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Velcome 1o the May edition of the REoval
Countees Branch magxzine - Marketing
Porays

Falbowing the Biunch of your new
magaeine in March we have had some
very positive fecdback. The magazine i
pubdished by marketess jor marketers and
its primairy. paspose B o improve Branch
communications with members, kidping
yoru albineast of cudrent news wnd thinking
kn the indwstry and at The Chartensd
Instibute of Marketing. Hopetully, youw wall
goe this as real ackled value bo vour
marmdsership of e lnstinde, ai a local
lovel. Howewer, I is yosiar wiows that enunt
= By havee iy sugpestions for
improvement please contact me divsctly
an my usual member - D276 416461, o
by email ai paul postick®uk sun_com

We albso aim to expuand the membershien,
Stany of you waork with markeding
colleagwes who e nol yet members of
the CINL Please being them abomg bo g
barsiness meetings and encourage them to
join us and find owt hew ihe CIM can
baorvedit thelr professional lives, The
HBranch magazine Is very much a part of
thir business peogramme ancl o key
wohicke in our drive to extend the value of
Cikd membership o all marketers in the
Thames Valbey.

Branch Programme

Chir Branch yesr ends o July with tea
excellend meetings. On 20 May al
Madiefski Stacium, we are lofuenate
have Ross Boadle, SMarketing

Diirector, The Interret Bookdson and
Pauline Bickorton, Chalrman,
Marketing et who will be exploding
‘Markieting on the Intems’. Cn 23 Jume
D Robert Shaw, Managing [Hreor,
Shaw Consulting will examine a
particularly perinent ssue - Marketing
Accountalihity. Dy Shaw b recognised
as one ol Europe’s leading expents on
marketing and [T, Belore forming his own
consubiancy, he established and ran the

LIk h-'l.1rﬁ::'l||1ﬂ practice ol Aunthersen
1"1:|r|-ull1mj|_ He s a '.-auliilur'ugI Profoessior of
Starketing at Cranfield Business Schiool

These will be very popular meetings. Sa
vou should book early 10 avidd
disappaintment. Full ditails of the
meetings can be found in the pull-out
Eranch Programmie Supplemsent in this
e Chon't forged you can regisier ior
business meotings wsing the booking form
m the magazine oo on e Branch welsbe
= hitp:fwwew royal-counties-cim.ong

We are Currently puiting the 19T
busines programme fogethor, Ckaer the
years, Roval Counties has broug v sou the
busini=s programme at no chane bt the
unterhvng cost of doing this [s ol
insignificant, M your organisation would
like to discuss sponsorship of some aspeo
of the Branch aciivities please contac

Pail Ceostick am D1 276 4164k

Markeling Awards Update

Ad the beginning of the year | announced
the Avards for Markefing Excellence
programme and promised o give you all
an upsdabe later. | am pleased boosay that
although we had planned to run e cvent
far thee third year the Institute wall e
taking the programme National n
association with Marketing Week. Full
details will be available from May, The
aveards coremaorny will be held on 19
Crctistepr 19949, This is a great accolads {or
Royal Countiss who have ploneered the
Awvands programme over the last teo
years, For mone information please
contact e membership depariment at
Mioor Hall an 01628 427310,

AGM advanced naliil calion

Wi are nevwy enldeving, the final stage of the
Branch's year, The AGM takes place on 2
July at The Chartered Institute of
Marketing, Moor Hall, Cookhasm, | will
be standing donawn as your Chairman afiss
2 yoar's in office The AGA will be
combined with a panty (BEC) and live

markeling news

* a view from the chair...

“The magazine has been developed by marketers for marketers
and its primary purpose is to improve communications...and
keep abreast of current news and thinking in the industry”

bandi and this will give you all a great
opporunaty Io come along avd moet the
commiltes and other members of the
Bramch in an infemmal .p1r|'-|'rg.|;|l1[~r[:, WWie've
Bone o a Frll].'ll,.' "ih"H w00 0 can bt vou
i dlevam wilhon lawing fo worry

about work the nexd dav! Rooms will be
availahle at Moor Hall, for a modest
charge, if requined.

loin the commitiee...

e NT] Lt'lmg_ 1% e of indays most
Compenee professions, As a member of
thes It wield henver a uniguse r_||1|'_h:|rr|,|nilg. i
phve your career that little bit

Exlrs 1:rg.- puiting your ekilly inlo pr.u'ti-;q_r
Hinad By poinimg yoier Rranch commelies
W hether wou e voarself as somanne
whia is interested in helping out from time
1o Hmee oF as a fudure Branch Chairman,
yvour assistonce will be

witcomiesl, How da vou Rol v lved?
Semply condact me, Paul Gostick on
1276 416461 or email

paul.pamticke@uk sun.com, There ae no
tesls o qualifications. resguired, i-||§l: a
chesine po demonstrate your enthusiasm o
marked ihe worlds largd"q |'|'|.'|rl,|_-l|n1,;
-.llH.lnlulilm. Al a commalEoe memedsor,
Elhe tirms your et counts fowsards ol
CHFLE

Fimadly, 1 wiowlel Hiee 1o thank evervone
wha has contmbuted o the IPHEZATAE
andd made it such A success, I s
pubilished bi-monthly, but don’ forget bo
vkl our Wshaite for all the laest
intarmation an Bramch actvities

| ook (orscnd o mesting you at a futune
Brassch event,

-

Faul Gostick Diphd, MCIM,
Charternd Markeler, Chairman,
Boyal Counties Branch

Yo
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A new local livence for Newbury Radio i
shondy to be awarded by The Radio
."uul.||l.lril::| There are three local consartia
currenthy idding for the lcence

EVFM (Kennen Yalley Radio) Fromped by
veteran broadeaster David Hamilion and
l'iu Ll.‘ll Ih IJ-I:u H!ul.'lil {;"I'H.

EICK FM Bed by Former 210FM b, Tony
Grundy, 15 backed by the Newbury Weekly
MW, "h'rl'|l-'.|r:| Bumildirge Socier ¥ and
Mikeszone Pictaren

NBC {(Mewbury Drosdcasiang Company)
hecaded by bormer Radio One [.l'_l. Brana
Broakes, i backed by the Trniiy Southern
Mewipaper Groaip

The success of independent Lacal Radio in the UK
is onp ol e media phenomena of the nincties.

