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Distinguishing three catego-
ries of customers can help 
you concentrate efforts on 
your most profitable, loyal 
customers. 
 
“It is said that it takes 6 
months to win a new cus-
tomer and 6 seconds to 
loose one.”(1) 
 
“Getting sales is a costly ex-
ercise, but losing customers 
is even more expensive.  The 
percentage of a company’s 
turnover spent on sales and 
promotion budgets can 
range anywhere from 2% to 
40% depending on the type 
of product or service the 
company is selling.”(1) 
 
“There is no question that 
increasing customer reten-
tion is ‘the foundation for 
profitability and  

sustainability’. Indeed, a five 
percent increase in customer 
retention will change the 
profitability of a business by 
at least 25 percent.”(2) 
 
Three categories 
By dividing your customers 
into three categories “it is 
easier to distinguish which 
customers you should con-
centrate on, and which ones 
you should waste no further 
time with.”(1) 
 
The three main categories 
(as shown in the illustration) 
are: 
 
C -Customers who will buy 

from anyone. They are 
not loyal and are always 
looking for the best price 
and delivery. 
(Fortunately many com-
panies have found that it 
saves money to decide 
on two or three accept-
able suppliers rather than 
having purchasing get 
quotes from everyone in 
the field, so the buy from 
anyone and everyone is 
disappearing). 

 
B - “These customers will 

use two or three compa-
nies and will choose to 
buy from the one that 
offers the quickest, most 

efficient and friendly 
service. They are more 
loyal (than “C” category 
customers) and will usu-
ally use the same compa-
nies to buy from.”(1) 

 
A -“This is your core cus-

tomer” The one to at-
tract and keep. “A” cus-
tomers represent the 
20% of your customers 
who provide 80% of 
your revenues. “This 
“loyal customer will stick 
to one company to buy 
from as long as they are 
treated professionally, 
and that the company 
provides a reasonably 
quick, efficient and per-
sonal service.(1) 

 
“The personal service” is 
what they like. This entails 
the company knowing the 
customer’s name, company, 
and purchasing history. This  
loyal customer “feels com-
fortable and at home 
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dealing with your company and is slow to 
change.” 
 
An interactive database is essential to pro-
viding sales with quick access to customer 
relationships. To be fully effective it must 
be personal, focusing on the key individuals 
involved on the customer side as well as the 
customer company. 
 
How to choose a customer 
“We really don’t (choose customers) – they 
choose us. However, we can choose 
whether we wish to keep them or not,”(1) or 
the level and type of service we wish to 
provide to them. 
 
Decide on “the profile of the customer you 
wish to attract and hold.  This will save 
time and money in unproductive and fruit-
less sales approaches.”(1) 
 
“Companies like to choose customers who 
pay their bills quickly and on time. Custom-
ers who are dilatory in payment of their 
bills can be frustrating and expensive in 
terms of trying to collect their account and 
in the loss of time value of money spent in 
waiting to receive payment. This is one of 
the main reasons why companies choose 
not to do business with certain custom-
ers.”(1) 
 
Discounts for prompt payment normally 
generate response from customers who pay 
their bills regularly. Carrying charges or in-
terest payment should be levied against the 
slow payers. 
 
Keeping customers 
“There is no substitute for ‘keeping in 
touch.” To “have your customer deal with 
you more often. To encourage your cus-
tomer to buy more from you.”(1) This may 
be a simple philosophy, but it works. 
 
Jim Holden in World Class Selling identifies 
the causes of loosing a customer as: 

Choosing and keeping customers 
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1. The customer dies  1% 
2. The customer moves 3% 
3. A friend of the customer 

emerges as a competitor 5% 
4. The competition converts 

the customer to become 
their supporter  9% 

5. The customer becomes 
dissatisfied   14% 

6. The customer believes 
that the supplier company 
doesn’t care   68% 

 
Taking points 5 and 6 together you find 
that 82% of customer loss comes down to 
you and not some insurmountable problem. 
 
“Most of the practitioners and writers on 
the subject of winning and keeping custom-
ers have some succinct advice: 
• Listen to your customers 
• Help your customers 
• Reward your customers 
• Advise your customers 
• Be a partner to your customers 
• Just think of how you feel when you 

are a customer (especially if you get 
poor and indifferent service).”(1) 

Keeping in touch 
“The key is the value of the contact. The 
customer is more concerned with the con-
tent of the contact than the method.”(2) 
 
“The new sales paradigm embraces… lever-
aging the high cost of personal sales contact with  
other, lower cost, contact methods to provide the 
highest value to the customer and the most cost  
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effective approach to selling.  It involves an 
integrated plan of communication con-
tacts of value.”(2) 
 
Keeping in touch can be enhanced by 
phone, e-mail, direct mail, newsletters 
and fax between personal sales calls.  
The key is personal service through con-
tacts of value. Let your customers know 
about new products and services, 
changes to personnel and policies 
(especially credit and payment). 
 
E-mail can be extended to “B” custom-
ers to keep them in the loop and to help 
upgrade them to “A” whenever feasible.  
Although “C” customers will generally 
come to you for quotes, they should 
know about those significant new prod-
ucts or services that might affect their 
purchasing practices. 
 
Reward your customers 
Personal help to customers is an essen-
tial part of selling engineered products. 
Helping them solve problems is the re-
ward. 
 
In consumer products, Estée Lauder 
built a worldwide business by always 
giving you another product when you 
bought one of her cosmetics. 
 
Loyalty cards, discount cards, money-off 
coupons, quizzes and competitions are 
established retail rewards. 
 
 
 
 
 
 
 
 
 
 
 

However, in most business-to-business 
selling, personal service and help is the 
key. “Your customers should always 
enjoy – and value – doing business 
with you and this should be one of 
your main objectives.”(1) 
 
Sources: 
1. J. Brendan O’Reilly, Chief Executive, 

Sales Placement Ltd. 
Fellow of The Marketing Institute of 
Ireland, 
Fellow of The Chartered Institute of 
Marketing (UK) 

2. Victor L. Hunter, President, Hunter 
Business Direct Inc., 
Milwaukee, WI as quoted in Warne’s 
Marketing No.1 1998, 
“The New Sales Paradigm” on 
www.warne.com 

 
 

Choosing and keeping  
customers……………….continued from page 2 

the seminars and encourage marketers 
to attend. 
 
This year we have increased our in-
vestment in the seminars by fielding 
our Chair, Joshua Caplan, MCInst.M 
and Shiv Seechurn, MCIM, 
MCInst.M. our Vice Chair and Regis-
trar to present papers. 
 
Josh is presenting a paper on explor-
ing ways of making competitive intelli-
gence a more powerful resource for 
executive decision-making.  
 
Josh is a Business Development & 
Communications Specialist at Array 
Systems Computing Inc. Over the last 
ten years, he has had the opportunity 
to work in a diversity of companies 
and gain vast experience building busi-
ness-to-business marketing strategies 
and refining marketing intelligence 
practices in the North American of-
fice products and information tech-
nology sectors.  
 
Shiv is presenting on using and under-
standing marketing surveys for better 
customer segmentation. The session 
focuses on communications with cli-
ents through customer surveying. 
 
Shiv is a Chartered Marketer with the 
Chartered Institute of Marketing, UK. 
He has lectured several marketing 
courses, including those of the CIM 
UK. Shiv has held several positions in 
marketing and management in Sey-
chelles and Mauritius. He is currently 
employed with Revenue Canada. 
 
To register for the seminars, contact 
Federated Press at 1-800-363-0722. 
You can view the programs at 
www.federatedpress.com 
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Federated Press 
seminars  
endorsed by 
CInst.M 
Members of the Canadian Institute of 
Marketing located in the Greater To-
ronto Area have an opportunity to re-
fresh their knowledge in marketing re-
search, and sales and marketing intelli-
gence. These two programs are being 
presented by Federated Press on June 9 
and 10 at the Sheraton Centre Toronto 
Hotel at 123 Queen Street West 
(Toronto). 
 
The Institute has forged a partnership 
with Federated Press to help promote 
 



 

 

Modern business has evolved in 
many ways from the days of old. 
One of the major issues, which 
strategists and analysts have come 
to accept, is that the days are long 
gone when structure was fixed 
before strategy. Today analysts 
agree that structure must follow 
strategy. This has rearranged the 
modern organization in some very 
profound ways. There are, how-
ever, some contrasting views on 
this subject. 
 
There has been no rearrangement 
at all, just a return to the original 
reasons why certain business de-
partments were set up. Over time, 
the functions of departments and 
business units have floated into 
each other and become fuzzy. 
Many of these units have wan-
dered off their major functions 
into others. Sometimes this is so 
serious that they lose their major 
focus entirely, and end up med-
dling in areas they are not compe-
tent in handling. A good example 
is finance and human resource 
functions. Many human resource 
departments (formerly called per-
sonnel departments) are sub-

sumed under finance departments. Over 
time, heads of finance end up handling 
HR and usually there is chaos, because 
the two are very different, and expertise 
in finance and accounting is by no means 
a qualification to manage HR. 
 
Similar things happen between operations 
and finance, and sometimes even inter 
departmental overlaps occur in ways that 
can cause problems (i.e. between finance 
and accounting). Although the two be-
long together somewhat, they are actually 
quite different. One deals mainly with the 
recording of financial transactions, whilst 
the other is primarily about engineering 
corporate fiscal policy, or the manage-
ment of the corporate treasury. Many 
companies make the mistake of confusing 
the two. 
 
A strategic imperative for achieving suc-
cess efficiently requires that resources are 
applied in their optimal roles; various 
units should be made to do what they do 
best, instead of dissipating energy and 
resources in areas where others can func-
tion better.  
 
This paper revisits the original roles of 
the key functional areas, and shows how 
they work together to bring corporate 
success. 
 
Most organizations revolve around 4 key 
functional areas that when well under-
stood and managed, deliver the required 
results, and strategy will determine 
whether there will be changes. These ar-
eas are: 
 
• Human Resources 
• Operations 
• Marketing 
• Finance 

 
Other functions would include: 
• Information and Operations Tech-

nology 
• Administration 
• Accounting 
• General Services 
 
Human Resources (HR) 
HR’s basic strategic function is to ensure 
that the right people are recruited, main-
tained and motivated to deliver optimally, 
according to corporate strategy and ob-
jectives. 
 
HR should ensure that the company’s 
strategy is optimally prosecuted by ensur-
ing that all the human resources needed 
are in place. As much as possible there 
should be no disruption because of HR 
inadequacies or problems. ‘The right peo-
ple for the right jobs at all time, and en-
suring motivation and a balance of chem-
istry, instrumentality and expectancy. 
 
After the organization’s reasons for exis-
tence have been determined, the first and 
most important task is to find the people 
who will deliver the results required. Hu-
man resources are the most important of 
all corporate resources. The task of HR is 
to find the right people to begin with and 
as time changes, to ensure that the or-
ganization always has its right comple-
ment of people to perform the job. These 
people must be well motivated and their 
productivity optimized by ensuring that 
they have whatever they need for best 
performance. As things change, HR must 
stay abreast and ensure that the company 
is prepared for the future. Through train-
ing and development activities, the future 
human resources required must be pro-
vided. 
                                                    continued on page 5 
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HR should have a strategic focus. It 
must look at the business and set 
things in place that ensure optimality. 
It must set procedures that foster high 
productivity and employee satisfac-
tion, and change as times change. HR 
must set the rules for best perform-
ance and satisfaction. It must not just 
interpret old rules and procedures 
which have little or no contemporary 
relevance, and it must seek to improve 
them and ensure they promote well-
being and productivity in the work-
place. 
 
HR should seek higher levels of mo-
rale and productivity by constantly 
reviewing the conditions under which 
people work with an eye on the sur-
vival and profitability of the company.  
 
The Dangers 
HR is not personnel management; 
there is a world of difference. HR can 
however slip into personnel manage-
ment which is mostly to apply rules 
without much thought. HR can easily 
slip into policing people instead of 
empowering them. It can end up inter-
preting and applying rules which were 
made for a different era and under 
different circumstances that do not 
apply currently. HR can leave its facili-
tating role and use its powers as con-
trol mechanisms to wage personal or 
departmental wars.  Instead of em-
powering through good employee wel-
fare systems, HR can use the with-
holding or selective application of 
these to exert power to influence cer-
tain outcomes. 
 
People should determine whether HR 
is doing well, and not Vice versa. 
Many things can lead to people not 
doing well. HR must be the advocate 
to find these, and suggest changes. For 
example, if workers are hurting be-

cause of bad seating or getting sick 
because of bad working equipment, 
HR must play advocacy roles and help 
to bring about change. If these are not 
done, workers won’t do well. The final 
effects of HR action will show in 
worker morale and productivity. 
 
