Continuing improvement 
Lux toilet soap has been serving a 
large Sri Lankan market segment of 
those seeking glamorous beauty soap. 
It has been here for many decades. 
This product regularly goes through 
product improvements that usually 
come with a price increase as well. 
The former, as long as its stocks last, 
would sell alongside the improved 
product due to the price differential. 
Marketing intermediaries and con-
sumers are used to this phenomenon 
as it has been going on for years. It is 
now common practice. Consumers 
see this as an improvement that 
would provide them greater value. 

Over the years, Lux has built a sub-
stantial and envious brand equity over 
other brands.  
 
Although the product changes, the use 
of the brand ambassadors has not. 
There were always the glamorous film 
stars of its country of domicile. While 
Sri Lankan film stars are used for what 
is made in Sri Lanka, Indian film stars 
are used for what is made there. The 
products are harmonized in terms of 
their attributes, aesthetics and SKUs (a 
code that identifies a specific product) 
with minor variations only to satisfy 
bureaucratic requirements such as la-
beling requirements. The PLC 
(product life cycle) of Lux can be esti-
mated to be in the early maturity stage 
hence a potent cash cow. It has sur-
vived perhaps all the five competitive 
forces of competition, intensity, alter-
natives, substitutes, bargaining power 
of suppliers and customers. 
 
Change 
Competing relentlessly in the beauty 
soap sub-category of the toilet soap 
category was Rani Sandalwood soap 
which has for itself a loyal niche of 
those who are attracted to the unique 
fragrance of Sandalwood. Nearly two 
decades ago when Rani was to cele-
brate its 50th birthday, it was forced 
into extensive change. A very senior 
marketer, who retired from Unilever, 
took up appointment heading market-
ing at Swadeshi Industrial Works Lim-
ited, an indigenous company manufac-
turing and marketing Rani Sandal-
wood soap among other FMCGs (fast 
moving consumer goods). He was of 
the view that Rani could seduce Lux 
consumers and achieve consumer mi-
gration, if it was made to emulate Lux 
in many possible ways. That was the 
reason for change. 
 
Following were the changes: 
• The tablet of soap was oval in 
shape and was wrapped in a tissue 

which gave it some personality, but 
the tissue was discontinued; 
• The carton was vertical and it 
was changed to be horizontal; 
• The graphics contained the pho-
tograph of a beauty queen wearing 
the crown. The beauty queen was 
removed and a face depicting a so-
phisticated girl without a crown was 
used; 
• The colour of the pack was or-
ange but was changed and instead a 
wood effect was given to the pack; 
•  Apart from all this the heart of 
the product, the perfume, was 
changed and replaced using a per-
fume with a sophisticated note;  
• It was re-launched as New Rani 
with a new integrated marketing 
communications program; and 
• It retained its famous tag line 
‘Rani the soap of beauty queens. The 
queen of beauty soaps’. Perhaps be-
cause it stood the test of time and 
survived. 
 
Objective 
The objective was to achieve greater 
market share by effecting brand shift 
from Lux and attracting new users. 
Although they expected very good 
sales following the re-launch, to their 
surprise, they saw in the months that 
followed that there was a substantial 
decline of sales and were continuing 
to drop, followed by trade resistance 
to stock. The marketer responsible 
left the company and I took up the 
challenge and joined the company to 
head the marketing division. It was 
‘paradise lost’ and my task was 
‘paradise regain’. The general sales 
manager of the company, who had 
advised against a drastic change, be-
ing a pragmatic field man, briefed me 
in greater detail and we both under-
took to investigate at length. We in-
terviewed marketing intermediaries 
 
 
                continued on page  14 
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such as our stockists, semi-
wholesalers and retailers in different 
parts of the country, as well as con-
sumers using Rani and other brands 
of soap. 
 
Research Findings 
Rani users were found to be very 
loyal. Those who used Rani found 
New Rani wasn’t their favourite 
brand they were used to. It was alien-
ated. Non users targeted saw New 
Rani being no different to Rani. This 
was because all were very familiar 
with the brand. The final analysis was 
that existing users and new users tar-
geted did not buy New Rani. The 
name Rani was associated with San-
dalwood Soap. Another important 
finding was that within the beauty 
soap sub-category Sandalwood soap 
was another sub-category; the pas-
sage of time has helped establish this 
sub-category.  

  
Recommendations 
We recommended that we restore the 
lost features and attributes and bring 
back the brand in its original state 
with the newest beauty queen at that 
time and a new TV commercial. This 
was executed well.  
 
Post re-launch Results 
Within a few months, we were able 
to return to where we were, and our 
sales were improving.  
 

Lessons learned 
One may wonder why, when Lux 
brings about changes it even enhances 
sales, while it was the converse in the 
case of Rani.  
• The first lesson we learned was 
that small improvements are seen as 
value additions while extensive im-
provements are seen as drastic change. 
People do not like change if change 
isn’t necessary. 
• The second lesson we learned 
was; do not change if change isn’t 
what your customers want. 
• The third was what is good for 
Peter may not be for Paul. Always 
carry out market testing before mak-
ing any marketing decisions. We need 
to know what Peter and Paul needs. 
• The fourth was never go for a 
national launch without adequate test 
marketing in a representative but small 
area. 
• Fifth was; be driven by market 
perceptions and not personal percep-
tions. 
• Last, you cannot do in a car what 
you can in a van. 
 