In some wavs commercial radio had 2
STuATETINg ¥1arn en chis cownery snd has waken
timie (o come of age. This was partly dae o the
peed o wwrich |:I|'.|_'|1|l|r; halhies from the
Eumifiar dber of nanonsd sctons. An ey
sucoess, Radio Clvde in Scotlind, was able o
AN W |||‘: ',hl: ||-.,JJ CE R MUY 'H".rll
lestemers gave the most obaous elae 1o the
potentiad for ILR. It was thar radso, nit
-.'|:.-h|_'|:,!|'-ll r.||| iu-.,.| '.ﬂ-: i |||-.'|,..;'il|'|l a5 _f-,'|| o ]
mational petwori

IZ_';.p:uI Badio inmialle .:.-ur:gl.,-.,! 101 Wk
audience and advertismg revenue Why?
Because neither they nor the Bsteners quite
kl!r"a‘ b |Ir|lr'.r: ||||_". WETE |-\.|-|_.|'.., rl_':;im'l.ﬂ i
raticnal,

Commercal radio sow has an imporoant placs
ifi the media i, for bath hstener and
probessonal commuencator, [LE revenue m the
last five vears has neardy tripled 1o £39%0m, Bur
it wasn't easy, Mattonal alvertisers wsed to
Ih.ll|.:'.|,||,".'|'.ll 1N WEE '||I.'|'| Lk F1ATT I.'.-.in.,: r,'...|||.'.
Mapy advertising agencics Found the medisim
delficult creatively, as well ay kard and time
consuming to buy, S0 they didn't

Lutterly, the Formation of central sales hoases
el nhie Radso .’uh;n:i:-.n!: Bureau his made it
ganier fof nabionsl advertisers ko acceds the
medium resulting in more creative rdia
pdweEmseing froem boch ngrsoml end locsl
advenmeri. Undermanding radso’s
*cannectivity” wish the listener has fuelled the
growth of radio advertising which is, sher all
the Lite Mood of commercial radse.

The funare far the medium looks braght
Televasion andsences are fragmenting thaough
more chunmely with smaller sndiences, ot
withour the benelin af local invalvemem
Radso loaks likely to take an increasing share
ol the advertising cake and an increasing shase
b oar hiears and minds.

Success 1 however mot sutomanc. [t needs the
simplest of formulse applied - che bess of
natsomal standardi, detrvered with a local vedce

which m easser 1o define than to deliver. Bin
b thin (= 1l |||-II.' 'ﬁ..'! il': :"u':".l.'|'i||r1. Bl shiuled
he an extremely vahushle heence.

1 &5 an afflueny ares wich a high percencage ol
prodessionals, who are valuable both as
comsmzmers and a3 beines audsesces, who will
respond to s high qieasty mainsecam offemng
with a strang local buas.

We can anly hope thar the Authosinies sward
the hicente on the basis of what makes the
miost sense to the most people in terma of
pood radso and nor on the hagis of an anseen
poliical agenda We need o remember thas
this iy Independent Commercial Radio end
that local BBC stations continue e ¢xast 10
create & balance in broadcasting wath pubic
sector remit Commerciz] radso should be
sllowed 10 be puss thar

By Waerman

“Radio looks likely to take an increasing
share of the advertising cake and an
Increasing share of our hearts and minds."

Missing Link in Suppy Chain?

Chartered Marketens availablo fer chartor

An anofficial new web site has appeared providing an on-line regster of
Chartezed Marketers hape’/www.chareredmarieter.com Registration by
I."“ III.II e Free Jlld bog a I-II'.JIE lee & P il\.lfil.l.' = l"'l.' II:I.':LIJE"I].

New Gresnham Park - Open lor Business

The £2 5m Enterprive Cenpre at Greenham Commaon has openad with
seerier offsces and |.-;|"h|: indwascral space bor smuall znd |]|.!'.'|:||'\-;'|i|'":!:
busanesses, The POt ed & Grreenham Common Trast, West Berks
Council and Thames Villey Enterprase inatuative. For fusther details
LA Smaan TJ.I_J_. o DIELS 817444

Frugial research mpo Residual Product Masagement for Exghtacre ple has
revealed 3 hadden £450m UK nuarket While manigement practices such
a5 Efficient Consumer Besporse (ECR) seck 1o dimimite excens
inveniory; there is a cunows lack of published data addressing the bent
way to deal with residual produect and the mmpace of it disposal on brand
values Research i I"\.‘i'-IH i ced |l:l CFA. For larther details of 1o
eontribute to the body of data, contact Charlie Famrow 2t CFA on 01635
330754,

Fromofions al MAXK Design

The Newbury based Diesagn conslezncy has promaied Katrima Ray s
MD, Exasting MDD, Dermiot Babmeon is to take on the role of Chairman
*Clur basinesa has grown sagnadscancly durng the lesi 12 montha®,
coemmentsd Robinson, "Eae's EPPOENTTAERT will enable her po take am ever
greater nole in shaping the futare of our company.” Alang with becoming
an Investor in Peopee, the com pany 15 soon t0 achieve INUSO00
scerodrmnion, making them one of 1he fEree design consulnnaes o carry

EI:C I.'Fst AT J.

marke ting niws
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ALLVOUTH

Mnﬂ-ﬁqhutmwﬂﬂhw
hve & finger can the puise of the Mt
Yiutk, Frosm where I'm siiring, the Magion's
Yiruth starns wich sdolescess but poe quite
| tren, Mumbet One Son, whse Bages i s
Frandy on the: b, i fair thivba!
Alonig wich the majoriay of kis peers, Number
e Son b eher kees em Pl Frie ithe Linle
Yelow Dude) and his brand of rechno-thump
FTEHIC

A recenn. wudy by Mevos Gy specthically
athed consumery ahout the the lnet Levia
commersil (rsunng the Lt Yellow Dhude)
oy Barsle Bogle Himgarty, Oy 4% of

By esonems wid than the ad campaign woukd
e

pervaide e b by o padr of peans. So the
enmmint, T ke this commercial, [ree
Number Dine Som, dlerw the brevizshle fpoae,
ﬂhm!ﬂiﬂthﬂf

mhﬁrm'.up?“uﬂumﬁdr
g overrading the i Sherman opimon of P'aer
Familiaa. (As 3 famify, we play “The Silver
Ciame', Firse ome 10 apon the brand on cach
comrmirrzial in the bresk o)

Loww's has a bong, mamming aad Eeghly sugceiated
communications sirasegy Mick 8 brack, wirn it
ims 5 momber ane i -l:mt-l.nﬁ
fullorering ol consumes in ife process. When
itk Kamson mtrapped off his 301% i the
Laundeverie, we all bought che produa, duln't
wel 5o what il the new campagn isd the Sa-
Wi rang IBH dne sn evaliagion leom the

harese’s mmich, "B swanesem b higs, w0
.' surely, the cunpasgn must b shfting prodact?