Ironically, when the symptoms of HR 
failures materialize in worker agitation, 
HR is requested to deal with it by even 
more strong handedness. Management 
should recognize that these are results 
of systemic failure, and usually the 
culprit is HR. Management should 
therefore seek answers by diagnosing 
what went wrong, and usually it will 
lead to HR failures. If this is so, man-
agement solutions should be found, 
and HR asked to implement them 
instead of asking HR to deal with such 
situations. Management solutions will 
show where the problem is coming 
from, and whether the HR people can 
bring solutions or they are the prob-
lem. If they are the problem, then put-
ting them in charge of solving it will 
lead most likely to cover ups and 
blaming others. It is likely that HR 
staff would take measures that create 
more heat that light, tension and not 
solutions. 
 
 

 
 
 

Operations (OPS) 
Operations represent the central core of 
the organization. This is where we do 
what we are set up for. Everything must 
relate to OPS. Our business aim is to 
ensure that we achieve excellence in this 
area. This is what constitutes our core 
business. If we succeed elsewhere and 
fail here, we have failed.  
 
OPS should ensure that our core busi-
ness is conducted to the highest stan-
dards possible. The duty of OPS is to 
stabilize the business, and ensure that 
our core business is healthy. 
 
Marketing  
Modern companies have realized that 
the neglect of this area in the past was a 
mistake that led to stagnation and loss of 
market share and profit. Most modern 
companies have even moved from mar-
keting (which is focused on meeting cus-
tomer needs at a profit) to Business De-
velopment which is to ensure that mar-
keting is conducted in a way that 
matches internal capabilities. This there-
fore works to build the capacity to de-
liver what is promised to the client, and 
to ensure that a CRM system is in place 
for the creation of long-term clients who 
yield the most profits. 
 
Business development is the engine of 
growth. This is where the company’s 
future is built. No other area is primarily 
responsible for growth. 
 
Growth strategy must de developed and 
implemented within the purview of busi-
ness development. Whether by product 
development and enhancement, market 
share development, alliances and acqui-
sitions, aggressive marketing of existing 
products, business development has the 
role to ensure that the business grows. 
 
 
 
 
                                                   continued on page 6 
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Prasanna Perera 

competence in finance means compe-
tence in HR management. HR people 
may end up interpreting rules instead 
performing their strategic role of opti-
mizing them. They end up doing ad-
ministrative work instead of strategic 
work. 

 
Information technology, Accounts, 
Administration, and General Services 
can be easily placed in wrong places. 
 
Modern companies are realizing that a 
competence in finance does not imply 

Finance  
This area has gained in importance in 
recent years. In the past, it has been 
fused with administration and accounts, 
which many modern companies are real-
izing is a mistake. The finance function 
is broad and extremely important, re-
quiring focused attention. 
 
The aim is to ensure that the organiza-
tion’s funds are well managed because 
the aim of business is profitability 
through core operations and prudent 
financial management. 
 
The key finance function is the manage-
ment of debt and cash. It is also to en-
sure that funds are made available for 
the performance of the company’s core 
functions and growth.  
 
There is a clear danger if this role is not 
well appreciated. Historically finance 
people have tended to focus on the 
maximization of investment revenue, 
sometimes at the expense of operational 
revenue. Because of investment uncer-
tainty, finance departments have tended 
to focus on cost (outflows) without 
commensurate focus on revenue poten-
tial (possible inflows) from operational 
activity, and marketing. 
 
The finance function must be to em-
power the organization financially 
through prudent management, which 
includes adequate release and apportion-
ment of finances when and where they 
are needed to ensure the growth of the 
organization primarily through its core 
operations. 
 
Other important functions 
It is important to note that other ancil-
lary functions, though important, are 
usually misplaced and encumber the 
core function. HR may be added to fi-
nance, and it is wrongly assumed that 

a competence in HR management, 
and whenever HR loses its strategic 
focus, and falls to just administering 
rules, it dampens morale instead of 
building it. That leads to discontent.  
 
It is also a fact that Accounting is dif-

ferent from Finance, and although 
those functions belong together, they 
have separate roles and importance. 
Finance is the management of cash 
and debt with the aim to financially  
 
                                              continued on page 7 
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Operations 
•Ensuring a healthy core business (best prac-

tices in the business) 

•Leading the other departments to know how to 
enhance operational excellence 

 
Other 
Information technology  
General services  

Marketing 
•Growth through 

•Excellence in sales and client service 
Acquisition, Retention, Client satisfaction 

•Product innovations (enhancements and devel-
opment) 

•Development and use of Market intelligence 

•Analysis and pursuit of strategic alliances  

•Corporate image enhancement and PR  

HR 
•Right people in the right jobs  

•Ensuring a harmonious environment  

•Team building and fostering  
   productivity  

•Creation and maintenance of inspiring culture 

  

Finance 
•Cash and debt management  

•Optimal allocation of resources  

•Financial empowerment of the organi-
zation 

•Profitability through prudent fund man-
agement  

•Accounting and record keeping 

Support services 
•Book Keeping and ensuring proper 

record keeping 

•Ensuring a good working environ-
ment  

•Providing support for all organiza-
tional functions  



 

 

empower the organization’s main op-
erations, whilst Accounting’s primary 
role is essentially recording of transac-
tions as part of a good governance 
system so managers and stakeholders 
know what is happening at all times.  
 
Modern business managers are finding 
that the basic requirement is to under-
stand that each of these roles is impor-
tant, and to give it enough room to 
deliver. It is always crucial to define 
the deliverables from each unit to 
measure it. As was mentioned earlier, 
structure should follow strategy so 
that each organization may choose 
unique ways to arrange these to suit 
their strategy. But the fact remains 
that they are important and different, 
and the old way of bunching them 
together has to give way to a more 
efficient results-based system. 
 
One approach could be to separate 
the Finance department from HR de-
partment, and group Finance and Ac-
counting, in one department. HR and 
General Services and Administration 
could be grouped in another.  
 
I.T. should be semi autonomous, but 
because it is closely related to, and 
directly affects operations, it should be 
placed under Operations.  
 
In all cases effectiveness in delivering 
results should be paramount, and 
structure must always follow strategy. 
 
Why marketing strategy should be 
the beginning and end of all corpo-
rate strategy 
1. Everybody is selling something to 

someone, whether products ser-
vices or promises, or performance 
(even politicians). Selling has 
interrelatedness for the HR, strat-
egy and marketing functions. The 

need for having marketing influ-
ence these functions can  not be 
underestimated. 

2. Whatever you do must be to sat-
isfy the one you are serving, or 
you will lose your trade. The 
buzzword in marketing is now 
value—capturing it, nurturing it, 
and delivering it. Value-based 
marketing is now the mainstay of 
most successful global brands. 

3. All internal activity must be tai-
lored to fulfilling the marketing 
promise made to the customer 
(HR, operations, finance etc). 
Sound internal marketing is now 
the key to any external marketing 
success 

4. The marketing promise is the rai-
son d’être for starting the com-
pany. What product or service do 
you produce, and who does it 
help? This becomes the marketing 
promise 

5. After the promise, managers have 
to find the people who can make 
it happen and deliver the promise 
to the target (i.e. HR) 

6. HR then has to find the other 
factors of production to combine 
them and meet the promise. That 
activity, which directly produces 
the goods or services, is the core 
operation of the organization. 

7. The marketing process never 
ceases. After making the promise 
and getting operations to create 
the service or product, marketers 
have to get the word out that “we 
actually have the means to fulfill 
our promise.” Marketers have to 
publicize the products, and show 
people how and where to obtain 
the service and information. They 
also have to show how to use 
products and services for best 
results using education. Marketers 
have to show why their com-
pany’s service is better than oth-
ers, and why the client should 
choose their company ( promo-

tion). Once operations have done 
their job, marketers have to pro-
vide feedback, corporate intelli-
gence, and information about 
where the service doesn’t meet the 
promise made. They have to work 
with management (not just opera-
tions) and wherever needed, to 
help fix the problem. Marketers 
also have to propose ways of en-
hancing the products and creating 
a higher satisfaction for the client. 

8. The reason for business is to pro-
vide a service for profit or some 
gain. Usually this is measured in 
monetary terms. Regardless of all 
that marketers and others in the 
company will do, if the finances 
of the organization are not man-
aged well, the ultimate gain will 
not be realized. Every step of the 
process requires financing and this 
has to be planned phased and im-
plemented professionally and effi-
ciently. The finance function is 
key, but its mandate should always 
be kept in focus. Finance is an 
enabler and should always be so. 
It should never be the controller 
of what will be after the promise 
is made, although finance arranges 
the means to achieve it. The fi-
nance function should not over-
ride the promise made to the cus-
tomer — it must enable it. These 
warnings are apt because it is very 
easy for finance to assume a con-
trolling role because that is where 
the purse strings are controlled. 
This is wrong. Finance people 
must seek to manage the treasury 
of the organization in a way that 
supports its operations, and not in 
a way that controls it. When con-
trol instead of support happens, 
the organization becomes “cost 
paranoid” and usually atrophies. If 
the finance function is well per-
formed, the organization is  
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empowered to deliver—it is en-
abled. On the other hand the fi-
nance function can lead to a situa-
tion of blackmailing in the organi-
zation; using the refrain “no 
money.” This must be avoided. 
Senior management must always 
be in charge of finance to prevent 
blackmailing. Finance people must 
also appreciate that their only job 
is to manage well to prevent the 
refrain “no money.” Whenever 
“no money” becomes the song of 
that department, then manage-
ment is failing, and finance is fail-
ing. To simply receive and spend 
money is not finance! Nobody 
needs a CA to do that. Finance 
however manages to grow money 
and use money to cover what is 
required. That is financial engi-
neering, and that requires qualifi-
cations and skills. If your finance 
people keep saying “no money,” 
ask whether they are managing it 
properly. 

 

 
If these separate units work together 
well, you have a well oiled machine for 
success. The procedure is that man-
agement must set the promise. It then 
finds the human resources to deliver. 
HR finds the operational means to 
deliver and marketing keeps clients 
satisfied, as finance supports opera-

tions through management of money. 
The operations department is the center 
of the business and everyone has to 
relate to it. Operations itself is however 
subject to management which can cause 
a change in direction. Such changes in 
direction can be brought about by mar-
ket changes. Each  functional area, 
therefore, can affect the other, but the 
structure must be kept to ensure opti-
mal performance. 
 
Robert Hinson holds a bachelors, post graduate 
Diploma and an MBA in marketing. He is a 
Chartered Marketer and a lecturer in the Market-
ing Department at the University of Ghana Busi-
ness School. He is a marketing consultant, is pub-
lished, and presented conference papers on a wide 
range of topics including Service Marketing, Mar-
keting Communications, Behaviour Change Com-
munications, Technology and Banking, and, The 
Internet and Exporting. He can be reached at 
rhinson@ug.edu.gh 

MARCOM is in its 7th year. The Ca-
nadian Institute of Marketing has been 
a sponsor for the last 3 symposiums. 
The core focus of MARCOM is help-
ing public sector and non-profit pro-
fessionals get better results from their 
marketing initiatives. The two-day 
event addresses almost every facet of 
marketing in a public sector environ-
ment from branding and integrated 
marketing communications to social 
marketing, e-marketing and leveraging 
better results through partnerships. 
MARCOM works closely with and 
Advisory Council of public sector mar-
keting experts to ensure that content is 
timely, relevant and transferable across 
all public sector jurisdictions. 
 
Attendees include directors, managers, 
advisors, and officers who work in 
federal, provincial, municipal govern-
ments, crown corporations / agencies, 
special operating agencies, non-profit 
organizations and associations respon-
sible for all aspects of a marketing pro-
gram and its success. 
 
The Canadian Institute of Marketing 
participates with an exhibit booth and 
members who facilitate round table 
sessions and introduce speakers. 
Round table sessions include conduct-
ing market research—data mining, 
pro-active media relations, branding 
strategies, direct marketing techniques, 
CRM and internet/Web technology. 
 
The Institute uses the round table ses-
sions and speaker introduction oppor-
tunities to help position our member-
ship as professional marketers, and the 
Institute as the governing body for 
professional marketers in Canada. Ac-
tivity at our booth includes member-
ship inquiries and fielding questions 
about what constitutes professional 
marketing. 
 
For information see www.marcom.ca 
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CInst.M  
a sponsor at 
MARCOM 2005 
— Canada’s premier  
marketing 
communications  
symposium 

MARCOM 2005 is being held April 26 
to 27 at the Ottawa Congress Centre 
(Ottawa). The symposium brings Can-
ada’s top marketing minds together to 
connect, pause and discuss key trends 
and issues related to marketing in the 
public and non-profit workplace to 
develop innovative solutions for to-
day’s service delivery challenges. It will 
examine the evolving role of marketing 
in the public domain and how an inte-
grated marketing approach can contrib-
ute to an organization’s mandate and 
fundamental business processes. 