Alternative strategy 
What could have been the course of 
action? The following seem pragmatic: 
• In summary, the primary objective 
of the company was to rob market 
share from Lux. If that was so, then 
we need to emulate Lux with all its 
POP or points of parity and find a 
new POD or point of difference cus-
tomers desire. 
• Rani cannot emulate Lux, as it has 
a strong POD and is a different and 
substantial sub-category. 
• New Rani was seen as a new 
product by existing users and as an 
extension by potential new users. That 
is why present users rejected it and 
didn’t attract Lux users as intended 
The ideal would have been to have 
developed a different brand of soap. 
For example: Mist, in the beauty soap 

sub-category complying with all POP 
of Lux but with unique POD of san-
dalwood fragrance, can be used for 
strategic positioning  and sustainable 
differentiation. However, it must be 
subject to market testing as well as 
test marketing before a national 
launch.  
 
In conclusion it must be stressed that 
marketers must be driven by market 
perceptions and not their personal 
perceptions. The latter is marketing 
myopia unlimited.  

Please contact me at rpmadanay-
ake@sltnet.lk, if you wish to discuss 
this article. 
 
 

Dr. Ranjan Madanayake is Author Strategic 
Marketing Plan – The 12 ‘P’ Model, Sri 
Lanka. Author PCM Study Text, Sri Lanka 
Institute of Marketing. Co-author The Mar-
keting Collectibles, New Zealand & Malaysia. 
Co-author Marketing Skills in Management, 
India. Co-author & co-editor Marketing Per-
spectives, Canadian Institute of Marketing, 
Canada. Honorary member of the Interna-
tional Academic Board, Phoenix International 
University. Country Director,  Sri Lanka and 
Member of Advisory Council Global Market-
ing Network, UK. 
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A product is anything of value that 
can be offered to a market to satisfy 
a want or a need. Product that can 
be marketed includes: physical 
goods, services, experience, events, 
persons, places, properties, organi-
zation, ideas and information. 
 
Product is one of the most impor-
tant elements of marketing mix, 
whether traditional or enhanced. 
The traditional marketing mix ele-
ments are product itself, price, place 
and promotion, while that of en-
hanced includes product, price, 
place, promotion, personnel, proc-
esses and physical evidence, all these 
elements are common with service 
marketing. 
 
Product must be a thing of value in 
use. Without product, there is no 
market because it is the existence of 
product to sell that brings about a 
market. Therefore, product is very 
crucial to the entire concept of mar-
keting, be it tangible {goods} or 
intangible {services}. 
 
Tangible goods are goods that can 
be seen and touched while intangi-
ble goods {services} cannot be seen 
or touched. Tangible goods can be 
stored for further use while intangi-
ble cannot as they are perishable. 

The quantities and qualities of tangible 
goods can be easily ascertained, 
whereas those of intangible goods 
cannot be easily ascertained. Tangible 
goods can be sold far away from the 
point of production, but intangible 
goods cannot be effectively separated 
form the provider. Tangible goods can 
be standardized but  intangible cannot 
be easily standardized because it is not 
possible to produce exactly the same 
standard of service at different peri-
ods. 
 
More goods and services can be called 
products because the objective of con-
suming a tangible product is to enjoy 
the services derivable from the con-
sumption. For example, the purpose 
of purchasing a mobile phone is to 
enjoy the services it provides or status 
provided by the mobile phone. When 
one purchase a car the purpose is to 
enjoy the services of mobility or status 
provided by the car. It is not uncom-
mon to hear people talk about goods 
and services. Yet the marketing strate-
gies applied in marketing them are 
different. This is because while tangi-
ble goods can make do with the tradi-
tional components of marketing mix 
{product, place, price and promotion} 
that of services requires three addi-
tional components which are proc-
esses, personnel and physical evidence 
or facilities which is of  the enhanced 
marketing mix components. 
 
Types of goods\ products   
Goods are of various classes and types 
including industrial goods, consumer 
goods, durable goods and non durable 
goods. Consumer goods are those 
goods that are directly consumed by 
the consumers. Industrial goods are 
that are purchase for use in further 
production e.g. raw materials, tools 
and spare parts and capital goods 

(plant, machinery and other equip-
ment).  
 
Durable goods are goods that the 
benefit cannot be consumed in one 
use such as television, radio set, mo-
bile phone, computer system, and car. 
Non durable goods are goods that are 
perishable in nature, which are con-
sumed at once or little use (soft 
drinks, soaps, perfume, body cream, 
snacks) 
 
It is very important to note that the 
nature of a product will determine the 
marketing strategy to adopt. 
 
Branding and strategy 
Branding is the name, term, design, 
sign , symbol of combination of all 
these intended to give identity to the 
goods and services that are being of-
fered  to the market, and to differenti-
ate them from that of other competi-
tors. 
 
Branding is the art and corner stone of 
marketing because it gives a product a 
form of identity that makes it to be 
easily identified among other prod-
ucts. It is a complex symbol and con-
veys up to six levels of meaning such 
as product attributes, meaning, values 
derived from the use of the product, 
culture (in terms of country origin), 
personality and final user identity. In 
this case, some products are produced 
for  a particular set of consumers such 
as adults only, for men only, for 
women only, for children only, and so 
on. 
 
Branding is such a strong force that 
hardly anything goes unbranded. The 
importance of branding in the field of 
marketing cannot be over emphasized, 
 
                continued on page  16 

Product branding and marketing strategies 
By Emmanuel U. Obinna, B.Sc., ACInst.M 
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The task marketing mangers or brand 
managers face in brand building is the 
tools to use in attracting attention to 
stimulate demand for their products. 
The nature of the product will deter-
mine the kind of tools to use in pro-
moting. Tools include the following:  
 
Public relations and press release  
These are aimed at giving the product 
a good public image and reputation to 
the company. Media include newspa-
pers, magazines, bulletins, handbills, 
and posters. 
 
Sponsorship 
Brands are usually promoted in spon-
sored events like talent hunts, mara-
thon races, and dance competitions. 
 