Tell s s hee wrategy " The Acocesr Team
N ‘were unavailibde for commest, the Prem (e

Rindly darected un s the PR Cosauleandy, wha
dhecsded 1 refer i g0 the Clime. Time pased,

S0 wie consubicd oer poar-production cronio,
mh kiipw all sbeses (Juemtin Dupieus, creanca
character, Liurent
Ceareeer the French [ who made the ongnal
proesc video, and Jim Hemes's Cresure Shop
wh refincl the peppei. They knew ino of m
mnbrandnd icauer el cispaga prins i che
i mamsream o campaign. Beg as 16 trosncn?
The ewermuiad written fesponis from Kenny
Wik, Markering Drenocton, Lo Seraus
MNorthers European Hegon waa, "Adverining
i ooy came part of an integrated marketmog
simpan For our brand. Cuer findings show
thae war adds, paniculsly ehe current campaign
for Lioa's Sta- Proes cliibimg eapture young

“ Peupie’s imaganatinn” ?‘huwhmrll‘mr. Han
does it selll erowsen? He concinues, "Thin
h wﬂﬂhuwwnb wheie the

CARPAIAS S o 27 - 8 Eoreaes of 1% (uc)
dhuring the Last campaign™

The mure Linds Yellow Drude speak io the

o Youth of the Natien. Bur can he sell trousen®

B You el
M:_

the trousers

The jaded advertining agencies of Madson
Avenue stumbled across the Beat Generataon in
the 508 and mvented youth marketing. They
recognieed that ‘coentercaltune” maght be a
lucrative comumer group, te be adidresed
daiferently from their parents,

Since the davs of Bl Bernbach’s reimvention al
the E'u[\n. beand and creation of the V' Bevtle
cult, vouth marketing has become big biisness
From banks to automotives, there's barely &
COENPaRy that hasn't tricd 1o captuare this
EECIUE, &I AgENgY IE|11 -||J.|.I:.l: fFur l:::-,u:l:h-\:r ]
r-m._:'u. & research comgany that hasn’i devised
HHPR RS TN SR MSLALIN, Or 3 |_.|I:di'J||'l

thut hasn't toved with ‘rejuvenation”.
Most of them have failed.

'|-|1||. muarEc =% BT |';|I 1 |"|-|||:'|I'\-| Ty SONIFE M
may be met with rejection. We thought we'd
done creryl §'||.- £ r|:.:'!|' - '.?l'\-u-nlll'..‘l the "|||"i|’\-n!
'I|_|.|1|] i 1|r-_'\-_| Ol |:|'.||'-_'r-_|;='. 0l :'.'I'I"-.-'_ FET
promoboa m The Faee - yet sales remam

Habic

in yout

=

ounh' sccoums hor around 10% of the
population. Pochet morey has outstripped
nflanon by over 3% for the lust fve veans
Mowt of the world's hag brands are "vouth
Srands', aimed ar the sall ||:'.rf-."|l::ln:|-."~|-.'.
ooking 1o secure lifelong lovaley. So, why
disss “youth® boy the soundirack to my
sommercial raber than my product?

"-.-q,l W LT r:- |_. :.L;l\. [4i] |EII_‘ L ey xl[JJlI!!L‘I{I\."E
whao don't change the caleur of cheir hair every
w.,..,lv- O paifce I|:||_I-':|'-:r ||L|I -n-:; !hdl.‘ LAY,
The wisfist ANy al ."I.|'|.,‘|.'|."|: PUppiss aed Oo
farmnlies 13 weeleodne aluer che VEELINIEL (d LG

Ieskl I1|l| ||'d Ly |'| 1 ||.‘|:r'|!:.

But youth marketing cas work and youth
brands can clearly be profitable, Thes large
group has the eoanomic pawer o conume
;.'|J'5.J-_'.J :I_'n_-.];_‘h:l_ ‘I'_'l_'nm,.ul'-;ll 10 ANSOAE I|!|.'
voung extends beyand Mike mrasners, Dhesel
jeans and other inherently “trendy produses.
Young peophe open bank sccounss, buy mramn
tickets and read newspapers. In shom, if we et
it mght, vouth murketing can be hugely
profitable. 5o, we must avmd the deadly sins

EE.,-ru,- ire lour |'|$|:||.'-.
[Sin 1 *The Emperor's New Ciothas™.

The sin 15 10 beficve in boguent, arcane jargon

froem self-syvled vouth markotmg gunss

f.s |||!||‘:_l ST AT CENIST AF |.| ey
"Generatoas M. 1, and £ The
Alphabet Generation', *

language -
Adilevoonce’,
“Tweens". The iermimolbogy sssumes that youth
i'l. ol SOfEiand. ..|ur||,;:|1.; By the mungte = only
the hippest agencees cain possibly sndersansd

I|:-|||:."l. treiti
We are being blinded by science.

"I'.Llu ng o |F-:|_ 15§ tlu ||| T8 Jl Iy 5 |' ST -|u.|:'|
miach the same as they have alwiavs been
Reach |14I-|.-||:l. Start i0 menstraife or vooe
-_1;'-_'r\'.--\. Lrft Acne H.|'||_'.'. F'Jl:'llJ values | o

wirgimity. Porm trbes. Boconse adult

e o ke e secrets in suceesstul vouth
marhgeing is thit vouth 15 not a secreer, [f we
cn understand how our brands fat inga the
prosesd il :l-\.H,'.l:'l_ r.|||||'| I|'4|| |.|;:|I'.._' prrl 21 ]
ephemeral jargos, we can avesl the [
|.|I'J|":| L1118

deadlysins

by Bgmeay Mg

marketing

ain 2 “Lrecian JANC |

The sin &5 believing that the Mo, 1 smgle m our
commercial or pop star’s eadorsemsent will

make fimancal servios young and groovy amd
'\;._'! HE aieolnls o I & VoAl |,l|||l-. :"| II'.||!'.i'\-|.'r

ol I"il'aL1 Iln:ll-: L 'aFl!l'\l.'III.‘I I:I!I'I foule ﬂlll\j rJ-IIHI

Farst, Hnancual services are not eool. Relevam,
imporan, mesningful and desirable, mavbe,
but a Swarch cand cannot becoms eoal simply
by usang 1 pisce of pop musi. Seconi, young
T-_‘\up'r ife nd portured soyle viciems relusing
io buy a product withow celebaty
endoriement. They are disceming consuners
looking ar the realivy od a prodisc offering.
Third, and moss importanaly, whar does a chan
single (or, indeed, mumic festrval) have 1o do
with a bank sccoum? Unless chere 15 an explical
and meznmghul link between the o, we run
the risk of being parasites of youth cultare