 

 

What are marketing strategies and mar-
keting tactics, and where do strategic 
marketing and tactical marketing come 
in? What is the marketing process? These 
are some of the questions that inter-
ested me in the subject when I was 
doing my literature reviews. So here is 
my effort to answer them: 
 
My five-stage model to practise mar-
keting is:  
• Marketing information and analy-

sis 
• Marketing priorities 
• Strategic marketing 
• Tactical marketing 
• Administrative marketing 
 
This marketing process is common 
to all of the following, which for con-
venience will be referred to as the offer-
ing: 
• Fast Moving Consumer Goods 

(FMCG) 
• Slow Moving Consumer Durables 

(SMCD) 
• Business to Business Products 

(B2B) 
• Business to Customer Products 

(B2C) 
• Services, Ideas and Concepts, Per-

sons and Organizations  

However, although the process remains 
the same, each different solution will 
need a product specific perspective. I 
will attempt to address a very general 
process.  
 
The marketing information and analysis 
stage is the first stage where the mar-
keter will organize to gather informa-
tion from the external marketing envi-
ronment, and the internal environment, 
and thereafter analyze its prospects. 
This is simply to analyze whether the 
external needs can be matched by inter-
nal resources, or in an existing business 
to ascertain whether it is happening and 
what other opportunities are available. 
 
Having done that, the marketer can 
move to the second stage of deliberat-
ing its priorities. Here the marketer 
(with the information available) will 
identify key issues and make a set of 
assumptions. Having done so, the next 
will be to focus on an appropriate vi-
sion – what it must be over a period of 
time, and then determine a mission to 
realise that vision. To drive the mission, 
we then need to set goals, and to 
achieve those goals we need to have 
specific, measurable, attainable, results- 
oriented and time-oriented (SMART) 
objectives. 
 
The third stage is strategic marketing, 
which is about segmenting markets, 
targeting one or more market segments, 
differentiating the offering from others 
in the market, and deciding the most 
simple way of positioning it in the 
minds of the target market and other 
stakeholders – which is the marketing 
battle field. Having decided on the stra-
tegic elements, which are long term, we 
then have to decide on the tactical ele-
ments as to how we are going to de-
velop, value, deliver and communicate 

our total value proposition to the tar-
get market, hence we come to the 
fourth stage — tactical marketing. 
This is the stage at which we adopt the 
marketing-mix, which evolved as 4 P’s 
and later expanded to 7 P’s, the latter 
fulfilling the needs of the service in-
dustry.  
 
In the fifth and final stage, which is 
administrative marketing, we develop 
the strategic marketing plan and there-
after move into action where we im-
plement it and control it. This in brief 
is the marketing process. 

Strategic Marketing  
Strategic marketing is the long-term 
course of action that an organization 
decides on to drive its marketing pri-
orities, which are its vision, mission, 
goals and objectives. To ascertain an 
organization’s objectives it can use the 
Ansoff Growth Vector Matrix, which 
is about products and markets. They 
are: 
• Market penetration 
• Product development 
• Market development 
• Diversification 
 
Once this stage is accomplished the 
marketer can then move on to decide 
on the strategic elements: 
 
• Segmenting markets 
• Targeting markets 
• Differentiating offerings 
• Positioning offerings 
 
This is the most important stage in the 
marketing process, not that the others 
aren’t, but this is more important due 
to its long-term nature.  
     
                                              continued on page 10  
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Strategic elements should not be sub-
ject to frequent change, and should be 
managed prudently and wisely. One 
cannot run a positioning at launch and 
suddenly reposition it in just a few 
months later at growth. It will confuse 
the target market – thereby confusing 
positioning.  
 
The first aspect of this stage is seg-
menting markets. Today the dairy milk 
powder market is highly segmented. 
Not only do they segment people as 
those who need low fat, need high 
calcium etc., which we term as needs- 
based segmentation, children are also 
segmented by age referred to as demo-
graphic segmentation and different 
products are positioned. They have 
also identified a new segment – those 
who want ‘instant’ or a milk powder 
that dissolves instantly and com-
pletely. Very broad classifications of 
segments are:   
 
• Geographic – country, region, 

city, urban, rural, density, climate 
• Demographic – age, family size 

and life cycle, gender, income, 
occupation, education, religion, 
race, generation, nationality, social 
class  

• Psychographic – lifestyle, per-
sonality, sophistication 

• Behavioural – occasions, bene-
fits, user status, usage, loyalty, 
readiness stage, attitude towards 
product 

 
Once the segmentation process is 
completed, the decision as to which 
segment or segments to serve must be 
made, because no product is ideally 
suitable for all segments. Even though 
the former CEO of Coca Cola, 
Roberto Goizueta saw people drinking 
water as a distinct segment and an 
opportunity, and water as a competi-

tor, they segmented the thirst market 
to serve them with non-Cola products 
such as Fanta and Sprite.  This is tar-
geting and the process broadly is:  
 
• Single-segment concentration – 

focus on one segment 
•Selective specialization – tar-
geting more than one segment 

• Product specialization – one 
product several segments 

• Market specialization – focus on 
many needs of a particular  
group 

• Full market coverage – serve  
all segments with products needed 

 
 
 
 
 
 
 
 
 
 
 
 
 
Once the above process of targeting is 
accomplished, the next step is to find a 
method to differentiate the offering. 
Who would want to shift to a “me 
too” product, unless it is as good—but 
cheaper. Therefore there must be some 
differentiation from others in the mar-
ket place. This must be the sustainable 
superior value that marketers must 
create when developing the total value 
proposition.  
 
Differentiation variables (Philip Kotler, 
Marketing Management, 2003): 
• Product – form, features, per-

formance, conformance, durabil-
ity, reliability, reparability, style, 
design 

• Services – ordering ease, delivery, 
installation, customer training & 
consulting, maintenance & repair, 
miscellaneous 

• Personnel – competence, cour-
tesy, credibility, reliability, respon-
siveness, communication 

• Channel – coverage, expertise, 
performance 

• Image – symbols, media, atmos-
phere, events 

 
The next step after differentiating is 
positioning. Positioning according to 
the founders of the concept Jack Trout 
and Al Ries is what you do to the cus-
tomer’s mind. They have written a 
book titled “Positioning: the battle for 
your mind” a second book titled “The 
new positioning” was written by Jack 
Trout with Steve Rivkin. Following are 
three strategic alternatives:  
•  Strengthening ones own position 

in the mind of the target market 
• Grab an unoccupied position 
• De-position or Re-position compe-

tition 
A fourth may be the Exclusive club. 
 
Michael Treacy and Fred Wiersema 
proposed a framework referred to as 
Value Discipline in their book titled 
“The discipline of Market Leaders.”  
They propose: 
 
• Product leadership – innovate or 

improve performance 
• Operational excellence – organi-

sations like McDonalds lead in this 
field 

• Customer intimacy – being very 
close and very personal with cus-
tomers 

 
What they propose is to be excellent in 
one and achieve a high standard in the 
others. My personal opinion is that the 
above is very appropriate for organiza-
tions in the service industry and into B 
2 B marketing and B 2 C marketing, 
and less for those in FMCG and 
SMCD companies. Michael Porter’s 
theory of Focus, Differentiate and Cost  
 
                                              continued on page 11  
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Leadership is very appropriate for 
FMCGs and SMCDs.  Professor 
Philip Kotler suggests the following: 
 
• Attribute positioning – positions 

itself on an attribute 
• Benefit positioning – position as 

the leader in a certain benefit 
• Use or application positioning 

– position as best for a specific 
use 

• User positioning – position as 
best for a user group 

• Competitor Positioning – posi-
tion to be better than competition 

• Product category positioning – 
position as a leader in a category 

• Quality and price positioning – 
position as one which offers best 
value 

 
After achieving successful differenti-
ated positioning the strategic market-
ing stage is completed. The challenge 
now is to develop, value, deliver, and 
communicate the positioning which in 
fact is the total value proposition.  
 
When we position a car as the safest 
car in the world (an attribute we must 
then do everything to ensure to de-
velop the safest car), value it appropri-
ately with a reasonable return, deliver 
it or make it available to potential buy-
ers at points convenient to them, and 
communicate to create awareness and 
demand, then this is where tactics 
come into play. 

Tactical Marketing 
The challenge of delivering the organi-
zation’s positioning is achieved 
through tactical marketing. Tactics are 
relatively short term. Tactical market-
ing is achieved through implementing 
the marketing-mix:   
 

1. Product 
2. Price  
3. Place 
4. Promote 
5. People 
6. Process 
7. Physical evidence 

 
If the positioning statement states that 
the product provides high protein nu-
trition then the product design must 
incorporate that element as a vital as-
pect of product development – prod-
uct. If positioning states that the prod-
uct is affordable then the pricing aspect 
must incorporate that element when 
valuing – price. If positioning refers it 
to be appropriate for low-income fami-
lies, it must be conveniently located or 
made available for low income families 
to buy from outlets they patronise – 
place, and then communicated to them 
its availability and goodness – pro-
mote. Consider the service industry, 
which might say our hotel has well 
trained staff to handle all your needs, 
and then it must train them to do so – 
people. They can also say “we offer 
personalised room-service” and when 
one actually goes to the hotel, many 
people must be there to attend to 
guests’ needs. If there aren’t enough 
staffs, guests will be pressing the bell 
continuously – process. A hotel may 
claim that it is the most beautifully de-
signed; hence it must be so – physical 
evidence. This is what the marketing 
mix and tactical marketing is about.  
 
I think that we could now see the con-
nection of the strategic aspects and the 
tactical aspects. If we get the strategic 
aspects wrong the entire tactical aspects 
will be wrong as well. Therefore it is 
simply a fact of long-term strategic as-
pects being achieved by short-term tac-
tical aspects. Strategic aspects seem to 
be very different from the tactical as-
pects of offerings when we see or listen 
to the media — through which they are 
communicated.  

This is marketing myopia.  
 
In summary,  the purpose of tactics is 
to achieve strategies. Overriding both 
is the purpose of marketing which is 
to identify, create and sustain competi-
tive advantage and drive a business to 
sell more goods, services or ideas to 
target markets at profitable prices”  
 
 
Dr. Ranjan Madanayake is author of Strategic 
Marketing Plan – The 12 ‘P’ Model, Sri 
Lanka and Co-author of The Marketing Col-
lectibles, New Zealand & Malaysia. He is a 
member of the International Academic Board, 
Phoenix International University, Man-
aging Director, Phoenix Business School, 
Sri Lanka, and Marketing & Management 
Consultant, for East West Marketing 
(Pvt) Ltd., Sri Lanka.  
 
Comments are welcome at  
rmadanayake@sltnet.lk 
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NAME 
CHANGE 
The Marketing Challenge has 
been renamed to keep pace with a 
changing market and to accommo-
date a need to reposition itself. 
The journal is more than a newslet-
ter of the Institute. It is quickly 
evolving to become a valuable 
source of learned articles on mar-
keting theory, principles, knowledge 
application, and case studies. 
MARKETIN G CANADA  
is now the voice of professional 
marketers who want to be heard 
world-wide through the Canadian 
Institute of Marketing. 



 

 

When a new revolution occurs it is 
worth understanding what the revolu-
tion is and why it is happening.  
 
The revolution driven by RFID 
(Radio-frequency Identification) is a 
wireless link between a computer sys-
tem and an antenna that uniquely 
identifies objects, people, patterns, 
and anything that can be measured. It 
can improve supply chain manage-
ment. It has wide business implica-
tions from manufacturing to market-
ing plan designs. 

How does this work? 
It is a simple but powerful tool: an 
antenna (transponder or tag), usually a 
coiled strip of metal connected to a 
microchip, is embedded in an object. 
It gathers energy when hit by a low- 
level radio frequency magnetic field 
which is emitted by a tiny antenna on 
the reader. The embedded chip1 in the 
object then emits a pre-programmed 
signal back to the reader, through its 
own antenna, allowing identification 
of the item. 
 
RFID does not require an optical 
reader (goodbye bar codes), nor does 

it require clean or undamaged labels or 
boxes. All the tag needs is to be in the 
vicinity of the reader, (1 to 1.5 meters 
maximum for passive tags). It is a 
revolution because it introduces the 
notion of real-time efficient manage-
ment of inventory from the end cus-
tomer at the store level to the supplier 
at the other end of the country or 
overseas.  