Factory visits 
Companies can invite schools for ex-
cursions and can promote their brands 
through trade shows, event marketing 
(exhibiting their product brands where 
an event is going on), and visiting 
camps. 
 
Building public facilities 
These include building parks, road 
maintenance, and providing pipe 
borne water for communities. 
 
Societal marketing, mobile  
marketing, sales promotion 
Making use of personalities to pro-
mote a brand name. 
 
Branding strategies 
Another task in branding is the brand 
strategy decision. Branding strategies 
differ as the motive behind the pur-
chase of the product differs. It could 
be functional branding, image brand-
ing or experimental branding. 
 
Functional branding 
This is to satisfy functional needs such 
as washing of cloths (detergent and 
soaps, shaving (after shave lotions),  
 
                continued on page  17 

this is because is very useful to com-
panies (producers of goods and ser-
vices), middle men and final consum-
ers. 
 
Branding makes it easier for the mid-
dle men to process orders and track 
down problems. It also makes it eas-
ier for consumers to make choices of 
purchase and promotes the pro-
ducer`s goods and services. 
 
It gives producers brand name, trade-
mark and legal protection. It helps 
the producer in advertising its prod-
uct features and, to the consumer, it 
creates awareness and brand loyalty. 
 
Branding helps in creating marketing 
segmentation which gives way to va-
riety of goods and services and its 
various uses. 
 
A strong brand helps to build a good 
corporate image and makes it easier 
to introduce new product brands and 
gain acceptance by distributors and 
consumers. It brings about identity, 
that is to say it can make a product 
easily distinguished from other simi-
lar products or substitutes. 
 
Branding poses a lot of strategic chal-
lenges to the marketer and to man-
agement. These challenges are the 
brand name decision whether or not 
they are manufacturers or service 
companies. They must choose a 
brand name for their product for 
strategies and availability. 
 
Individual names 
When the company gives its product 
a name , the major advantage is that 
the company does not tie its reputa-
tion to the product. If the product 
fails in the market, it may not affect 
the company’s image  or name. 

Blanket family names 
Here, the advantage of using a blan-
ket family name is that it is less ex-
pensive because there is no need for 
name research or heavy advertising 
expenditures to create brand name 
recognition. If a manufacture`s or 
service provider`s name is good, the 
product will likely sell. 
 
Separate family name for all  
products 
This is applicable where a company 
produces different product or service 
packages. The company should pro-
vide different family names for dif-
ferent quality lines within the same 
product class. 
 
Corporate name combined with 
individual product names 
Here, the company name legitimizes 
and the individual name individual-
izes the new product. 

Once a company has chosen a brand 
name, there are some qualities that 
the brand name should posses: 
• The brand name should be dis-

tinctive from other brand names 
and substitutes. 

• The brand name should suggest 
something about the product, its 
benefit, and service category. 

• The brand name should not be a 
name that will have a poor mean-
ing in other countries and lan-
guages. 

Product branding and 
marketing     continued from page 15 



pain relief tablets or ointments, to 
quench thirst (soft drinks) Functional 
brands satisfy the customer the most 
if they are seen as providing superior 
performance. 
 
Image branding 
This arises with products or services 
that are difficult to differentiate or to 
asses quality or convey a statement 
about the user. The strategy to adopt 
is to create distinctive design, associ-
ating the product with celebrities, 
thereby creating a powerful advertis-
ing image. Image brands rely heavily 
on “advertising creativity” and “high 
advertising expenditures”. 
 
Experimental branding 
This goes beyond acquiring the prod-
uct. The consumer encounters peo-
ple and places associated with these 
brands in bars, restaurants, zoos, fast 
food outlets, and amusement parks. 
Over time, the brand can further suit 
consumer needs. 
 
Companies can introduce line exten-
sions (existing brand name extended 
to new size or flavors in an existing 
product category (i.e. Panadol and 
Panadol Extra). Brand extension is a 
brand name being extended to new 
product category. Multi branding is a 
new brand name introduced in the 
same product category. New brand is 
a new brand name for a new product 
category. Co branding is a combina-
tion of two or more well known 
brand names. 
 
Brand asset management 
This is the act or process of building 
good brand image by various tools of 
communication. A prospective con-
sumer comes to know about a new 
brand through communication like 
meeting with the company’s person-
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nel, Internet presence and telephone 
conservation. Management must make 
communications positive to help build 
the brands image because negative 
communications will spoil the brand’s 
image. Companies should work hard 
on their brand perception by balanc-
ing their communication expenditure 
through various communication me-
dia, such as advertising, sales promo-
tion, trade fair exhibition, direct mar-
keting, event marketing, consumer 
promotion and internal employee 
communication. 
 
For good product image, management  
should train their employees on good 
customer relation. Companies should 
train employees to hold a product in 
high esteem, to instill the product in 
the mind of consumers. 
 
Companies should also train and en-
courage distributors and dealers to 
serve their customers well.  
 
Brand management should not be left 
in the hands of brand managers alone. 
The entire organization and its dis-
tributors and dealers should be in-
volved. Brand management involves 
teamwork.  

Brand auditing and repositioning 
It is necessary for a company to peri-
odically audit its brand’s strength and 
weaknesses in the marketplace. The 
company will occasionally discover 

that it may have to reposition the 
brand because the dynamic nature of 
the market due to changing customer 
preference and new competitors. 
 
Kevin Keller constructed 10 charac-
teristics of a strong brand. 
1. A good brand excels at delivering 

the benefit that the consumer 
truly desires. 

2. A good brand must stay relevant, 
or change as consumers’ tastes 
changes, and meet market trends 
and conditions. 

3. The pricing strategy of the brand 
must be based on consumers’ per-
ception of value. The price, cost 
and quality must meet or exceed 
consumers’ expectation. 