If our affermg meets the needs of young
people, we can nalk to them with integnity and
komesty, and avoid the blatant lie that we are
youny ourschoes

contimsed »

marketing news




We eee remarkable sdvem EINE IZEMEHES, with

=

clever accour planners and Mike-weanng
creative teams. They craft the mghs
propositian, develop powerful creative, and
ouir miessage woconlined 1o a siagle page in The
Face ora X0° Spot on MTV. losg in the
enviranment, Tradssonal media vsage muy be
wh:.' 1_.'|Jul|| Brands Lisl 1o commianboate. A |l.15u

on & pop poster of a branded compalstion CD -

st not nocesianly the aewen Sanjay Mazerah was for many yesds Senior
The answer is to rethink media ahopethes, We WF, Marketing af MTV Europe and VH-1.

Fity i
should not Lsume 1l 4 staniard media plan, i 1997 he sat up the Markating Depat -
peppered with a lnele spomsorship and guenlla

marketing, i a useful metaphor for a young strateqic marketing consuitancy
pefsan’s life. We should look ar ehat life, spacinlising in yooth marketing snd brasd
undicrstand where our brand & moss rijuveration. Contect Masve MeDanald on
meanangful and alk w ibe mdience 2t 1ha I BIT1 B16 BASE for infemmation.
paint. Although it was not specilically aimed a1

the voung, Mxcotnells suckering campaign, i
under ‘Mo Smokeng’ signs 51 tube stations, ks ! R
an example of media rethinking. An imperanve
il we want 1o talk efectively to voung i
aadsences,

[Sin 4 s Daddy”. \ |

Some of ww wall remember our parenn’ 1 [
attempty to understand our culture when we

WETT YOumg, Ther INCEPretatons of CHIE LASEE

and sty le were, 8 1be very |east, embarrasing. h
A number of art directors and prodiscers Rl |

prey to thés sin. They assume thar they are ' ]
naking commercials bor the youth nrarke, but |
astract vast nambers of consumens with a Peer
Pan Complex - 32 somethings, desperarcly
needing bo remain voursg. When Amencan
!'.:':Pr‘f'l‘l Ilumhf‘d HIUE. |'|.|- larget mdl!ﬂl‘ﬂ b ]
25-35, vet the average age of cardbolder i 37
Is Amex Blue an andwer for mad-hibe enss?

[t 15 wromg b 1Y b0 SE0nni USHS OF iNferpeet
the scom of yoath culiure from a distance, We
should aik young people themsclves which
clements work, and how we should use them -
in the Aght contexts

Youth marketing s not a dif sl chscure
discipline oaly elfocted by Dhesel-clid
creatives. 1015, in fact, pretsy simple. Talk to
the anilscnce with relevance, meaning and
crodibalicy. Be hoseit and never assame 1ha

||r-.'| I:E'I-IlII,: (] I'I.' WEHLNE O “‘l‘ill‘h‘l'r_‘Jl"lllil'I‘ I.III.'
J'.I|J1f."b.:{l'| LAs ¢ vn.l I||_||r|..:|'|||'|- ||_'.||j (5]
mJ.ri.l:':Enp victory, hnd. dhich the iar;.:_nn.

T .
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Cool Britannia?

Civest hali ol LIK businetwes beliene 3 'comibeate sthyle' brand is nesded
Ik Erdain tor gain the rr-rn;_qnl‘irm i dleserees for innovation and 1o
Imcredse (B comgpettie pdge, ac rnr¢|ir1; By @ C1M sumneey p;-l,:a_'lun:n,'l in
aasociation with Marketsng magarine, 45% beliove that @ & the Bntish
identity that helps position British businesses as compatitne and grong,

Herwrver, 44% ol those wha do think that a corpoeate heanad would
henofit Britain ane urwilling bo pay a business ey o promote the UK as
4 buiness location. 72% am nob willing i pay mone than £50d0).

Although the sinaey nsults paleied o the nesd foe a corporate brand,
the branadiog of ‘Cond Britanmda® wes judsed not to kave gome (a6
enough, T6% believed that 'Cool Briannla either msde no difference o
Hifish irwdesiry, had a megative effect or coulidn® pidge the efiect that i
had. Omly 24% arguesd that the “oool’ beanding had a positive resule

“M far as bearsthimg Britain poe, *Cool Britannia® has been efftcive foe
areas within cerain industries® ways Ray Perry, T8 Direcion of
Maerluetiing “We o el bo evodve th British beand g0 benefin Britsh
Industry across diflerend secion. [ s quesisonabde whelher a “cool’
Britain can ever be a soossiul prondtoning outsile oreathe industes
ke prumsic, hee arts aned Gashion,”

He adds, *The business io business markets are much less indluenced by
fashion ‘cood’ 5 not an image that ENCOUTAEES "-,:'l,-ip_n stiyisstors, Tnsneadl
we e B COMVEY A e ehecEnee brand ir|1.1g_|: with a haed
commerncial edge, designed o suppon indusiries ke ée-commence and
manutaciuring, Then we can sart e gain the recognition thas Britain
theserves o inndvalion”

Thee survey also meveabed thal 63% ol UK bussnesses bolieve thal Bntain
‘deserves mode recopnition’ ke mnsateon, and that ides which began
im the UK wesre often developed amd explolted elsewhens, Only 1% af
ihs responsdenits selt ihat Britain received more than encugh recognition
e Imnercakion,

“We now need to evolve the British brand to
benefit British Industry across different
sectors. It is questionable whether a ‘cool’
Britain can ever be a successful positioning
outside creative industries like music, the arts
and fashion.”