 
Shelf readers can send a replenishment 
order back to the warehouse or directly 
to the supplier for just-in-time supply.  
Boxes report their movement from 
location to location. Items can be 
tracked from their production stage to 
customer check out in real time. 
Goods are tracked without human in-
tervention. Items are identified, 
counted, all in real time. Substantial 
savings occur in several ways: lower 
labour costs, time savings, accurate 

tracking of goods, and more accurate 
inventory count. RFID systems can 
currently process as many as 50 tags 
per second – 40 times faster than bar 
code scanning. With better and more 
powerful processors, the advantage 
and power of RFID technology be-
come even more compelling.  
 
Data integrity increases as error rates 
are lowered. Inventory management 
becomes tighter and more efficient. In 
2003, AMR Research Corp. indicated 
that supply chain costs had been re-
duced by 3 to 5% and that sales in-
creased by 2 to 7% as a result of im-
proved inventory control for firms 
that had started implementing RFID 
technology. 

Users 
Wal-Mart is investing heavily in RFID 
tags with a view to improving efficien-
cies, reducing costs, trimming supply-
chain management expenses, timing 
inventories, preventing theft and 
avoiding misdirection of shipments.  
Wal-Mart required that the pallets2 of 
its top 100 suppliers be tagged with 
RFID technology by early 2005. By 
next year all of its suppliers will have 
to equip their crates with RFID tags.  
 
Pallet-level RFID has been in use at 
Metro Group of Germany. Metro 
Group is the third-biggest retailer 
worldwide and had a 2004 turnover of 
more than €56 billion. It stocks 
around 16,000 different products and 
makes daily deliveries to 850 outlets. 
Metro Group receives goods via 600 
trucks with 5,000 pallets a day to ship 
through some 300,000 handling units. 
 
Carrefour, the second largest retail 
distributor in the world, has also 
adopted RFID technology to monitor 
all inventories in order to create re-
ports, alerts and dynamic shelf replen-
ishment. 
                                             continued on page 13  
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In 2003, Gillette ordered 500 million 
passive tags3 to be attached to their 
razors. This was in response to an esti-
mated $30 billion in losses per year by 
retailers due to shelves being empty. 
RFID tags would provide alerts to 
empty shelves and other losses such as 
theft. 
 
In fall 2003, Delta tested more than 
40,000 disposable RFID tags on pas-
senger luggage to replace the existing 
bar code. When 100 million or so bags 
are handled each year it is easy to un-
derstand the inherent advantage of 
RFID technology. 

Marketing Implications 
As entrepreneurs, marketing manag-
ers, sales managers and market re-
searchers, we can all see the potential 
of RFID technology not only in the 
analysis of the supply chain but also to 
gather valuable information on cus-
tomer buying patterns (product pref-
erences, shopping habits, effect of 
promotion campaigns on products, 
etc.)  
 
In a 2004 study4, students at the 
Wharton School of Business decided 
to analyse the path taken by individual 
shoppers around an actual grocery 
store. To study these patterns they 
marked shopping carts with RFID 
tags. Each tag emitted a pulse every 
five seconds allowing the computer 
system to track where consumers were 
going, identify which parts of the store 
were most popular, and (among other 
things) how long consumers spent in 
each section of the store. This study 
provided the storeowner with clusters 
of valuable merchandising information 
on customer behaviour and buying 
patterns.  
 
Now if you were able to tag both 

shopping carts and goods, you would 
be able to know (assuming that the 
sample was representative enough) 
what your customers buy, how often 
they buy, when they are buying, their 
trip pattern around the store, how and 
where goods are abandoned in other 
aisles, or at the check-out —how much 
is bought. This information would al-
low the storeowner to re-engineer aisle 
width, aisle length, the ‘racetrack’ (path 
around the store) and much more. 
RFID allows the gathering of informa-
tion that is both quantitative and quali-
tative, and its information-gathering 
power is extensive. 
 
Now let’s assume that you are a mar-
keting manager for a widget factory. 
You tag all your widgets with RFID 
technology. Once produced, your wid-
gets are put into boxes that are tagged 
as well. Your previous shipment to 
your main client - Best Widgets - was 
tagged too. When the last widget left 
the shelf at Best Widget, the reader 
sent a signal to a Best Widget com-
puter that sent an order to your pro-
duction facility in China. Because your 
main client ran out of your widgets, 
your computer allocated the first batch 
of widgets to be shipped to Best Wid-
get. In real-time, you received a report 
indicating that a crate of 1,000 widgets 
was shipped out. The report indicated 
when the crate left the factory, what 
types of widgets were sent and when 
the box was put on the boat. Later, 
you received a report confirming it had 
arrived in Vancouver and it was deliv-
ered to your client in Toronto. The 
shelf reader indicated that 50 widgets 
were shelved, all that with minimum 
human intervention. One can imagine 
that one day re-shelving might be done 
automatically at night by electric carts 
guided by RFID devices. 

Disadvantages 
RFID tags have drawbacks. Produc-
tion costs of active or semi passive tags 

are major concerns. One technological 
disadvantage of RFID tags (and labels) 
is that radio waves cannot pass 
through metal or liquids, at certain 
frequencies. This would be a barrier to 
consumers walking through the self-
check out lines the way a consumer 
would go through a highway ‘‘ezpass’’ 
toll booth. Major investments are re-
quired at the retail level in readers, 
integrated computer systems, new 
plastic carts and adequate packages. 
The range of the passive tag reader 
would have to be extended beyond 
120 cm to make the process feasible. 

Future Directions 
As for any new technology, providers 
and users face several issues; price, 
standardization and privacy. The price 
of RFID technology will likely de-
crease as more organizations along the 
supply chain adopt it. Creating share-
holder value in a very competitive re-
tail environment requires rigorous 
control over supply and distribution 
processes. When net retail margins 
hover around 2 to 3% of sales reve-
nue, it is easy to understand why any 
savings realised prior to the goods 
arriving at  
                                             continued on page 14  
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the store have a direct impact on the 
bottom line. Savings are magnified by 
the volume of goods being exchanged. 
The economic benefit becomes real. 
 
For these reasons, smaller retailers will 
likely be the last ones adopting this 
new technology, as they were the last 
to adopt bar code technology that was 
introduced more than thirty years ago. 
 
Last, but not least, is the issue of con-
cern to all of us — privacy. Consumer 
groups have requested kill switches be 
implemented in check-out lines or 
anywhere where the goods reach the 
end user, ending the tracking of goods 
when it leaves the store. 
 
This revolution is still in its infancy 
but this technology has already begun 
to be embraced by large organisations. 
They have responded quickly and 
massively to the challenge. There are 
no reasons for this revolution to stop. 
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Executive Summary: 
When we say “management is science”, we 
mean it evolves and develops like any other 
scientific discipline. Although we may keep 
using the traditional titles of our business 
courses, such as Human Resources Manage-
ment, Marketing Management, Accounting, 
Finance, and the like, the content of the courses 
must be reviewed and enhanced on a regular 
basis so that students can keep up with the 
current development of management science, 
particularly in the business management 
courses. In this paper, Dr. James Tong, Head 
of the Business Administration Department, 
describes, through his wealth of practical ex-
perience in business, how a new business man-
agement concept can be successfully marketed 
and integrated into the curriculum of Kingston 
College and Lansbridge University. 
 
Business Process Re-engineering (BPR) 
is a new approach in management sci-
ence. When the senior management of a 
corporation is determined to make a 
concerted effort to launch a corporate-
wide efficiency drive, BPR is regarded 
as the most effective way to ensure 
maximum productivity. 
 
However, when we introduce the BPR 
concepts to business students, we find 

that they cannot quickly grasp the es-
sence of this new approach and they 
tend to confuse this application with 
traditional concepts. Therefore, we 
must first clarify how BPR differs 
from traditional management skills 
and strategies. 
 
BPR is “the means to radically im-
prove performance and create sustain-
able advantage by challenging and re-
designing business processes using 
operational, technical and business 
knowledge and skills”. It requires re-
thinking and radically re-designing 
business processes so that dramatic 
improvements in critical areas of per-
formance measurement such as cost, 
quality, service and time, can be 
achieved. Re-engineering requires a 
fundamental shift in paradigm for 
most organizations and individuals. 
 
Students can easily be confused by the 
aforementioned concepts unless we 
can provide them with specific exam-
ples: What is the uniqueness of BPR? 
What specific benefits can BPR bring 
about? Will it cost more to implement 
the BPR process? Considerable prepa-
ration is required to determine the 
best way to present new concepts 
such as BPR to the students. I work 
closely with the instructors to formu-
late a strategy and plan on how to in-
tegrate new concepts into the course 
material, seminars, and lectures. 
 
In my previous experience in the busi-
ness arena, I find it expedient, as the 
first step, to clarify the concept by  
 
                                             continued on page 15  
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making a comparison between the new 
concept (e.g. BPR) and the traditional 
approach. The following table highlights 
some of the key differences: 
 

Based on this comparison, the instruc-
tors develop relevant examples and 
cases to illustrate each part of the con-
cept. Specific focus needs to be con-
sidered in the elaboration of particular 
words or phrases, such as the differ-
ence between “better ways” and “new 
ways”, as many of our learners are 
international students and English is 
their second language. 
 
The next step is to illustrate the bene-
fits that the BPR approach can bring 
about. Again I will ask the instructors 
to develop relevant examples and 
cases, for which I will provide them 
with ideas and suggestions for their  
 

consideration and preparation of the 
cases. 
 
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 activi-
ties; and 

• common, cross-functional proc-
esses to be identified and rational-
ized. 
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The third step is to help students apply 
the acquired knowledge and skills of 
the new concept or process. While I 
prefer students doing group work, I 
also support the instructors for assign-
ing tasks to the students to carry out 
individual projects. To enable the stu-
dents to successfully complete their 
individual assignments or projects, clear 
instructions and guidelines are of para-
mount importance. I take a leading role 
in ensuring that all the instructions and 
guidelines given to the students are 
precise and concise. 
 
The BPR process typically involves the 
following stages: 
 
• Setting process objectives and 

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

• Formulating a process map (flow 
diagram) of the existing process – 
the “as is” map. 

• Critically analyzing the “as is” map 
in light of objectives, benchmarks 
and performance standards with 
particular reference to the identifi-
cation of “bottlenecks” and the 
duplication of work. 

• Formulating a process map capable 
of achieving the required objec-
tives, benchmarks and perform-
ance measures – the “to be” map. 

• The preparation of a process man-
ual which documents stages one to 
four and provides and account of 
the enhanced performance 
achieved by the “to be” process. 

 
To further illustrate the above stages, 
instructors must be well versed with the 
requirements of each stage so that they 
can be in a position to comment on the 
students’ work, either individually or 
collectively, and to give them proper 
coaching through a logical step-by-step 
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Traditional Approach 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 proc-
esses. 

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

Assumes greater risk because impact is 
broadly defined and more difficult to an-
ticipate. 

Limited emphasis on “change manage-
ment”. 

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 man-
agement. 



 

 

approach. This part of the exercise is 
to ensure the students have mastered 
the concepts and with the ability to 
exercise the practical skills in the ap-
plication and implementation of the 
BPR process. I am actively involved in 
this crucial part of the learning process 
to ensure that students are capable of 
putting theory into practice in a con-
genial and enlightened manner as well 
as stimulating their interests in the 
pursuit of further knowledge and skills 
in business education. 
 
To sum up, I strongly believe that in-
corporating new business manage-
ment concepts into the curriculum on 
regular basis is also a science by itself. 
We need to integrate new concepts 
and theories into the existing academic 
framework and deliver such new 
learning in a progressive and interest-
ing approach. The objective always 
remains to make it possible for stu-

dents to not only learn the new con-
cepts and theories, but also gain a prac-
tical understanding and “experience” of 
the latest management theories in ac-
tion — which will be of tremendous 
benefit to them in their future careers 
or further studies. 
 
In the past 15 years, Kingston has de-
veloped a successful system to enhance 
the quality of its business management 
courses. As the new department head, I 
will further enrich this system and 
make our business management educa-
tion courses more practical and reward-
ing to our students. 
 
Teaching is always a joy for me, and I 
would like to impart my acquired 
knowledge and skills to the benefits of 
tomorrow’s business leaders. 
 
Dr. Tong can be reached at 
jtong@exchange.kingston.edu. 

fluence markets. For many years, the 
marketing communications tools used 
in most companies was dominated by 
mass media advertising. Most market-
ers do use additional promotional and 
marketing communication tools, but 
sales promotion and direct marketing 
agencies as well as package designs 
firms were generally viewed as auxil-
iary services. Many marketers built 
strong barriers around the various 
marketing and promotional functions 
and planned and managed them as 
separate practices, with different 
budgets, different views of the market, 
and different goals and objectives. 
Companies failed to recognize that the 
wide range of marketing and promo-
tional tools must be coordinated to 
communicate effectively and present a 
consistent image to target markets 
(Belch and Belch, 2001). This led to 
the new concept, integrated marketing 
communications. 
 