4. The brand must be properly posi-
tioned in the market to enable the 
company to evaluate how custom-
ers view it in terms of ability to 
meet needs. 

5. The brand must be consistent. 
The marketing program must be 
consistent with consumers’ desire 
to not send conflicting message to 
consumers. 

6. The brand portfolio and hierarchy 
must make sense. It must be well 
understood. 

7. The brand equity must be prop-
erly built. The meaning of the 
brand must be consistently repre-
sented. 

8. The brand manager must conduct  
research on what the consumer 
expects of a particular brand, and 
make it fulfill consumer needs. 

9. The brand must be supported by 
proper research and development. 

10. The company must devise means 
of maintaining brand equity, and 
monitoring it properly. 

 
Packaging and Labeling 
This is another important element in 
a product branding strategy. It helps 
to promote the product in the  
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market place. A well packaged and 
labeled product brings about high 
demand in the market, especially 
when the product meets consumer 
expectation. It also gives the pro-
ducer a good public image. 
 
Packaging can be defined as all activi-
ties of designing and producing a 
container for a product. In the aspect 
of a service providing company, it 
has to do with the processes involved 
in delivering services. 
 
The con-
tainer of a 
product in-
cludes up to 
three levels 
of materials; 
primary 
level (bottle containing perfume), 
secondary level (cardboard contain-
ing bottle of perfume) skipping 
package (containing six or one 
dozen of the pack of perfume). 
Packaging creates convenience and 
promotional value for the product. 
Various factors have contributed to 
the growing use of packaging as a 
marketing tool. Factors include: 
 
Self service: The package must per-
form the sales task, such as attracting 
attention, describing the product fea-
tures, creating consumer confidence 
and making a favorable overall im-
pression. 
 
Consumer affluence: Here, the con-
sumers are willing to pay a little more 
for the convenience, appearance, de-
pendability and prestige of better 
packaging. 
 
Company and brand image: Packag-
ing contributes to instant recognition 
of the company or brand. 

Innovation opportunity: Innovation 
packaging can deliver a large benefit to 
producers and consumers. It will make 
consumers appreciate the product 
more, and this will lead to increase in 
demand and sales to the producer. 
Innovation involves creating exclusive 
designs and the introduction of new 
product benefits to the consumer. 
 
In packaging a product, several deci-
sions have to be made. The first thing 
is to establish a packaging concept 
which will involve size, shape, materi-
als, color, text and brand mark. The 
total packaging concept must be har-
monized with decisions on pricing, 
advertising, distribution and other 
marketing elements. 
 
Before a product is place in the mar-
ket it must be labeled. Label is a sim-
ple tag attached to the product or an 
elaborate graphic design that is part of 
the package. The function of labeling 
is to give the product identity, to en-
able the product to be graded, to de-
scribe the product, and finally to pro-
mote the product through attractive 
graphics. 
 
In conclusion, it is essential for com-
panies to manage their product offer-
ing to the market effectively to con-
nect with consumers demands in a 
dynamic and competitive society. 
Companies should know what the 
consumer demands are and work out 
ways to suite their needs. This will 
improve market share for producers 
irrespective of the nature of the prod-
uct as being tangible or intangible. 
 
 
Emmanuel U. Obinna, ACInst.M is C.E.O. of 
Easyreach and Company marketing and sup-
plying mobile phones and laptops in Ikeja, 
Nigeria. He can be contacted at  
easyema2001@yahoo.com. 

Members meet in 
Manila from Across 
the Globe 
Anthony Raman, MCInst.M., RPM 
and the Canadian Institute of Mar-
keting’s executive director, Grant 
Lee, MCInst.M., RPM met in January 
at the Best Western on Makati Ave-
nue in Manila, Philippines. Mr. Ra-
man was attending business meetings 
in Malaysia and the Philippines while 
Lee was visiting family. 

 
 
 
 
 
 
 
 
 
 
 
 
 

The meeting enabled discussions of 
the Institute’s accreditation of a new  
marketing program to be introduced 
through an existing university in Ma-
laysia. There will be Executive Diplo-
mas in Marketing Practice,   Interna-
tional Marketing  and International 
Business Management. It will be a 
program for working adults leading 
to university qualifications and a vo-
cational qualification from Australia, 
and a validated professional creden-
tial by the Canadian Institute of Mar-
keting. 
 
Each year, the executive director lo-
cates his mobile office to various 
locations in the Philippines Decem-
ber through February. He takes the 
time to study marketing technology 
and to meet with entrepreneurs and 
government officials on a range of 
interests. Opinions and observations 
have been published in past 
issues of Marketing Canada. 
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Introduction 
If senior management is determined 
to make a concerted effort to launch 
a corporate-wide efficiency drive, 
Business Process Re-engineering 
(BPR) is perhaps the best way to en-
sure maximum productivity.  But 
how does BPR differ from traditional 
management skills and strategies? 
 
BPR is described as “the means to 
radically improve performance and 
create sustainable advantage by chal-
lenging and re-designing business 
processes using operational, technical 
and business knowledge and skills”. 
 
BPR requires re-thinking and radi-
cally re-designing business processes 
so that dramatic improvements in 
critical areas of performance meas-
urement such as cost, quality, service 
and time, can be achieved.  Re-
engineering requires a fundamental 
shift in paradigm for most organiza-
tions and individuals. 