Making Services
Marketing Work

Business Meeting 23 March al Madejski Stadium, an
exceptional presentation, from Lawrie Young, of Blakes
Marketing Practice,

Lisuir swamined whether services markrlm“ reailly b8 diflerend from
product markefing. Product marketing ends 1o oo on specilic peodud
Laenefits, wivreds services marketng 15 the outcome ol 3 process with
s “peolact’ per 5o, Today, with few exceptions, theme s a bck of
creativity in senvices markoeting. This has resulted in a lack of
difieremiiation and commaoclitised services, Im such situations chiley k&
cofifuised with ¢ O Ve Seivace., Theisre ks an vt reliance on
imdlustry research reponts. Ask extiting cushomen whal they wanl 2nd
than'|] gty “mneee of the suine, please. cheapes, fasles” 1 i fGr moe
impariand o interpred thess nesds and develap a wpecilic wervice
rogacsilinn,

|.|L'I..'.|Il|{-i.r|1||'r 15 odbien civesl 2% oie of the ki dlifference, A critical
success [cior s raking the mlangible, tangible fom the customens
perspective. Customens don’l buy branded senvices, (hey buy the
company prividing 2. A brand stalegy B key o achicvng this

i i creates reasiurance. Services should be created oot of the

| 1.-1'-:‘-'.1I|.'-3I|r.||r| Thue b brancls in service are Corporabe beards - BA,
M Danalds, of 1851

Wiy a cuabiame |.|||1.'l. i |rr|'-|;||.n1 Frsdsdh® s iny oontrol, Services Take
condral from the customer & ey become involved ina O,
particularly the swippliers proceis. Loss of control makes new customens
fesd wvulmerabde = and eaperienced Customees want b negain contral, Far
Fit Clssiimiers Bhe oout 15 o0 !'1r|'ﬂa|r~ brarel {secundyh, |'|p-r'1'|||:- anc
process, For expeniencoed cuslome s i ik impaortant fo shrrarnlenis Tha
process, cisploy wechnobody and kook 2 weli-cervice RS B s e
Jecnn] |.'|IIJ|I|'| wervices al lowwer cosl,

Ky Differences between Marketing Services
anel Marketing Products
Thie CusimieT's e O pEfrnl
The RN EENCE O U SEVIDE (s

Thee customer learms the su '||:-:|| g pEoCess
Enkanp Bility ol « (AR R R g ]
SimmEanpois consUmEIEon

Shross makes qualify issas more inlerse

|_.'i|||'|| WIS (AT eI

Thas ImpERance ol fhe oo POl |_..||'|':
It "|E-|'|J- Tk L with USSHERT COrT MeET o Eeies

|.'|I|'|-' LR OH e |r|.-:i' Ar !|'._'|' Frr P HHIT

Developed soonomies are becomang service orenied and in many
indusdries. service s becomeng strtegically imponamt, pasticulary where
price pressune on peoluct (particulasly technology inclustries) is
sipeezing margios. Toclny most customes propositions, st food, afdine
et even balnsitting, have 3 sendce condent, Customens need service.

In ihe early days, product companses enjoyed high mangins. But, as
euiemal pressures squeezed manging, product companies looked fos
wans of reclucing oot by increasing prochuction effaciency. LUitimatohy
no moee 0ost can b taken ouf bot the pressune continues, B i belter 1o
change o a service atientation and develop services to augment the
cone product. producing a eoade, differeniaied cosiomes peoncsdbions,
which in time will lead po impeoed maegbns

The meve o serdoes oneratson imvodves changing the propostion, the
financial mechel, management peactices, ekills and roward sysbems,
customses relationships, maketing and sales, B s 3 major culium
change. Bepest by Paul Costick

ke ting nsas



It seems that evervbody in the world ol busines
v tallang sbhown service, The discusson might be
ibwud servacing a major besines doooied, general
cusaemer cane of s aale of oo '|||'-I:J.'||.,nd sdlcded
walue servsecs. Wihy i 1his?

1. Sarvice increasss prafit

Ay ihe el al I'|||.'-.|l:|, the rale of ey Eryaie m a
|.1!I'III'.'||!|'-£I.1| DEEANERITIGI 15 50 IBTEELE |'r-|I||
J.l!lj it I".JI. ||.,'\{"|1 1i'||l-ﬂ.|| t|'| u_-l.|:r1| ]|iH:|:\

o - i 2
publicised ressarch reports that cocellent
service encourages cusiomens 1o buy, The bem

of these i the “PIMS™ programme. This i
probubly the world's enly long ninning
imddmsrrial expenmens and was st up onginally
by Harvard Universay in the 19700 Fos many
vears severa] hundred companies hive entered
the answer {0 penetrating qUEtions isto &
dacabase, in order 1o invest o the link boween
strategy amd profu. Cne powerful Hoding was
that the provision of excellent quality of
SEFVIOE, in compuaiaon o that of competitors,
earmn compamnies incressed market share and
[lll'l.'ll In BRME CA5ER II‘.-|" -,'lll]!ll v |||. RETVICE B
manre important than produe qualsy or price.

2. Ghange is dramatically afecting people In many
Indusiries

Some yeiry @0 many mdustnes wene very
steady and prediciable. Change did occur but it
!I.'ll:._‘-l—.|n‘| |:||'rr|!. I:r-ll,.:l;l: i q.l:-"lll_'llr“n L
amticapate | eauily, Sanice then many have been
privatized of opened up to new competiion
Theess changes sncreased world competinon
and hastensd the armival of new compoiron,
Alll this has been complicaied by the thoeat of
convergenie between indusirics {such as
teleconm and compisting) and the mereasing
-rq:'u.| ol e |'u'n:n!;u: al change

Bt hiaman bengs didlike change, Change
creates uncermaindy, and i that encemainy,
the people imside companies look for gusdance,
reassursnce and asmstance. Therefore they
requare service i a mew way. They look for
rusted wappliers 1o help them cham a course
through these uncertam waters, This can mean
1|‘|.' |.|.'.I-.‘l'\. -.I.'.:\ll'-lk |:I|. r-.-lhl'-;-r ni.|||.:lll1r.-|| ina
feasinable price, 1he provissan of experience
and adwace, or sEmply ihe reassurance thai
coimed from 4 wikd-wide peTipeaive I"ig.
acung as a reliable, prolessional Friend whilsa
clstamens have nndergone dramans ¢Range,
many supplicrs have found themselves
rewarded with an excellent busines
relationshap afterwards,

ONE MORE TIME:

Se rV| CE IMPORTANT

TODAY

?