Integrated Marketing 
Communications 
Many firms saw the need for strategic 
integration of their promotional tools 
by adopting the concept of Integrated 
Marketing Communications (IMC), 
which involves coordinating the vari-
ous promotional elements and other 
marketing activities that communicate 
with a firm’s customers (Fawcett, 
1993). IMC is defined by the Ameri-
can Association of Advertising Agen-
cies as: 
“A concept of marketing communications 
planning that recognizes the added value of a 
comprehensive plan that evaluates the strate-
gic roles of a variety of communication disci-
plines- for example, general advertising, direct 
response, sales promotion, and public rela-
tions- and combines this discipline to provide 
clarity, consistency, and maximum communi-
cations impact”. (Schultz, 1993). 
 
Schultz and other writers noted that  
 
                                             continued on page 17  
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Multiple or single agency: client 
idiosyncrasies in the Ghanaian 
advertising industry 
By Robert Hinson, MCInst.M 

Abstract: 
Study investigated client perceptions of their ad 
agency experience in Ghana. It sought to compare 
the differences in perceptions of advertisers that 
used single ad agencies and those that use multiple 
ad agencies. Study found that on issues of creativ-
ity, account management and planning there were 
significant differences in client perceptions. On the 
issue of media proficiency there seemed to be no 
difference in the perceptions of advertisers who 
used multiple agencies and those that did not. 
 
Marketing Communications 
In consumer and business markets 
alike, we observe a never-ending se-

quence of marketing actions and com-
petitive reactions that eventually shape 
both the structure of a market and the 
performance of its participants. New 
products are launched, distribution is 
developed, advertising campaigns are 
initiated, prices adjusted, etc. The mar-
ket-response literature has made sub-
stantial progress in quantifying the typi-
cal short-run performance effects of 
such marketing actions and reactions 
(Hanssens, Parsons and Schultz, 2001; 
Leeflang et al., 2000). Marketing com-
munications continue to shape and in-



 

 

IMC call for a “big-picture” approach 
to planning marketing and promotion 
programmes, and coordinating the 
various communication functions. It 
requires that firms develop a total 
marketing communications strategy 
that recognizes how all of a firm’s 
marketing activities, not just promo-
tion, communicate with its customers 
(Belch and Belch, 2001). By coordinat-
ing their marketing communications 
efforts, companies can avoid duplica-
tion, take advantage of synergy among 
various promotional tools, and de-
velop more efficient and effective 
marketing communications pro-
grammes (Ibid). Research shows that 
IMC is one of the easiest ways for a 
company to maximize the return on 
its investment in marketing and pro-
motion (Tortorici, 1991). 
 
There are a wide variety of specific 
techniques which may be used to 
communicate with customers. Broadly 
speaking, they can be grouped into 
three main categories, in terms of de-
creasing impact on the customer. 
• Direct Contact- Personal selling 
• Indirect Contact- Advertising 
• Complementary support- Sales 

promotion (Mercer, 1996). 
 
Advertising 
There are a number of academic defi-
nitions of the word- “Advertising.” 
However, for the purpose of this re-
search, advertising is defined as mass 
paid communication, designed to im-
part information about a product, 
brand or service, to develop attitudes 
and to induce action beneficial to the 
advertiser, generally through the sale 
of the product, service or brand. 
(Lintas International publication, 
1968). Veteran advertising copywriter 
Rosser Reeves lays it somewhat more 
sharply on the line. He defined adver-

whose advertising is soft but effective 
(Jones, 1991). It is obvious from this 
statement that advertising is expected 
to work by conversion: by addressing 
apathetic or even hostile prospects and 
persuading them with powerful argu-
ments to buy its brand. 
 
David Ogilvy, Founder of Ogilvy and 
Mather and one of the giants in the 
advertising world, opens his classic 
book, Ogilvy on Advertising with 
thought provoking insight: 
I do not regard advertising as entertainment or 
an art form, but as a medium of information. 
When I write of advertisement, I do not want 
you to find it “creative.” I want you to find it 
so interesting that you buy the product. When 
Aeschines spoke, they said, “How well he 
speaks:” but when Demosthenes spoke, they 
said. “Let us march against Phillip.” (Ogilvy, 
1985) 
 
William M. Weilbacher (1984, p3), had 
this to say: “Advertising is a complex 
subject – a valid economic activity in 
the view of some persons: and a social 
blight to others. It is quite possible that 
one person can hold remarkably differ-
ent views about advertising at the same 
time. For instance, one individual 
might simultaneously hold the follow-
ing beliefs” 
 
“Advertising affects my choice of products, 
interferes with my enjoyment of the entertain-
ment media, brings me information about new 
products and product improvement, makes me 
and other people buy things we should not 
buy: should be more stringently regulated by 
the government: and is a vital force in the 
proper functioning of the economy”. 
 
Advertising Agencies 
Advertising agencies are specialists in 
planning and handling mass selling 
details for the advertiser. Agencies play 
a useful role- because they are inde-
pendent of the advertiser and have an 
outside viewpoint.  
                                              continued on page 18 

tising as “The art of moving an idea from 
one man’s head into the head of another” 
Reeves (1961). Albert Lasker, the fa-
ther of modern advertising said adver-
tising is “salesmanship in print.” But he 
offered this definition long before 
radio and television, a time when the 
nature and scope of advertisements 
were quite limited. (Arens & Boove, 
1994). 
 
To achieve the sale of a product or 
service, the consumer must be aware 
that the product /service exists. He/
she must know something about the 
benefits offered by the product/
service and he/she must desire to pur-
chase. Undoubtedly, the most forceful 
method of selling is by making per-
sonal contact with the potential con-
sumer through a trained salesperson. 
However, when the sales message has 
to be delivered to hundreds of thou-
sands of people, it is impracticable to 
use salespersons alone for the task. 
Advertising has traditionally been 
straightforward with aggressive inten-
tions – to boost sales, to attack the 
competition and increase market 
share, to build a consumer franchise 
and drive loyalty, to launch and de-
velop strong new brands. This phi-
losophy is what is practiced in the 
United States as against Europeans 
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They bring experience to an individual 
client’s problems, because they work 
for many clients. Further as specialists 
they often can do the job more eco-
nomically than a company’s own de-
partment. Some full service agencies 
handle any activities related to advertis-
ing. They may even handle overall 
marketing strategy planning- as well as 
marketing research, product and pack-
age development, and sales promotion. 
The major work of an ad agency is 
account handling, creative work and 
media buying. 
 
The advertising agency scene in Ghana 
has attained a lot of prominence and 
vibrancy in the last decade. Like 
Caulkin (1990) noted there is currently 
room for an unprecedented variety of 
advertising agencies – large and small, 
local, regional and global. Examples of 
global ad agency representation in 
Ghana include MMRS Ogilvy and Lin-
tas Ghana. Other notable players in the 
industry include Origin8, the creative 
leader, Yetron, recently voted “Most 
Promising Agency” and STB McCann, 
the McCann Erickson affiliate in 
Ghana. In Ghana, most of the multi-
nationals like Unilever, Nestle, and 
SG-SSB all have multiple ad agencies 
of record. Other local companies like 
investment banking firms Fidelity use 
Origin8 and Multiple Concepts in their 
execution of marketing communica-
tions. Other Multinationals like Coca 
Cola have STB McCann as their main 
agency of record and likewise a local 
company like Oman Fofor 
(distributors of Canon Products) has 
Origin8 as their ad agency of record. 
 
In the advertising literature there has 
generally been little debate on whether 
or not a predisposition to using one or 
multiple agencies leads to differences 

in client expectations in regard to the 
delivery of the advertising product. De-
scriptive studies dealing with ad agencies 
in Ghana are almost non-existent. Net-
tey (2000) and Addo (1994) are the only 
authors to have done any research on 
the Ghanaian Advertising Industry. An 
extensive literature review was carried 
out and it was further discovered that 
Erdem and Tuncalp (1998), Askey and 
Malcolm (1996), Clow, Trip and Kenny 
(1994) have all performed various stud-
ies on advertising and agencies. The ma-
jority of these studies did not focus on 
studies that were conducted in Africa, 
nor did they seek to investigate the per-
ceptions of advertisers in their opting 
for single or multiple ad agencies. 
 
Methodology 
Questionnaires for the study were ad-
ministered to Ghana Club 100 compa-
nies. Ghana Club 100 is the club of the 
highest performing companies in Ghana 
for the year 2001. Questionnaires were 
administered by fieldworkers specially 
recruited by the researcher for this 
study. A training session on advertising 
was organized for these field workers 
and they were assigned five clients each 
to undertake data collection. They were 
taken through sampling selection proce-
dures, interviewing techniques and a 
thorough review of the questionnaire. 
Fieldwork started on 6th February 2004 
and was completed by 7th March 2004 
within the normal working hours of the 
advertising clients selected. Questions 
were answered by Marketing Communi-
cation or Brand Managers. It was the 
opinion of the researcher that this was 
the category of personnel in advertising 
clients who had the most knowledge of 
the client perceptions of the agencies 
performance. Fieldwork was well super-
vised. Survey questionnaires were ana-
lyzed using the statistical package for 
social sciences (SPSS) computer applica-
tion software. Descriptive statistics were 
employed since the research was firstly 
exploration and consequently of a quali-

tative nature. Questions focused on 
planning attributes of ad agencies, 
creativity issues, and the issues of ac-
count management practices. 
 
Discussion and Conclusion 
In conclusion, organizations which 
believe in multiple agencies attached 
more importance to ad agencies’ at-
tributes than organizations which do 
not believe in multiple agencies. This 
would seem to be the case because 
inadvertently or otherwise advertisers’ 
that retain multiple ad agencies are 
keen on always establishing the overall 
efficiency of the agencies they work 
with. The very fact of their working 
with more than one agency affords 
them the opportunity to always be 
between and betwixt and to always 
ascertain in rapid fashion those agen-
cies that are slacking in the collective 
agency set they make use of. 
 
Secondly, organizations, which believe 
in multiple agencies attached more 
importance to ad agencies’ account 
service than organizations which do 
not believe in multiple agencies. The 
reason for this is the same as the rea-
son for the first point discussed 
above. 
 
On the issue of media proficiency 
there seemed to be indifference in the 
perceptions of advertisers who used 
multiple agencies and those that did 
not. This would seem to the case be-
cause there is a clear shift for several 
companies in Ghana from using ad 
agencies to purchase media to media 
independents who are springing up by 
the minute in Ghana. It is our postula-
tions however that ad agencies would 
be able to still give the best advice 
when it comes to the choosing of the 
most appropriate media platforms for 
any campaign and they should be al-
lowed to play that role. 
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On the issue of creativity, all advertis-
ers expected a high level of it and the 
independent samples t-test results re-
vealed a non significant mean differ-
ence between the mean scores of 
companies who believe in multiple 
agencies and their counterparts who 
do not believe in multiple agencies 
 
Finally, organizations which believe in 
multiple agencies attached more im-
portance to ad agencies’ planning pro-
ficiency than organizations which do 
not believe in multiple agencies and 
this could generally be explained by 
the fact that advertisers that use multi-
ple agencies usually have larger vol-
umes of work and so it stands to rea-
son that astute planning practices 
would be an attribute they would gen-
erally appreciate very much. 
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Idiosyncrasies…..continued from page 18 Annual General 
Meeting 2005 —  
Heads Up 
The Canadian Institute of Marketing is 
holding its Annual General Meeting on 
Saturday, June 25 at the Old Mill Inn, 
21 Old Mill Road in Etobicoke/
Toronto. The location is a five minute 
walk from the Old Mill subway station 
on the Kipling line (the west end of 
Toronto). 
 
 
 
 
 
 
 
 
 
 
We will call the meeting to order at 
11:00 A.M., breaking at 12:00 for 
lunch. The meeting will continue 
through the afternoon until 3:00 or 
4:00 P.M. to discuss and plan our 
budget for our 2005/2006 fiscal year. 

 
 
 
 
 
 
 
 
 
 

If you plan to be in Toronto, or are a 
member residing in the Greater To-
ronto Area, mark our meeting date on 
your calendar and plan to attend. 
 
A program for the AGM will be pub-
lished in early May. 



 

 

 
 

Businesses pur-
chasing profes-
sional services are 
faced with some complex decision 
making. The challenge for professional 
services marketers is to understand the 
changing dynamics of the client and 
their decision making processes and to 
educate the firm and drive practice 
development activities accordingly. 
Through an understanding of buyer 
behaviour, professional services mar-
keting staff are able to assist with posi-
tioning their firm in the marketplace to 
support partners’ relationship develop-
ment activities. Through these efforts, 
profiling is enhanced by supporting 
relationships with key decision makers 
who in turn can assist support deci-
sions in large organizations. 
 