Process Improvement and BPR 

Companies in the past merely made 
improvement to existing processes, 
but now BPR requires all the existing 
processes to be re-examined critically.  
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Table 1 highlights some of the key 
differences between process improve  
ment and BPR : 

 

 
Benefits of BPR Application 
Successful application of BPR tech-
niques can enable : 
• a reduction in the duplication of 

work within or between depart-
ments and sections; 

• the removal of “bottlenecks”; 
• the adoption of “just-in-time” 

management to reduce cycle time; 
• the reduction of non value-added 

activities (unnecessary reports, 
reviews and approvals); 

• the automation of value and 
(necessary) non value-added ac-

tivities; and 
• common, cross-functional proc-

esses to be identified and ration-
alized. 

 
Stages of BPR Process 
 
The BPR process typically involves 
the following stages : 
1. Setting process objectives and 

identifying benchmarks and per-
formance standards which can be 
used to evaluate existing and new 
processes. 

2. Formulating a process map (flow 
diagram) of the existing process 
– the “as is” map. 
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By Dr. James Y.W. Tong, Ph.D., D.B.A., CGA., MCInst.M. 

Dr. James Tong, MCInst.M 

Process Improvement Business Process Re-engineering 

• Assumes existing process is  
necessary and seeks to “improve”. 

• Questions the necessity of the 
process and seeks to understand its 
relationship to the end product or  
service. 

• Usually takes place within  
departments or sections. 

• Examines cross-functional  
processes. 

• Seeks incremental improvement • Seeks radical changes. 

• “Customer” needs are rarely  
questioned. 

• Driven by customer needs. 

• Seeks better ways to compete. • Seeks new ways of delivering  
products or services. 

• Technology is used to automate 
existing processes. 

• Technology is used to transform 
processes. 

• Assumes less risk because the 
impact is usually narrowly (and easily) 
defined. 

• Assumes greater risk because  
impact is broadly defined and more  
difficult to anticipate. 

• Limited emphasis on “change  
management”. 

• Heavy focus on “change  
management”. 

• Can be implemented by more junior 
staff. 

• Requires the total commitment of 
all the staff and the strong backing of 
top management. 

Table 1 
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3. Critically analyzing the “as is” 
map in light of objectives, bench-
marks and performance stan-
dards with particular reference to 
the identification of 
“bottlenecks” and the duplica-
tion of work. 

4. Formulating a process map capa-
ble of achieving the required ob-
jectives, benchmarks and per-
formance measures – the “to be” 
map. 

5. The preparation of a process 
manual which documents stages 
one to four and provides and 
account of the enhanced per-
formance achieved by the “to 
be” process. 

 
Conclusion 
Experience has shown that BPR 
techniques can best be applied in a 
“group context” where the free flow 
of ideas is encouraged.  It is impor-
tant to ensure that the relevant staff 
of other departments or sections 
within the organization are consulted 
at all stages especially when BPR 
processes have to be closely exam-
ined and these processes involve 
cross-functional cooperation and 
collaboration. 
 
Dr. James Y. W. Tong is an Adjunct Profes-
sor at Fairleigh Dickinson University, Van-
couver campus, teaching Microeconomics, 
Macroeconomics, Financial Accounting, 
Management Accounting, and International 
Trade.. His doctoral degrees include Doctor 
of Philosophy from the University of Not-
tingham, England, and Doctor of Business 
Administration from the Hong Kong Poly-
technic University. His doctoral research 
theses were in the areas of Quality and Effec-
tiveness of Distance Education as well as 
Business Process Re-engineering. He can be 
contacted at  
jtong@fdu.edu. 
 
 
 

What does green 
really mean? 
 
 
The Competition Bureau, in collabo-
ration with the Canadian Standards 
Association (CSA) released guidelines 
that provide businesses with the tools 
to ensure that green marketing is not 
misleading, while providing consum-
ers with greater assurance about the 
accuracy of environmental claims. 
 
Environmental Claims: A Guide for Indus-
try and Advertisers is a 72-page docu-
ment that addresses commonly used 
green claims and provides examples of 
best practices on how such claims can 
be used by businesses to comply with 
the false or misleading provisions of 
the laws enforced by the Competition 
Bureau. Among other practices, the 
guide states that: 
 
• The use of vague claims implying 
general environmental improvement 
are insufficient and should be avoided; 
• Environmental claims should be 
clear, specific, accurate and not mis-
leading; and 
• Environmental claims should be 
verified and substantiated, prior to 
being made. 
 
Although the Guide is not law, fol-
lowing the best practices outlined will 
help businesses to avoid making mis-
leading claims that contravene the 
laws enforced by the Bureau. The 
Guide will be used by the Bureau to 
assess environmental advertising that 
raise concerns under its legislative 
mandate. For information, visit 
www.csa.ca. 
 
 
 
Source: Perspectives; Winter 2009, Volume 14, 
Number 1, Canadian Standards Association. 

Nicholas  
Di Cuia, MCInst.M., RPM 

building Ferrand  
Communications to 
serve Toronto  
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Cypher International, an environ-
mental products company owned by 
member Norm Burns, MCInst.M 
continues to expand into global mar-
kets. One of his latest successes is 
application of Cypher`s UltraZyme 
for landfills, leachate ponds, sewage 
lagoons, grease traps, sanitation 
cleanup, and waste cells. The product 
has been professionally tested by 
the top environmental test laboratory 
in Malaysia. Cypher’s UltraZyme was 
analysed and tested against com-
petive products from around the 
world with outstanding results in 
every area. 
 
Cypher Malaysia consented to re-
quests to conduct tests on contami-
nated sites, specifically by the devel-
oper of Taman Sri Manja in Malaysia 
where hazardous contamination and 
foul odour was a continuous problem 
that they had been treating with other 
biological cleanup products that are 
commonly used worldwide. 
 