A Service i a source of added value
1

e of the relentless trends inall teching
hased industries i commiadicisanon, It seems

oFY

that we contimue to prodiece more and mare
techsology bor kess and less coss. Thi means
hag COMmpanicy fimd i1 increamngly dithiouly o
make profin fram products alone. [n indusimnes
such as lelecommunications ar computing,
where compstition i forcing prices down,
COMadied need 1o look for new soarce ol
prohi. Service B such 2 source. By applving
beman skl 1o rechmology, companics can cam
extra profit From thir customers,

4 Servicn relains cusiomerns

Many companss have sophavticaced
programmes end skalled people whi exian 1o
obain new customers. Few kave dear
mechanims 1o retain customers. And vet there
ki |.1|||..'|"|.'; r|1.'|r ir i 14 mone |-r|.'||||4|'|||_' (5]
Servee an exising custanser thin to recriit

a new one. Good sernge SLOYE CUSTOITSETS

r|'||||.'i||_'| .'-'l.-l‘l'l.'lll_-rr

In mosdern, competiine mdusiry it B no [onger
encugh 1o supply excellont prodocn built o
excellent technical stasdards Bt s juat as
importans eo provide service which castomers
think nsects their noeds and is demsonstrably
better than competisrs, IF thes o achasved,
cusismers will seav waih 1l..||:r;|--.-.--| e
eI i drd '=1rl1|1l will imereace. It i
impOrtAnE b ireat sorvices as sevbowtly 14
products

Berviceis a
source ol
addad valug

paople in many

Lauria Young & Masnsging [emctor of
internatiseal fervice nurkeling specialisls
Blakes Markesing Praclice. The Blakes
team ol professionsl marketers provide a
unigue service for blue chip companies
world-wide, creafing peolit through

th deweloprient of marketing concepts
and Ehelr practical application

o sendice Indusiries.

Ia 3 Increasingly coawsetilhve service-
based economy, Blakes have shkgnificant
axperience in a variaty of indusiries
including belecommimicatioas, [T, ubllies,
financiad aad prafessional services.

Tel: +44 () 181 446 4803  Email:
berieGblikesmarkeling com

Change is
dramatically
atlecting

industries
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The power of public relaticns is prodigious

bt littie inderstood: here's ome advice

from & fop expert.

‘odern publac relatians - PR - began about a

usdsed years ago wiil the workd L

nian, John 0. Rockelelber, Rockeleller had o

algniliudis]

I Hie fud bualt up 3

u u I ‘ I U u LIkl Ili‘- alibs ), ne

P WOIKCTY AP

i WorEe than mast businessmen at

1 i
couild barely go cutside without
i i
smbarrasament, He asked a newsmuan called
lwi Lew foor sl
. ||| E KNOW WAL L8¢ l.||.||_'l..|
i

YDU Orthe DUDHC? M Rackibdlas b hissctusion biitRatiy

WITE roporoea 1 Pk BIIMC LIC OpTC B RCDERRT

WEh FehiC gl AN REE POaiHGE & ImEnd vy 2isE ki I

wd fellow wha loved el

Sealin, Adolnh Fhigker amd Mo Lse [on

Advice lram the top cxpert

When wi I | worked m |"'.I:"' 5

1 [l
:.L!':'..l:- 16T 100E EnatiEs 1o

| am oo pood it
tmend, Cheemien Bell, is one of

'
Britais's leadsng PR men

RAVE MC 2 K161 PeOILELY AT
) 1
o B £ afe the basia ol
Tl
meos od wihndd foliws, | O

v fmd i helpiu

1 hie delference Bote' eery JAVErTisin

and public relatiens & that you pay
b advernsiee space or ame
niabbe redidns Yol wi | iy (1]

the advice viou il L he media

WAL ADRIE ¥

flvermin TE Wit ' ol lisd

the ertsth well ld®, The
pphics to good PR. The &
g rhe prvrh can

1 48 WE Al Ko, EReE REh 2
I LT 10 manmyy wal's
|I vyl versiomn af the o 151 Provis, o
§ 3 powe rfu] allvs of o, o can be s

digusrer, W hach it ¢ .'

wrelizhle on sharp
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corncre. Ohn another oocasion a few years ago a
madman poisoned some of the packs of the
leading US analgesic, Tylenol

Al three firms acted prompily and managed
the mews Toyow recalled every car they had
sohd amd gave owners free replacements while
the problem was fived. Mercedes immedugely
imwtaled im their A-Class ibie same b k|
system Fitted in thar mos expensive cars and
wrote io all exiiting and prospecoive bayen
explainieg the fsas. Tylenol repliced every
biatle of Tylenal o every store in Amenc.

50 pone of these firms denied the problem:
they admvimed there was one and salved i
They tald the tnath. Moral: dan®t Be, don’
B, Act and be ope,
| Slart by asking questions.
Good PR, then, stares with the truth, Fine, ask
three questions. Who are we? Where are wel
Where do we want 10 be or go? If you haven't
ashoedd nhern, vou now koo vour [rst - iaybe
ORI Mot Inportant - task.

Yo st kno what you ane - not what yoa
hope vou are. This calls for research, bosh inside
1] oaaede vousr oeganisanon. { |‘:'||!| then Yl
zan work to became what vou want to be.

Unlike adverusing, MR doan’t direedy promowe
a proddisct, servwe or brand. | deals with s
raised by, and surroandig theme They benela
indrecily,

PR is abomit "o way of doing thimps® -
corporate culnane, It takes your special (though
a0t necessanly umigue) attiades and
viswpaings and s them to commercial

AV AILIEE.