To support the partners’ efforts of 
targeting key clients and building and 
maintaining relationships with decision 
makers, professional services market-
ers need to create an environment that 
will reinforce the messaging and 
broaden the profile of the firm. Too 
often profile is relegated to an activity 
that is easily achieved through a pro-
motional avenue such as logos on con-
ference brochure ware or advertising, 
but unless personal contact is made, 
promotional efforts will not be con-
verted to relationships that will yield to 
work.  

 
Although success in winning work relies 
on partners’ individual relationships with 
decision makers, these may not be ade-
quate for winning major engagements. 
When large complex solutions are 
sought, the purchase decision changes 
from an individual buyer with a discre-
tionary spend, to a group that require a 
sound business case to support the final 
outcome and justify budget.  The rela-
tionship, valuable as it is may get the 
professional services firm to the selec-
tion stage, but the basis for the final de-
cision needs to be supported by evi-
dence to justify the selection, particularly 
when comparisons are made to other 
potential service providers. Importantly, 
the decision may involve those with a 
relevant technical background or under-
stand the services sought which leads to 
the complexity in selling services and the 
benefits to a mixed group who form the 
buying unit. 
 
Marketers can assist partners by identify-
ing and understanding the buyer deci-
sion making process – this involves 
identifying who the decision makers are, 
understanding their personal and profes-
sional drivers and understanding the 
process by which decisions are made i.e. 
where is the decision ratified, what evi-
dence is required, how information 
about services should be provided as 
well as selection criteria. Even though 
selection criteria may be well docu-
mented, the dynamics of a group pur-
chase may be swayed by individual pref-
erences, particularly if two or more firms 
are rated similarly. Understanding who 
makes the ultimate decision is then im-
portant. 
 

From a purchaser’s view, there is al-
ways a cost associated with sourcing a 
service provider – cost of resourcing 
in identifying the service or solution 
required, publishing documentation 
and then the cost of selection. Addi-
tionally the purchaser will incur costs 
in assisting the service provider to 
understand the organization, staff and 
their requirements, and this can still 
occur well after work has commenced. 
Marketers can assist the purchasers to 
build their business case by supplying 
relevant information and expected 
returns on the investment in the firm 
– the ability to translate the service to 
tangible results is an essential element 
in differentiating the marketing offer-
ing. 
 
However, prior to the decision making 
process, professional services market-
ers must assume responsibility for 
managing the profile of the firm to 
align with the target market and its 
positioning competitively within the 
market place. It may be too late to 
create a profile of a firm after a re-
quest for tender has been called – it is 
essential that the marketer can place 
the firm in the ‘top of mind’ category 
prior to the tender to enhance its posi-
tion.   
 
Buyer behaviour 
In selecting a service provider organi-
zations display various behaviours as 
they attempt to source service provid-
ers to solve their problem. In many 
cases, the decision to hire a particular 
firm is difficult because many are 
equally qualified to perform the en-
gagement.  
 
                                    continued on page 21 
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B2B buyer behaviour: matching marketing tactics 
for professional services organisations 
By Louise Robinson and Daryll Cahill 

Louise Robinson 

Daryll Cahill 
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Although there are various attributes 
of service that can be used to select 
the service provider – fees, industry 
experience, technical experience, 
brand and relationships (either 
through existing working relationships 
or personal) there is a need for a deci-
sion maker to justify the decision – 
other factors come into play. 
 
Although decisions to purchase may 
ultimately be made on a subjective or 
emotional basis –that is, if two service 
providers are offering a similar service 
at a similar price, the client may decide 
to use the firm that they ‘prefer’ or 
feel most comfortable with.  In many 
cases, tenders may be awarded to the 
incumbent firm, in that the client pre-
fers the known than the unknown, 
even if the rivals offer a similar experi-
ence or even a discounted rate.  
 
However, to get to the point of this 
decision there is a great deal of work 
to be done.  By examining buyer be-
haviour concepts, practice develop-
ment can focus on a series of tactics 
that can deliver an increased aware-
ness of the professional services firm, 
to support the relationship building 
activity. 
 
There are five stages of buyer aware-
ness that needs to be considered. 
Once the process is understood, then 
practice development activities can be 
focussed to maximise the efforts. 
 
Intangible services such as those of-
fered by accountants, lawyers or engi-
neers can be difficult to quantify or 
qualify – buyers are unable to see the 
final product before they buy. Profes-
sional services marketers need to un-
derstand and articulate the dynamics 
of group decisions, fundamentals of 

buyer behaviour and external market 
drivers as well as play a dual role in 
positioning their firm and facilitating 
the concept of marketing to enable the 
partners to effectively sell their service.  
 
About the authors 
Daryll Cahill  is a senior lecturer in 
the Department of Law and Account-
ing, Royal Melbourne Institute of 
Technology with research interest in 
measuring intangibles and intellectual 
capital. 
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B2B buyer  
behaviour………….continued from page 20 

Buyer 
Stage 

Explanation Practice Development  
Activity 

Sample Measures  

Awareness The firm is un-
known to the 
buyer. There may 
be a chance of an 
opportunistic pur-
chase so it is im-
portant to create a 
profile of the firm. 

• Advertising 
• Industry sponsorships 
• Collateral – brochures, 

flyers, statements of qualifi-
cations 

• Newsletters 
• Genera Media 
• Internet 

• Number of re-
sponses to adverts 

• Number of hits on 
internet site 

• Number of re-
sponses to media 
pieces 

• Number of re-
sponses to collat-
eral 

Recall Contact has been 
made and the 
buyers have an 
awareness of firm.  
There is a need to 
convert this pros-
pect for the pur-
chase to proceed. 

• Invitations to seminars, 
• Direct marketing: email, 

letters, publications, 
• Trial work or discounted 

fees  
• Client site visits 

• Number of atten-
dees (qualified) 
responding to semi-
nar invitations 

• Responses 
(qualified) to news-
letters 

• Number of  engage-
ments to new cli-
ents 

Preference Conversion of 
prospect to client 
to ensure that 
client is convinced 
of purchase and 
can justify it if need 
be. 

• Tenders/proposals; 
• Relationships with key 

decision makers, influen-
cers and buyers 

• Client site visits. 
• Pricing 

• Opportunities to bid 
for new work 

• Opportunity to meet 
other contacts at 
client 

• Number of addi-
tional assignments 
from one client 

Retention The organization is 
a client of the firm 
and is positioned 
to purchase more 
than one service. 
The firm should be 
top of mind and 
therefore first call 
for the purchase of 
additional services. 

• Targeted relationship build-
ing, 

• Pricing agreement, expan-
sion of scope of work 

• Knowledge exchange 
mechanisms such as extra-
nets, internal seminars joint 
training 

• Communications. 
• Relationship building (site 

visits, targeted client func-
tions) 

• Expansion of scope 

• Size of engage-
ments –the work 
increasing in scope 
or complexity 

• Number of relation-
ships and depth of 
these – i.e. decision 
maker level access 

• Acting as ‘sounding 
board’ or trusted 
advisor during busi-
ness decisions 

Advocacy The firm is re-
garded as trusted 
advisor to the cli-
ent who will ac-
tively promote the 
firm to others. 

• Combining teams  
• Mentoring– client and pro-

fessional service; 
• Joint marketing initiatives; 
• Provision of testimonials 
• Active referee for others 

• Quality of testimoni-
als 

• Active endorsement 
• Number of new 

opportunities from 
cross referrals in 
targeted segments 

Email: daryll.cahill@rmit.edu.au 
Tel: 613 9925 5724 
 
Louise Robinson  is a director of 
business development and marketing 
with over 10 years of professional 
services experience in large Australian 
legal and global accounting firms. 
 
Email: lourobinson@deloitte.com.au 
Tel: 613 9208 7404 



 

 

The primary purpose of the plan was to 
provide a strategic, tactical vision to pursue 
and execute in response to the challenging 
situation put forth by the Toronto Mem-
bership Director, Alex Brown: the rate of 
membership growth equaled the rate of 
membership attrition. We have taken into 
consideration the previous marketing plan 
published by Cornerstone Marketing and 
focused our attention on the current situa-
tion of the Association, its environment in 
which it operates, and the communication 
strategy necessary to attain a membership 
growth of 10% annually.  
 
We have furthered focused our efforts on a 
communications strategy with which the 
BTA can move forward. Thus, we have put 
forth a narrow communications strategy as 
a first step due to budget restrictions.  We 
have also suggested employing the efforts 
of marketing students for the opportunity 
to apply their knowledge to real-life situa-
tions. We will continue to monitor and 
consult with the marketing students as well 
as the BTA during the implementation and 
evaluation stages. 
 
Stefanie is at s.schram@rogers.com 
 
 
Roubina Ayoob Cassim, ACInst.M 

Roubina is a member of the Chartered 
Institute of Marketing (UK), as well as As-
sociate Member of the Canadian Institute 
of Marketing. She is qualified as a fashion 
designer and obtained the Best Designer’s 
award. She decided to take a course in mar-
keting believing that this would be benefi-
cial to her career. She has obtained the 
Professional Certificate in Marketing 
from the Chartered Institute of Marketing, 
UK and is pursuing her training in market-
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ing. She also possess the Certificate in 
Interpersonal Management Skills, and the 
Certificate in Lectra Systems (computer 
aided design / computer aided manufac-
turing). She is fluent in English and 
French. 
 
Roubina has had the opportunity to work 
in the corporate services division on a 
business to business project, aimed at 
motivating targeted companies in market-
ing methodologies. In that instance her 
communications skills are required on a 
daily basis. 
 
Her experience in the apparel industry 
combines several aspects of marketing as 
well as design. She has been involved in 
product development where products 
were innovated in accordance with market 
conditions or basic products were aug-
mented to ready-to-wear. Collections were 
prepared for the European and American 
market following research of market 
trends. Where brands were already in exis-
tence brand identity was respected.  
 
Roubina participated in events such as 
international fairs (Salon du Prêt-à-Porter 
Féminin in Paris, Mauritius International 
Textile Exhibition). She was involved in 
the co-ordination of special events such as 
fashion shows and has also acted as a 
facilitator between foreign investors, inter-
national buyers and local manufacturers 
 
She is interested in swimming, scuba div-
ing, reading, music (piano), movies, aero-
bics, social activities, and visits to muse-
ums. Roubina is at  
racassim2000@yahoo.com 
 
 
Jocelyn Visco, MCInst.M 
Jocelyn is a specialist in product market-
ing, product management and B2B for the 
technology/IT&T sector. She holds ex-
tensive international business experience 
with the last 5 years being with a Toronto-
based OSS Company and Ericsson Head 
Office in Sweden. In both tenures, she 
has been directly involved and responsible 
for strategic projects that supported suc-
cessful market launch of new products 
and technologies  
                                    continued on page 23 

Member  
Mentions 
 

Ron (Doc) Halliday, MCInst.M., 
FCInst.M 

Long-time member, Ron 
(Doc) Halliday, member 
#63 was elected to the 
College of Fellows on 
March 11, 2005. Known 
by his friends and clients 
as ‘Doc’, he is a business 
strategist and  an accom-
plished motivational 

speaker who practices life-long learning 
through continuing education. His articles 
have appeared regularly in publications and 
newsletters dealing with corporate leader-
ship and effective communications.  
 
He began his agency experience as Vice 
President of Marketing with Marshall 
Fenn, a prominent Toronto public rela-
tions and advertising firm. 
 
Formerly a teacher at Algonquin and 
Humber Colleges, Ron established The 
Selling Arts Company which grew into a full 
service agency with an Ontario and  
Québec team of thirty people.  
 
 
Stefanie Schram, GCInst.M 
Stefanie is now Marketing Assistant to the 
VP Marketing and Advertising of STA-
PLES Business Depot. This entry-level job 
is a great opportunity to be exposed to 
every facet of the marketing department.  
She performs administrative support to the 
VP 20% of the time, and the remaining 
80% of her time is spent with each depart-
ment, lending  support to individual pro-
jects that each department is working on.  
There are four departments: Direct Mar-
keting, Public Relations, Broadcast Adver-
tising, and Ad Planning.  Through this 
experience, she will be able to decide 
where, within marketing, her passion lies.  
 
Stefanie and Charles Abegboyega, 
ACInst.M developed a marketing plan for 
the Toronto Chapter of The Bruce Trail 
Association. 
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to various markets (AsPac, LAC and 
global). 
 
Her international exposure and product 
expertise included IT-centric BSS/OSS 
product portfolio in a network level and 
2G & 3G Wireless Technologies [as 
GSM/GPRS, EDGE, WCDMA]. She has 
been responsible in strategic support pro-
jects that introduced these technologies to 
regional (LACs) and global markets, re-
spectively. 
 