UtraZyme was specified to be used 
to treat these ongoing problems to 
test the effectiveness in solving these 
unmanageable conditions and Cypher 
knows full well that the marketing 
principle of certified proving of a 
product is by far the most effective 
way to penetrate the massive growing 

demand that exists for a high demand 
product such as UltraZyme. Prior to 
using UltraZyme on the ponds, the 
H2S readings were 10 ppm (parts per 
million) to 20 ppm. After using Ul-
traZyme to treat the ponds the read-
ings were immediately reduced to be-
low 10 ppm and now they are nor-
mally only 5 ppm or lower with natu-
rally acceptable odour levels.  
 
It is to be 
noted that 
all labora-
tories used 
by Cypher 
Malaysia 
are accred-
ited by the 
American 
Public 
Health 
Associa-
tion, and 
this credi-
bility in 
marketing 
has paved 
the way for 
further successes in the massive and 
rapidly expanding environmental mar-
ket.  
 
This same marketing strategy has, and 
will continue to be used by Cypher 
throughout the world. Cypher Envi-
ronmental Ltd. employs synergistic 
marketing strategies such as this 
with total confidence on all Cypher 
environmental technologies that it 
produces. 
 
Norm Burns can be contacted at  
aquarian@mts.net . See 
www.cypherenvironmental.com and 
www.cypherltd.com . 

Meaningless 
words and phrases 
used by marketers 
In order to (To) improve written com-
munications, professional marketers 
can take the lead in ridding copy of 
words and phrases that have lost 
their meaning, or simply become 
overused. 
 
Smart marketers never want a level 
playing field. Anyone who has played 
on a well designed football pitch 
would know that the field rises 
slightly along the length to provide 
drainage to the side. This slight rise 
in elevation running the length of the 
field can provide an advantage. As 
marketers, we are applying marketing 
principles to introduce products and 
services into the marketplace for con-
sumption by loyal customers. We are 
always looking for an advantage. The 
last thing we want is a level playing 
field! When a level playing field is 
called for, what we are really saying is 
that we want fair and equitable play. 
Instead of calling for a level playing 
field, call for  fairness and equity so 
people know what you mean and the 
rules are clear. 
 
Does anyone really know what a 
challenge is anymore? According to 
politically correct elected representa-
tives and bureaucrats, Canadians 
have become a challenged lot! We 
used to have problems, and sometimes 
we found ourselves in difficult situa-
tions. Nowadays, we have only chal-
lenges. Problems can be solved and 
difficult situations overcome. Chal-
lenges seem to go on forever. 
 
Someday we may even get away from 
thinking out of boxes and brainstorming 
(must really hurt the organ), and use 
our mind for enlightenment and pur-
pose. It is time to carefully consider 
our messages...AGL (editor). 

Volume 5  Issue 1 

UltraZyme Dosing Point 

New global markets for products 
of Canadian environmental firm 
By Norm Burns, MCInst.M., FCInst.M 

Successful results 



About Us 
Ranil Herath, MCInst.M., RPM 
DeVry Institute of Technology an-
nounced March 3 the appointment of 
Ranil Herath as president of the 
bachelor's degree-granting institu-
tion's Calgary campus. Herath previ-
ously held the position of president 
at Everest College in both Kitchener 
and Hamilton, and was a director for 
the Canadian Business College in 
Toronto, Mississauga and Scarbor-
ough. 
  
"It is a very exciting time for DeVry 
Calgary," explains Herath. "With our 
strong foundation in technology edu-
cation, our expanding bachelor's de-
gree programs in business and our 
flexible on-site and online delivery 
options, we offer a high-quality edu-
cation for Calgarians and Albertans."  
As Calgary's economy changes, 
Herath sees DeVry as a natural fit for 
students looking to expand or up-
grade their knowledge and skills.  
"Alberta's economy has been so good 
for so long, people put their educa-
tional goals aside and just got jobs," 
says Herath. "The reality going for-
ward is that Albertans will need to 
achieve a higher level of education 
and acquire the hard and soft skill 
sets required for career success. 
DeVry Calgary is uniquely positioned 
to provide our students with the nec-
essary career-oriented education 
sought by local employers."  
 
Born and raised in Kandy, Sri Lanka, 
Herath earned an MBA from the 
University of Colombo in Sri Lanka 
and has completed the MBA Essen-
tials for Managers through the Uni-
versity of Toronto. Herath also 
earned an undergraduate degree from 
Delhi University in India and gradu-
ated from the prestigious Trinity Col-
lege in Sri Lanka.  
"We are very fortunate to have some-
one with such a successful track re-
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cord in market-funded education join 
DeVry Calgary," says David J. 
Pauldine, president of DeVry Univer-
sity, which owns DeVry Calgary. 
"Ranil brings the perfect blend of ex-
perience and passion to the job."  
Herath has earned Chartered Manager 
(F.CIM) designation from the Cana-
dian Institute of Management. He is a 
Professional Member of the Canadian 
Institute of Marketing (MCInst.M) 
with RPM (Registered Professional 
Marketer) designation and currently 
serves as Vice Chair on its board of 
directors.  
 
"Ranil Herath is an inspiring leader 
and an enthusiastic member of any 
team," says Grant Lee, executive di-
rector of the Canadian Institute of 
Marketing. "His experience and his 
youthful innovation combine to make 
him an asset to DeVry Calgary." 
DeVry Calgary is well known for its 
technology expertise, but the institu-
tion has grown in recent years to offer 
bachelor's degrees in both business 
and technology, inclusive of liberal 
arts courses in communications, hu-
manities, and social sciences. 
 