Internal PR comes before cternal PR [t

[=ie g T!' i 1I'q'\.r .'|Ir|.1.l|j..1 (71 ] ll'.'Ii '||'|.'|I c‘iln!.l:\.‘rr
Wi wark with inderstands and m‘-n'rlu.:“}'
“owns” them. They become company
smbasssdon. You krow you've suecended wihsen
they tlk of collcagues 1 “we® msbead of
*them™,

Your mesape ming embrace all those groups
your puccess depends on, Mot past voar peopls,
but supplicr amd diershutoss,

commuankies, mvesors, regulaors, and the
mietiL

Ohe ol my pareners ooce tald me the beiz advice
his father ever gave i [y was, *If vou're
ki, vou can't be knenimg. And if vou're not
hstening, voun can't be learning™ PR anly
rucceads i ifis J.diﬂ-.'-h"u; 1ol 3 one way 1
down™ monologue. Listerang i waal il vou wish
i respni

PR i mor about slogans and slick phrases. Ir's
ahoeay style pl substance %0% o abow
ImprovEng the resliv, palv 1% about
PO it |||:.=|pr and |n'|il:. st fraateh
Yo canmot pretend fo be what vou're not - fos
loag.

[xan't rely entirely on the 'R dgency or

rmrkﬂmg dqunrnml. Your MEEIgE
conirse through the veim of the company -
ireipised by thase a1 the top. Your oo PR

person is the CEQ - the pablic ambassador.
Mt should be an IOt part ol his or
|‘|r| il:.]l.

Ceosnl PR, 18 coonsestent aped compimual;
Enspiration, consistency and dogped
determanation differentiate the winners from
the basers.

| Tap ten tips for dealing with the media
What il vou have 1o face 1he medaa? It can be

Erighteming ualess you're prepared. Here is

Choenun’s advice

Enow vour messages
lidemnaly yoar thier key paimis; stick so themg

don't be alrad ol repeaning them; don’ get
ade tracked

Be the victor nod the victin

You kmow more about your subject than they
dioy an iNtErview B &N OPPOMANITY, Bt &
threst; you can tirn ther negative inks yous
posiive, or &t leass pamn: & balanced picrure; be
basinerslike - it's better 1o be respecoed chan
[l

Prepare anil relcare
Think al il kely ddficul quessions for a
recjuesced interview - amel know your amywers,

Send out all voar bad news at once,

naot hig ||:| bai:

Release it with bagger news of the day sy
arisibeicreen. If 8% ;.;-\Jud mews, check the next
day’s medm Jgfn.h for 2 slow news day,

Enow the media you wani:

Ask them for cheir angle - they'll willlimgly tell
vou; don't "answer”™ bt "respond”™; use the
question a8 1 chanee to say whit you want to
EH

Admit vour mistakes:

Oihers will forgive youw, Don't cover up; bus
always “regret” rather than being “soary™ -
that implies gailt. Mever speak ®off the
record”. Asseme all vou sy willl ke biroadcase

or published

ke hemibls

Be confident bar nat arrogans; say ¢alm snd
“smile” (i only inwindly, because i shows on
TV} Remember an aggressive imtervicwer
gaims vou public symparhy; don't [se (vou'll be
!I.'ﬂ.ll'!:d CFUR .IEI.‘I |:|1.|J:|:' IEALLETS “'I*f'il.':'. |.f Yo
I,ill-fllt Lﬂl_’l" I:|1|,' ANIWET, 34V &0

Speak in hesdines:

Tulk abauai henefits, ot fesmures, Think i
picnares, mot wardss keep it simple listen o
guestions carcfully; don’t fill slences - it puts
the ones wpon the inserviewer,

Dion't refuse to take difficuls phome calls,
But give vourself thinking time ('l phone vou
back in ten mandie); pover =25 “no comment”
- it imphies gueli; it provides a vacoum o allow
the media to invent therr own “tmuch”™

Mever prmnd Eo be what you're not.

penionally or corporsely. If ihe public
percepibon u false, make the truth clear, get the

endorsement of your top PR person - the CEQ,

Drayton Bi

in 196 Drayton Bird founded the Drayion
many firms, inchuding Mercedes Beng, The
Bank of Scoliand, the Brilish Harse racing
Board, Easiern Beciricity and Gallsher
Limited on direct markxfing and ofer
markehing matiprs.

Orayion has 39 years' pxperience 33
coprwariier, chenl, creative derecion and
latierty Wice Chairman and Creatve
Director of the world's lamest dirpct
markeling agency network, Ogity &
kathar Direct.

He wrnle Cammon ssnte Direct Marieting
arigmally publithed n 1982 and new in its
third edifion. Publizhed in 10 anguages, i

is widhely recognized a1 the clandard
Brilish work on the subjecl

o o0®
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“It all comes
down to the
Western

manager's L.

predisposition to
confuse motion
with progress, or
activity with
results.”

« Bt
3 i
3 3
il
.

COn a recent business trip; | came
across a relerence to the carso cult

Indians of Papua New G
Cargo-culters inhabit the nd

areas of the country and have seen

from their mountain strongholds
the great silver acroplanes landing
on cleared strips of ground in the
vallevs, taddisgorge great quantities
of food and materiald fur the
native people. AT ) -‘.

Thev have worked out ll'h:l i:.q
going on and have cleared ) :mrlmlp

" near their mountain homes ready.
: th‘ﬂmﬂ :h-u!!l.u'nhmg aircrafc

- e ——




|Elllsfim1'ﬂ'u5l='_r|

Elsewhere, on a Pacific island with a memory
of Reod Cross aid, the islanders dance in from
of red-panted crosses and wast for food and
other E_l:ln 1o descend from the skyv, Om other
islands parives worship at an office-like shack
where |1u|:|-' micn r.:-:hmH,u: pir:tn o ra[h:r;iu'ld
Ike buresucrats. In Wanuans che local cargo
cult, which marced i 1940, belseves thar a
man wall arrive to Free them af msssonaries
and Europeans and bring them cargoes of
refrgerstors, canned food end aigaremes. In
an effort s speed wp hiv arrival, this cull cven
fielded candidates in a nasonal election,

In every cise the locals have a smilar belied - just
comtanue faithfully carrvimg ous che

rimgeabi chet ahey buve witnessed and one day the
ratenialg Crods wall reward chem and

be-stom upon them all the things that they nead

Al how do we in the West see rituals like
the g cult? Well they are “nice and
quing aren’t they i, “Ticturesqac”, "Ought
to mahe a good documentary®. Whatever our
words, we are secure i the knowledge thas
l.r|'||:|' the "backward” ar 'unll-l::-dnr:ﬂ-prd'
parts of the world could possably generate
such bebhavioure The cango cule rnq-nulu}'
could never happen in Europe, we'ne fug oo
.r.d':urrrt.fﬁlr.r.ﬁ'.h['..:.‘.