In these endeavors, she also gained hands-
on experience in business/process review 
and improvement to integrate new prod-
ucts to the supply chain as well as the ISO 
certification of an organization. She has a 
proven project management skills for con-
tracts valued at US$3M and US$40M. 
 
Jocelyn holds an MBA and B.Sc. In Elec-
tronics and Communications Engineering. 
She has additional formal training in Inter-
nal Quality Audit and Structured Systems 
Analysis and Design of software-based 
computer and business systems. 
 
Contact Jocelyn at j_visco@yahoo.com 
 
 
Michael J. Saubert, MCInst.M has 
accepted a position with the Society of 
Decorative Painters as their Executive 
Director. Michael is on the Board of Di-
rectors of the Canadian Institute of Mar-
keting. See www.decorativepainters.org. 
 
 
Rasika D. Wickramatunga, 
MCInst.M, is relocating from Sri Lanka 
to Toronto Ontario, effective May 1, 2005 
Rasika has been invited to assist the Insti-
tute with Member Services. He has been 
involved with the CIM UK’s, Sri Lanka 
Regional Board for the past 5 years in ca-
pacities of PR Officer and Membership 
Development officer. 
 
Rasika has been employed with Bogawan-
talawa Tea Estates Ltd. In Colombo. 

Many business organizations pay a 
great deal of attention to customers. 
However, this same attention is not 
paid to competitors. Why? The reasons 
are possibly three-fold: 
• Not knowing who you are com-

peting against 
• Assuming that you are very famil-

iar with your competitors and their 
strategies by dealing with them on 
a day to day basis, and 

• The phenomenal emphasis placed 
on customer orientation, customer 
delight and so on. 

It is important to pay attention to both 
customers and competitors equally, 
since they are the most important ex-
ternal factors that have an impact on 
business organizations. It is also perti-
nent at this point to define competi-
tion. Competitors are external threats, 
which have an impact on an organiza-
tions ability to capitalise on the oppor-
tunities available. 
 
The four levels of competition 
1.) Brand Competition 
Companies offering similar products 
and services to the same customers at 
similar prices. For example, Honda in 

identifying its main competitors as Toy-
ota, Nissan and Mitsubishi. 
 
2.)Industry  Competition 
View all competitors broadly, as mak-
ing the same product or class of prod-
ucts. For example, Honda would see 
itself competing against all other auto-
mobile manufacturers. 
 
3.) Form Competition 
Competitors viewed even more 
broadly, as all companies manufactur-
ing products that supply the same ser-
vice. For example Honda would see 
itself as competing against not only 
other automobile manufacturers, but 
also against others manufacturing mo-
torcycles trucks etc. 
 
4) Generic Competition 
An extremely broad way of looking at 
competition from the point of compet-
ing for the spend power of the con-
sumer. For example Honda would see 
itself competing against companies that 
sell major consumer durables, property 
developers etc. 
 
What do companies need to know 
about competitors? 
This seems a fairly simple, straight for-
ward question.  However, it is not so. 
There are many important pieces of 
information, that companies require 
about their competitors. 
 
a) With whom are we competing? This 
question relates to identifying direct 
and indirect competitors. For example, 
the direct competitors for Mars are 
other brands of “pick me up” chocolate       
bars. 
                                              continued on page 24 
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Competitors are a necessary evil 
in marketing 
Prasanna Perera, F.C.I.M. (UK), MCInst.M., M.S.L.I.M., Marketing and Management  
Consultant, Chartered Marketer—CIM (UK) 

Prasanna Perera, MCInst.M 
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Competitors……..continued from page 23  

The indirect competitors are “pick me 
up” snacks such as potato chips, po-
tato crisps etc. 
 
b) What are competitor objectives? 
This has to be ascertained through 
competitor and market intelligence. It 
is vitally important that some insight is 
obtained in terms of competitor objec-
tives. 
 
c) What strategies are pursued by com-
petitors and what level of success is 
achieved? Insight into competitor 
strategies, will determine the extent to 
which these strategies are effective. 
This in turn will provide an ability to 
forecast the future strategies of com-
petitors. 
 
d) What are the strengths and weak-
nesses of competitors? Identifying and 
evaluating competitors strengths and 
weaknesses, is a strategic activity. Nor-
mally, competitor strengths and our 
weaknesses and vis-à-vis. The follow-
ing information should be collected as 
prelude to a full comparative assess-
ment: 
 
• Sales 
• Market share 
• Cost and profits 
• Level of capacity utilization 
• Organizational culture 
• Product quality 
• Financial capabilities 
• The levels of brand loyalty 
• Products and product portfolio 
• Managerial capabilities and atti-

tudes to risk. 
 
This list of information is by no means 
exhaustive. However, the major areas 
of information are covered. 
 
e) How are competitors likely to be-
have or respond? This is an assessment 
of competitor responses, particularly to 

offensive moves on our part. Philip 
Kotler identifies four common re-
sponse profiles among competitors. 
They are: 
 
1.) Laid back competitor – This com-
petitor does not react quickly or 
strongly to a given competitor move. 
It is important to ascertain the reasons 
for the competitor’s laid back behav-
iour. 
 
2.) Selective competitor – A competi-
tor might react to certain types of ac-
tions and not to others. For example, 
pricing actions will draw a response 
from competitors consistently. How-
ever, advertising actions may not draw 
a response. 
 
3.) Tiger competitor – This is the most 
dangerous and damaging form of 
competition. This competitor reacts 
swiftly and strongly to any attack on 
its terrain. 
 
4.) Stochastic competitor – This type 
of competitor does not exhibit a pre-
dictable response pattern. Therefore, 
their strength lies in the degree of un-
predictability. 
 
 
 
 
 
 
 
 
 
 
 
 
Industry Competitiveness 
Michael Porter, identifies five forces 
that constitute the degree of competi-
tiveness in an industry. This is referred 
to as Porter’s 5 force theory of industry com-
petitiveness. 
 
 

The 5 forces are : 
• The threat of new entrants 
• The bargaining power of buyers 
• The bargaining power of suppliers 
• The threat of substitutes 
• The extent of competitive rivalry. 
 
 
 
 

 
 

 
 
 
 
 
 
Consider the soft drink industry to un-
derstand and appreciate the practicality 
of this model. In the carbonated soft 
drink industry, the threat of new en-
trants are always high due to very low 
entry and exit barriers. This encourages 
new competitors to enter the market. 
The bargaining power of buyers is high 
because there is a wide choice of car-
bonated beverages available. The bar-
gaining power of suppliers are relatively 
low because there are many manufac-
turers of carbonated soft drinks. As 
such, no single supplier has a signifi-
cant bargaining power. The threat of 
substitutes for carbonated soft drinks is 
high. Instead of a carbonated soft 
drink, substitutes such as flavoured 
milk, tea, coffee, fruit drinks can be 
consumed. Therefore, the extent of 
competitive rivalry in the carbonated 
soft drink industry in Sri Lanka is in-
tense. This model is a very practical and 
easy to understand framework, applica-
ble across many industries. 
 
 
 
 
                                              continued on page 25 
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How to effectively deal with price 
based competition 
Price based competition is the most 
dangerous and damaging form for 
competition. Confronted with com-
petitors, who compete on price, an 
organization has three choices. 
 
1.) To compete on price 
2.) To compete on other non price 
elements 
3.) To  ignore and do nothing 
 
Before deciding to compete on price, 
certain factors should be considered. 
These factors are broadly two fold – 
internal and external. Amongst inter-
nal factors, the ability and willingness 
to engage in price based competition 
is important. Since price based compe-
tition has long-term effects, an organi-
zation must have the ability in terms 
of skills and resources. The ability 
alone is insufficient. The willingness 
must be present. This is dependent on 
factors such as organizational culture, 
the orientation of the business, and 
the past history and experience of the 
organization. Both the ability and will-
ingness is required to engage in price 
based competition. Moving on to ex-
ternal factors, the nature of the com-
petitor engaging in price competition 
should be carefully determined. How 
resourceful is this competitor, what is 
the market standing of this competi-
tor, is price competition used by the 
competitor as a short-term tactic or as 
part of a long-term strategy. These 
answers are absolutely critical, to judge 
the competitor effectively. Amongst 
the other external factors are the re-
sponse of consumers and intermediar-
ies to price competition, and the stage 
reached in the life cycle of the indus-
try. 
 
If a decision is made not to compete 
on price, then non-price forms of 

Competitors……..continued from page 24  
competitive manoeuvres come into 
focus. They are: 
• Providing enhanced value to the 

consumer, in terms of service ex-
cellence, product quality etc. 

• Using price as short-term promo-
tional tool only. 

• Enhance the overall positioning of 
the brand/product by emphasizing 
the overall benefits offered.  

 

 
Conclusion 
Equal attention should be paid to com-
petitors as well as customers. A word 
of caution. It is dangerous to follow 
competitors blindly. It could be a case 
of the blind leading the blind! Do not 
assume that your competitors are 
knowledgeable about the market at all 
times. This can be a major mistake. By 
all means, learn from competitors, but 
develop your own competitive advan-
tages which will help your organization 
to be differentiated in the eyes of the 
consumer. 

 
Prasanna Perera is a Marketing and Management 
Consultant and Senior Lecturer in Marketing 
Management. He is a Chartered Marketer and 
Fellow with the CIM (UK). He can be contacted 
at : 
prasannaperera@mail.ewisl.net  

Over the years, the fields of both man-
agement and marketing has seen orien-
tations, variations, concepts and trends 
such as entrepreneurship, leadership, 
customer relationship management 
(CRM) and e-commerce. 
 
One that has emerged over the last dec-
ade is entrepreneurial marketing — that 
is basically an interface of both entre-
preneurship and marketing. 
 
It will be interesting to see whether it 
will last, become an integral part of the 
future of marketing, or just another 
approach of marketing over the last 
decade. 
                                              continued on page 26 

“Poor firms ignore their  
competitors; Average firms copy 
their competitors;  Winning firms 

lead their competitors” 
(Kotler) 

Entrepreneurial 
Marketing — 
The 
Entrepreneurial 
Marketer 
By Anthony Raman, M.C.Inst.M. 

Anthony Raman, MCInst.M 
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Entrepreneurial marketing……………………….…..…..continued from page 25 

Entrepreneurial marketing may gain 
some foothold in the world of man-
agement education. 
 
As the marketing environment evolves, 
new marketing approaches are brought 
about with promises of dealing with 
the environment. 
 

Figure 1: Alternative Marketing  
Approaches over the years (Adapted from 
Morris, Schindehutte and LaForge 2002 ) 
 
Morris, Schindehutte and LaForge 
(2001) said that companies now oper-
ate in a new competitive landscape that 
not only changes but also creates 
change due to increased risk, decreased 
ability to forecast, fluid firm bounda-
ries, a managerial mindset that must 
unlearn traditional management princi-
ples, and new structural forms. 
 
They define entrepreneurial marketing 
as ‘a proactive, innovative, risk taking 
approach to the identification and ex-
ploitation of opportunities for attract-
ing and retaining profitable customers.’ 
 

In 2002, they defined entrepreneurial 
marketing as ‘the proactive identifica-
tion and exploitation of opportunities 
for acquiring and retaining profitable 
customers through innovative ap-
proaches to risk management, resource 
leveraging and value creation.’ 
 
Entrepreneurial marketing as ex-
pressed by Collinson and Shaw (2001) 
have three key areas of interface: 
change focused, opportunistic in na-
ture, and innovative in management 
approach. They cited Carson et al 
(1995) stating that the central focus of 
the interface is perceived as change. 
 
As such, the three areas of interface 
enhance an organization’s competence 
to deal with such a competitive land-
scape by enabling it to remain fluid 
with the external  environment. 
 
 
 

 
 
 
Figure 2: Six Dimensions of Entrepreneu-
rial Marketing (Adapted from Morris, 
Schindehutte and LaForge (2001) 
 
The six dimensions of marketing lend 
themselves well to enabling organiza-
tions to maintain such fluidness while 
preserving customer satisfaction and 
profitability. They can be said to result 
in the three key areas of interface of 
entrepreneurial marketing (change fo-
cused, opportunistic in nature and in-
novative in management). 
 
 
 
 

 
 

 
 
 

 
 
 
 
 
 
 
 
 
The world of marketing is constantly 
evolving and presents a multitude of 
challenges for the marketer. Those who 
are solely focused on strategic aspects 
without active involvement in their im-
plementation will find themselves swept 
away by a wave change that is constant. 
 
Marketers need to be entrepreneurial in 
their activities, as they need to go out 
and create opportunities through inno-
vation and creativeness rather than just 
relying on strategies that might only 
work on paper. 
 