 
 
Suzen Fromstein, MCInst.M., 
RPM 
Suzen Fromstein, APR, MCInst.M., 
RPM recently accepted a position as 
the Director of Communications at 
The Investment Funds Institute of 
Canada, the voice of Canada’s mutual 
fund industry. The Institute wanted a 
candidate that combined communica-
tions, marketing and public relations 
skills. Her membership in the Cana-
dian Public Relations Society and the 
Canadian Institute of Marketing 
helped establish her credibility with 
her future employer. She also gave out 
copies of her published article in the 
25th anniversary book of essays, Mar-
keting Perspectives, by professional mar-
keters in the interview. She believes 

that her membership in the Canadian 
Institute of Marketing and Marketing 
Perspectives helped her secure the posi-
tion. 
 
 
 
Oluwabamidele Daniel Adeyemi, 
ACInst.M 
“Dele” Adeyemi been elected as 
member (MCIM) of the Chartered 
Institute of Marketing UK on Febru-
ary 10, 2009. Congratulations Mr. 
Adeyemi. 
 
 
 
Grant Lee, MCInst.M., RPM 
CESO (Canadian Executive Service 
Organization) has granted an over-
seas assignment to Grant Lee. He 
will be travelling to Yerevan, Arme-
nia on March 28 to assist an associa-
tion of small businesses to become 
more effective in government rela-
tions. The work will involve intro-
duction to public awareness/
marketing programs and tools used 
to educate elected representatives in 
several issues plaguing small to me-
dium sized entrepreneurs. Lee has 14 
days to work on the assignment be-
fore returning to Canada on April 12. 
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New Members and Membership Upgrades* (to March 2009) 
 
Professional Member No. 840   William Alexander Basztyk  Toronto, ON 
Professional Member No. 841   Venkatesh Muddebihal   Mississauga, ON 
Associate Member No. 842   Chiemezie Christian Owuamanam Lagos, Nigeria 
Associate Member No. 843   Adeyemi Adebisi Bello   Lagos, Nigeria 
Associate Member No. 844   Adewunmi Adebisi Bello   Lagos, Nigeria 
 

In February 2009, Anthony Raman a 
member of the Canadian Institute of 
Marketing’s Education & Profes-
sional Development Committee and 
International Committee met the 
Institute of Marketing Malaysia 
(IMM). He had the opportunity to 
meet the President of the IMM, the 
Honorable Dato’ Sharifah Mohd Is-
mail and their Vice President, The 
Honorable Datuk Marimuthu Na-
dason. 

 
The lunch meeting provided Mr. Ra-
man the opportunity to promote the 
Institute and its overall activities to 
the IMM. Discussions with Dato’ 
Sharifah involved exploring possible 
areas of cooperation between the 
Canadian institute of Marketing and 
the Institute of Marketing Malaysia 

covering membership activities, train-
ing programs, seminars and confer-
ences. She expressed great interest in 
the Registered Professional Marketer 
scheme of the Institute and was pro-
vided some details on it by Mr. An-
thony Raman. Datuk Marimuthu sug-
gested the possibility of the Institute 
and IMM collaborating on some train-
ing programs and seminars with joint 
endorsements. 
 
Dato’ Sharifah presented the latest 
journal of the IMM to Anthony Ra-
man together with information on 
their various activities. The IMM had 
experienced increased growth under 
the dynamic leadership of Dato Shari-
fah and this is reflected in the various 
figures presented in their annual re-
port. 

ied in the events of an annual con-
gress or conference. Even small re-
gional associations find it very diffi-
cult to build a major event around an 
annual meeting. Because of the great 
distances between Canadian cities 
where most members of the Cana-
dian Institute of Marketing reside and 
the cost of modern travel in Canada, 
the Institute is seriously considering 
holding the 2009 AGM by webinar 
so that attendance is accessible to all 
members, especially those who may 
be affected by the recession. 
 
The Institute’s executive director has 
experience running an annual meet-
ing by webinar. The event can be 
fully recorded onscreen and by audio 
for archiving. It is easy to monitor 
attendees and to vote on motions 
and debate. Today’s technology can 
be used to involve more people in 
annual meetings than ever before. 
 
The Institute’s first webinar of 2009 
held in February paved the way for 
setting up international webinars con-
sidering time zones, technology and 
participation. We learned much about 
what can be easily accomplished by 
hosting a webinar. 
 
The Institute’s Board of Directors 
will be meeting by GoToMeeting 
service in April to discuss the AGM 
and to consider the webinar format. 
Members will be informed about any 
decisions by email. 

Meeting with the institute of  
Marketing Malaysia 
By Anthony Raman, MCInst.M., RPM 

Dato’ Sharifah on the right of Anthony 
Raman and with Datuk Marimuthu on 
his left. 

Annual General 
Meeting—2009 
There are many economists that are 
predicting that Canada’s economy will 
be strengthening through this summer 
and into the fall, and will be recording 
a recovery in early 2010.  
 
Annual meetings of organizations, 
especially associations, tend to be bur-



Canadian Institute of  Marketing Council 
 
Tareq Ali   Chair   St. Michael’s Hospital 
Ranil Herath   President  DeVry Institute of Technology, Calgary 
Joshua Caplan   Past Chair  Marketing Consultant 
Shiv Seechurn   Registrar  Canada Revenue Agency 
Oswald Emmanuel  Secretary/Treasurer Trillium Health Care 
Réal Chabot      TransBio Tech 
Suzen Fromstein     The Write Connections Inc. 
Ron Halliday      Twin Creek Media.  
Susan Hughes      River Cree Resort and Casino 
Prasanna Perera     Marketing Consultant and Trainer 
James Schauer      Easton Marketing Services Ltd. 
Faythe Pal      Hands of Time Inc. 

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 
  – approved 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  
marketing 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  
  approved 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  
Certificate 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. 

Membership  
Requirements 

Winter 2009 

MARKETING CANADA 
Journal of the Canadian Institute of Marketing 
Le journal de l’institut canadien du marketing 

Volume 5  Issue 1 Page 24  



Winter 2009 

MARKETING CANADA 
Journal of the Canadian Institute of Marketing 
Le journal de l’institut canadien du marketing 

Volume 5  Issue 1 Page 25  

 
 

 

 
 
 

 

 

 

  

Marketing Programs Accredited by 
The Canadian Institute of Marketing 

 
Business  
Administration 
Marketing  

 

P.O. Box 1015, Station B 
Toronto, Ontario  M5T 2T9 

T: 1-800-265-2002 
www.georgebrown.ca 

Business Administration—Marketing  
Diploma 

Two-Year Business—Marketing Co-op 
Diploma 

www.georgianc.on.ca 
705-728-1968 

Management  
Certificate  
Program in  
Marketing 
 

1125 Colonel By Drive 
710 Dunton Tower 
Ottawa, Ontario  K1S 5B6 
T: 613-520-2388  F: 613-520-4427 

www.sprott.carleton.ca 

Centre for Continuing Education 
Downtown Centre, 1280 Main Street W., 
Hamilton, ON L8S 4L8 
T: 905-525-9140 

Diploma in 
Marketing 

www.mcmaster.ca 

Bachelor of Business Administration 
(BBA Honours – Four-Year Program, 
Marketing Stream)  

www.nipissingu.ca 

Business – Marketing 
and Business  
Administration –  
Marketing  
Business – Marketing  

1460 Oxford Street, East, 
P.O. Box 7005 
London, ON  N5W 5H1 
T: 519.452.4430 

www.fanshawec.ca 

Diploma Program in Marketing  

P.O. Box 2034, 
Hamilton, Ontario   L8N 3T2 
T: 905-575-1212 

www.mohawkcollege.ca 

Northern Alberta 
Institute of  
Technology 

Marketing Program 
11762 106 Street 
Edmonton, Alberta, T5G 2R1 
T: 780.471.7400 

www.nait.ca 

Business  
Administration 
Marketing Diploma  

N502 Senator Burns Building 
1301 – 16 Avenue – NW 
Calgary, AB – T2M 0L4 
T: 403.284.7248 

www.sait.ab.ca 

Business Administration –Marketing  

2055 Notre Dame Ave  
Winnipeg, Manitoba, Canada, R3H 0J9 
T: 204.632.3960 

www.rrc.mb.ca 

Business Administration – Automotive  
Marketing ◊ Business Administration –  
Automotive Marketing ◊ Business Administra-
tion – Automotive Marketing  

http://thecai.georgianc.on.ca 

 

Business Administration – Marketing 
Business Marketing 

www.confederationc.on.ca 

P.O. Box 398, 1450 Nakina Drive 
Thunder Bay, ON P7C 4W1 
T: 807.475.6110 



Code of Ethics 
The professional marketer 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 membership, to recognize these responsibilities in the  
conduct of their business, and to adhere to the Code of Ethics. All  

members shall be answerable to Council for any conduct which (in the 
opinion of Council) is in breach of the Code and Council may take  

disciplinary action against any member found to be in breach thereof. 

205 Miller Drive 
Halton Hills (Georgetown) 
Ontario Canada L7G 6G4 

W E’ RE ON THE WEB 
WWW. CINSTMARKETING. CA 

T: 905.877.5369 
F: 905.877.5369 
info@cinstmarketing.ca 

To be recognized by business, 
governments and academia as the 

governing and standards-setting body for 
professional marketers in Canada  

Journal of the Canadian Institute of Marketing 
Le journal de l’Institut canadien du marketing 

Suzen Fromstein, President 
 

Advertising  Marketing  Graphic Design  
Media Relations 

Humour (Relatively Speaking Division) 
 

416.699.2949 
Persuade  Motivate  &  Make  Things  Happen 

 
www.writeconnections.to 

 
 
 
 
 
 

205 Miller Drive 
Halton Hills (Georgetown) ON  L7G 6G4 
T: 905.877.5369  F: 905.877.5369 
glee@aglmarketing.com  
www.aglmarketing.com 

 

 

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. 

65 Overlea Boulevard, Suite 112  
Toronto M4H 1P1 
Tel: 416-927-0881 
Fax: 416-927-1676 
www.warne.com 

Marketing Advantage International  
develops products and markets for the 
food and beverage industry. MAI can  

develop branded and private label prod-
ucts to fit the needs of targeted markets. 

 

11 Sherk Crescent 
Ottawa, ON K2K 2L4 Canada 

T: 613.592.1468 F: 613.592.0375 
dennis.c@rogers.com 

http://marketingadv.com 

Higher Diploma in  
Marketing  
Management 
Diploma in Marketing 
Management 

420 North Bridge Road, #02-20 
North Bridge Centre, Singapore 188727 

T: +65 6820-2038 F: +65 6725-8153 

www.lbs.edu.sg info@lbs.edu.sg 

Accredited by The Canadian 
Institute of Marketing 

 Business Administration 
Marketing 
Marketing Diploma 

P.O. Box 631, Station A  
Toronto, Ontario  
Canada M1K 5E9 
T: 416.289.5300 

www.centennialcollege.ca 

Accredited by The Canadian  
Institute of Marketing 

 

www.sheridanc.on.ca 

2009 Host 
 
Mohawk  
College 
 
Hamilton 
November 

 Price: 
Canada 
$10.00 each 
plus shipping  
 
Offshore  
 $CAD 15.00 
each plus 
shipping 
 
To order, see 
the Canadian 
Institute of 
Marketing Web 
site. 

Business Administration –  
Marketing (Co-op) 

Business Administration—
Marketing 

100 College Drive , PO Box 5001  
North Bay, Ontario P1B 8K9 

www.canadorec.on.ca 