Entrepreneurial marketing calls for the 
need ‘to keep the finger on the pulse of 
the market’ for any changes and remain 
fluid with such for the continuing viabil-
ity of an organisation. Being one step 
ahead of things is what is required at the 
same time. 
 
The creation of marketing opportunities 
and exploiting them can be lead by the 
entrepreneurial spirit. Entrepreneurial 
marketing links the organization to the  
  
                                           continued on page 27 

Relationship Marketing (1983) 

Expeditionary Marketing (1992) 

Guerrilla Marketing (1993) 

One-to-One Marketing (1993) 

Real-Time Marketing (1995) 

Disruptive Marketing (1996) 

Viral Marketing (1997) 

Digital Marketing (1998) 

Permission Marketing (1999) 

Radical Marketing (1999) 

Buzz Marketing (2000) 

Customer Centric Marketing (2000) 

Convergence Marketing (2002) 
ENTREPRENEURIAL  

MARKETING 

CUSTOMER INTENSITY 

RESOURCE  
LEVERAGING 

CALCULATED RISK 
TAKING 

SUSTAINABLE  
INNOVATION 

ENVIRONMENTAL 
PROACTIVENESS 

STRATEGIC  
FLEXIBILITY 

Dimensions of 
Entrepreneurial 

Marketing 

Customer Intensity 
Resource Leveraging 

Calculated Risk Taking 
Sustainable Innovation 

Environmental Proactiveness 
Strategic Flexibility 

Change Focused 
 

Opportunistic. 
 

Innovative 

LEADS TO 

Three Key 
Areas of Inter-

face in  
Entrepreneurial 

Marketing 

Company’s 
Fluidness with 

the external 
environment 

ENABLES 



 

 

Winter 2005 

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

Volume 1  Issue 1 Page 27  

realities in the environment that 
moves ahead of any marketing strate-
gies that you can implement. 
 
The element of risk is ever present 
and, as such, taking calculated risks is 
the way forward for an organization 
rather than the reverse. 
 
Richard Branson, founder of the Vir-
gin Group of Companies, is often 
quoted as being an entrepreneurial 
marketer. Apart from him, it is quite 
evident that many Asian business lead-
ers are the same with their business 
activities. Being entrepreneurial and 
marketing oriented can be said to be 
the key to success of people such as Li 
Ka Shing (Hong Kong), and Ananda 
Krishnan (Malaysia). 
 
There needs to be an entrepreneurial 
spirit within the person who is head-
ing the organization who then leads 
the marketing oriented organization. 
On the other hand, it can also be said 
that a marketing oriented CEO with-
out much entrepreneurial spirit might 
not be able to withstand the changes 
in the environment. 
 
In most cases, a very entrepreneurial 
leader is needed within the organiza-
tion to maintain this managerial focus 
and culture as stated by Collinson and 
Shaw (2001). 
 
They stress that the typical characteris-
tics of entrepreneurs are closely linked 
with entrepreneurial marketing such as 
innovativeness, receptivity to risk tak-
ing, creativity, adaptability, being very 
task oriented, change focused in their 
management approach and being op-
portunistic in the marketplace. 
 
They cited Drucker (1973), who sug-
gested that entrepreneurial innovation 

would be as important to management 
in the future as the managerial function 
itself is today. 
 
Can it be said that a marketing oriented 
entrepreneur is the one, or an entrepre-
neurial marketer does the job with re-
gards to entrepreneurial marketing. 
 
Gilmore and Carson (1999) advocated 
that an entrepreneur’s networking is 
compatible with entrepreneurial deci-
sion making characteristics in relation 
to marketing activities in the SMEs. 
Entrepreneurs are able to maintain net-
working that enable them to be assisted 
in terms of decision making for the well 
being of the organization. 
 
This is supported by Collinson and 
Shaw (2001) who cited O’Donnell and 
Cummins (1999) and Shaw (1998) that 
entrepreneurial organizations have been 
found to access information about cus-
tomers from their networks to be used 
to improve their pricing structures and 
customising their communications. 

Entrepreneurial marketing requires 
leadership to ensure that the organiza-
tion is led towards its objectives and 
undertakes the required activities 

amidst the evolving marketplace. Lead-
ership will provide the direction, align-
ment of people, the inspiration and 
motivation, and even change. (Kotter 
1999) 
 
The entrepreneurial marketer will cer-
tainly need to have various skills to en-
able the interface between entrepre-
neurship and marketing. Simplistically, 
they will tend to focus on skills in the 
areas of entrepreneurship, marketing, 
leadership and management. 
 
The various skills will enable the entre-
preneurial marketer to not only work 
towards the creation of opportunities 
and customer satisfaction, but also 
manage the various diverse activities in 
an integrated manner while leading the 
organization and its people into the 
future amidst a competitive landscape 
that has been characterized by the four 
over-riding forces: change, complexity, 
chaos, and contradiction (Hitt and 
Reed 2000). 
 
The entrepreneurial marketer is a mar-
keter, entrepreneur, manager and leader 

all rolled into one who emphasizes fo-
cus on change and seeks fluidity with 
the environment for customer satisfac-
tion and company profits. 
 

                                              continued on page 28  
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Full Member*  No. 369    Tammy Rutledge   Calgary, AB 
Full Member*  No. 730    Kuppuswamy Sethupathy  Sultanate of Oman 
Full Member  No. 735    Reginald G. Sheppard   Upper Kingsclear, NB 
Full Member  No. 737    Geerish Bucktowonsing   Mauritius 
Full Member  No. 739    Hameed Uddin    Toronto, ON 
Full Member  No. 743    Niraj Shah    Toronto, ON 
Full Member  No. 744    Gert J. De Beer    Toronto, ON 
Full Member  No. 745    Gunesswar Bagratee   Mississauga, ON 
 
Associate Member No. 736    Oshoneye O. Jacobs    Brandon, MB 
Associate Member No. 738    Owolabi O. Olasunkanmi  Nigeria 
Associate Member No. 740    O. Peter Elusakin   Nigeria 
Associate Member No. 741    Danielle Cantave   Brandon, MB 
 
Graduate Member* No. 677    Stefanie Schram   Toronto, ON 
 
Student    No. 742    Cheryl Deakins    Barrie, ON 

New members and membership upgrades* (to March, 2005) 

Papal honours 
bestowed upon 
Anthony  
Raman, 
MCInst.M 
Our member based in New Zealand, 
Anthony M. Raman had been awarded 
two Pontifical Orders of Knighthood by 
the Holy See (Vatican). They are consid-
ered to be outstanding achievements for 
anyone. 
 
Previously, he was awarded the Knight 
Commander in the Order of Pope St. 
Sylvester. This Order was created to 
reward laymen who are active in the 
apostolate in particular in the exercise of 
their professional duties and masters of 
the different arts. It is also conferred on 
well deserving non-Catholics. 
 
Recently, he was awarded the Knight 
Commander in the Order of Pius IX 
(The Pian Order). It is granted for out-
standing deeds performed for Church 
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Anthony Raman is actively involved in 
international education and training 
through various organisations in the UK, 
New Zealand and Malaysia. Currently, he 
is based in New Zealand. He can be con-
tacted at anthony.raman@twoa.ac.nz 

and society, and is granted also to non-
Catholics. The Order of Pius is a rare 
honour for an individual. 
 
The knighthoods had been granted for 
acts of merit and involvement in various 
international activities that contribute 
both to the Church and society. With 
these two knighthoods, he is considered 
to be one of the very few with such dis-
tinctions within the Australasian region. 
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Canadian Institute of  Marketing Directors & Officers 
 

Joshua Caplan   Chair   Array Systems Computing Inc. 
Tossnarain (Shiv ) Seechurn Vice Chair/Registrar Canada Customs and Revenue Agency 
Oswald Emmanuel  Secretary/Treasurer Trillium Health Care 
Charles Adegboyega     Marketing Consultant 
Réal Chabot       TransBio Tech 
Suzen Fromstein     The Write Connections Inc. 
Ron Halliday       Marketing Dynamics 
Susan Hughes       The Palace Casino 
Prasanna Perera     Tetra Pak Asian Emerging Markets 
Mike Saubert       Society of Decorative Painters  
James Schauer      Easton Marketing Services Ltd. 
Leonard Weeks      Manager, Knowledge Industry Development, Business New  
       Brunswick 

Full Member: 
A) Has held an acceptable  
    marketing position for 5 years, the 
    last 2 at senior management. 
 
B) Holds a recognized qualification in 
    any of the following, or mature  
    entry instead. 
• A diploma of an Institute of  
  Marketing; 
• BA, MA, or Doctorate degree with  
  marketing specialization; 
• Diploma or University Post- 
  graduate Diploma in Management  
  Studies, or 
  Business Administration with  
  marketing specialization; 
• Other educational or professional  
  qualification of equivalent or higher  
  standard with marketing input – ap 
  proved by the Canadian Institute of  
  Marketing or one of its affiliated  
  marketing institutes. 
 
Associate Member: 
A candidate must meet the following 
requirements: 
 
A) Has held an approved marketing 
position for 3 years, the last in mar-
keting management at a lower level 

than for full membership. 
 
B) With one of the following aca-
demic qualifications: 
• A Certificate of an Institute of  
  marketing or, subject to its  
  marketing component being ap 
  proved by the CInst.M., a BA 
  or MA in a business-related subject;  
• Diploma or University Post  
  graduate Diploma in business Ad 
  ministration or in Management  
  Studies; 
• Other educational or professional  
  qualifications of equivalent or higher 
  standard approved by CInst.M. 
 
Graduate Member: 
 
A candidate must meet the following 
requirements: 
 
A) Have successfully completed an 
approved Marketing Certificate or 
Diploma programme from a recog-
nized learning institution, or posses a 
business-related Bachelor degree. 
 
B) Be elected by the Institute. 
 
 
 
 
 
 
 

Student Member: 
 
A candidate must meet the following 
requirements: 
 
A) Be registered in a Marketing Cer-
tificate or Diploma programme; 
 
B) Be registered in the final year of a 
degree programme with Marketing 
specialization. The Marketing com-
ponent must be approved by, and 
the learning institution accredited 
with, the CInst.M. 
 
Fellow: 
 
• 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 
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Code of Ethics 
 

The professional marketing person has responsibilities to 
their employer, to customers — both ultimate and  

intermediate — to their colleagues and to the public. The 
Institute requires its members, as a condition of member-
ship, to recognize these responsibilities in the conduct of 
their business, and to adhere to the Code of Ethics. All 

members shall be answerable to the National Council of 
the Institute for any conduct which in the opinion of the 

Council is in breach of this Code and the Council may take 
disciplinary action against any  

member found to be in breach thereof. 

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

W E ’ R E  ON  THE  W E B 
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info@cinstmarketing.ca 

To improve Canada’s professional marketers’ 
skills to the highest international standards by 
providing training, opportunities and services 
to business enterprises, government, learning 

institutions, students and members of the 
Institute 
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Suzen Fromstein, President 
 

Advertising  Marketing  Graphic Design  
Media Relations 

Humour (Relatively Speaking Division) 
 

416.699.2949 
Persuade  Motivate  &  Make  Things  Happen  

 
www.writeconnections.to  

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

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

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

 
 
 
 
 
 
 

Marketing & 
Communications 

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

 
 
 
 
 
 

205 Miller Drive 
Halton Hills (Georgetown) ON  L7G 6G4  
T: 905.877.5369  F: 905.702.0819 
glee@aglmarketing.com  
www.aglmarketing.com  

MARCOM 2005 will return to Ottawa April 26-27, 2005. 
 
The Canadian Institute of Marketing plans on being a sponsor and fielding members 
for presentations on a variety of marketing topics tied to the conference. For an update 
on the seminar roster, speaking opportunities, sponsorships and exhibit space, call  
1-800-3558-6079 or visit www.marcom.ca. 
 
This conference and trade show is focused on the unique need of the public sector  
marketing community. With some 17 educational sessions and approximately forty  
exhibitors expected in 2005, delegates are able to network with colleagues, learn new 
techniques and find practical solutions for their marketing and communication  
challenges . 

Business Administration—Marketing  
Diploma 

Two-Year Business—Marketing Co-op 
Diploma 

Certificate in Marketing (CIM) 
Advanced Certificate in Marketing (CIM) 

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

This space could be 
yours for as little as 

$300 for three issues. 
Rent the space and  

receive a free link to 
the Institute’s Web site. 

DIPLOMA IN 
MARKETING 
2286 Holdom Avenue 
Burnaby, B.C. 
V5B 4Y5 Canada 

Tel: (604) 294-8813 
Fax: (604) 294-3323  
 
www.kingston.edu 
 
Canadian Institute of Marketing Accredited 