We may oot damce i front of red panicd
cronses or build mumwars in the moantaing,
well not quite, but are we really acting
differenty to the cango cult islanders of the
Pacifick Are we acting differently or, vt
again, have we taken the same hapan
behaviowr snd are scteng it out b ways tha
don't szrem quite g0 silly 10 the Western eve?

Mow, econvm slowdowns may not be vary
F!|r.'l.unt time i which to ErY b BETADE &
livimg, but they do serve 10 encover types of
business bebaviours that tend to be hidden
L'u'il'ls tI'lE F,mﬂ REITLES. TJLLL'HF o Ph'IPIE i."l
snccesstul and leis successhal organisaionm
ever the past lew years there has been a
remarkabile sense of mcreased actvity
everywhere,

E"-"tr!«'l:\rh: }'I'.'lu METE 15 “'I:\rh.'iﬂ.s I'L'l.f'l.'ll,'r. II'.‘“EI'I'
and is under grester pressure thin before,
B azill I|'..1:|.'-r 1 mnercdised :l:-mrcl:il:n:!n. f.:|.|inﬁ
demnand, r.i|||1|; redundancies and fErms g.:liﬂll
oot of basmes daily. So what s happemng
tix all thas extra effort? Managers are certamby
tired and personal lives and familiss sre being
sacribiced o the grearer good of the company
but s2ill proditable sales are elusive. So what s
going on?

What 1 hippening 1 that we are all dancing
in fromt of our own ved-painted crosses
becauns it whar we know how 10 da

Wee have been traimed 1o do it and we know
|..I'|=|. wE I’-ﬂ it \fr! “'EI: ||'|Itl'l:"|k = MEVET H'“.l'"l.
that it doesn's scnaally improve the business
and produce badly needed revenue - when
things get bad we'll all have to dance a binle
harder. Thay's what we're paid loe isn'e i? -
well, no acimally,

It all coenes dewr o the Western manager’s
predispasntion to confuse motion with
progress, or activiny with resubin, Manzpers
are Bot paid (st ve be, nor are they paid 1o
spend long, busy hours i the office. Since
managers are paid oot of revenwes, they must
in some way contribute o the creation of
revenues [sales) just to cover their salary
TS

The panic and uocertainty generated by
recent eoamnmic scares has forced many
managers to think aboat bow to keep ther
jobs, enfortunately they have not come up
with the right answers. Lews look it some
of the bigger red-paineed crosses thar have
come i for werous adoration s the “nineties,

[Red-paisted Cross No1 | Gosts

As soon a5 the business looks like urning
dosen, get in the codt camers! As long a1 we
jast cut the waskige withoat :HcL'Iin; the
imvestment iB the busipes char allows s 1w
satishy caitsmer neods - then fine
Unfortunately, the ooat cunieng 15 normally
given o the sccounmants who, being mostly

concerned with insermal maters, approach
ehis 1ask in cfficiency mode, reducing the
pruum foa I-'il'l'r]:ll.t" .:.n:-|:1:1.1n1i:|1|.r tqu.ﬂ:i-:-n
*hig" = "cowt” and the prioaity oeder of
coming i relaced 1o thar own understanding
af the msuet. S0 syitems codta continue bus
::l.wnl.ilng sl nove! The timne anad maney
SPEN Of O081 CUITINE ENErcises 18 vast and
does nothing 1o ssimulate revenue generation;
afen it just makes sddicional sales in ohe
future even more difficult 1o achieve because
the means of attracting and sainfying
customers have been car away. Wi have tiken
the easy optian. We have danced round the
croms - and been pramed for i

Wiken coat currirg fails 1o prodicce betrer
p.-'a.l-r.': .......... iee oot Ao 7

|ec-painted Cross No2 | Systoms Stratogies
Syatems are "a good thing”, they make ws

mode “elficiem” hecause they cin generate 3
“management information systern” 1o tell us

how well we are |l-|.~l|1[q Bue Ihl::.' dan’t sell
and, more often than not, |:|1E':I' don't |1F_1}' 1
major pare in atifying customens’ needs
cither. 5o why are we spending vahsable sime
creating internal upheaval to "upgrade” or
install a pew system? Again, we know the
painted eross and how vo dance roand it - it
1|EIPL [NES 1ﬂh {Har nuﬂdl l.'l::l: EhE dd!-ll:lilt
problems for which we have no snswens
"How dis we better HlilF:l' NI CasbinTeTS'
needs and 1o soract miore business and make
maore profits? ", Too many systems stratcgies
#fall goem 1o be all about more paperwork,
mare forms to A o (albet elecromic) end
thie ereation of more powerful control
systens on peaple, The ‘nineties, we are told,
are sbout "enabling” people and improving
customer service. Although some
Elrb"in.iutiulu- ILJ'I-E .'lll.l'-'l'.'d. |.I|I: Jlr
responsibiliny vo [ine mansgens chere are sll
Ear B many systoma that Borce poople 1o
pre-determined moalds, Mevertheless the
belicf is, 21 goon 2s the new sysems sraegy
i in place, maracuboushy, we will be awash

with business again. So that's all right ten's at!

Wirent wie e mal awail weih

e e orod Mooy
|Red-painted Cross Mod3 | Databases

That great god of the 'cighties, The Database,
comes i Por a remiarkable amoant of ven-
eration and sacmibice 10 most organEsaiions.
Some buasinesses have almost been taken over
by The Diagabase and the Dt Warehouse
and countless hordes of acolyies exise purcly
ter satisfy its unquenchable thirs for more
data. This red-painted cross has been growing
st an ur'.tpﬂhhh rate, Bug whae & & all for?
Oddening, sub-dividing and classifying dacs
doesn't sell Tl.n'rl:in-;; databases inta contral
miechanisms doesn't sell eiher IF The
Duatabase doesn’s, in some way, impoove whiag
yoi do outside the business (with the
customier) it is & Poimdess Activicy, Spending
all week hunched over the computer is not
the same thing & meeting and talking to real,
thinking, breasthing customers who can 1ell
vous, face bo face, why ther bought what they
.hﬂl.l.sht ﬂn-d wh.u 1I'|I:':¢' wlll WANL !mm }'I:\u in
the funare. For those with no interperional
shalls it 1 of course preferable to spend nme
with a computer than a real person, Unfor-
manarely, until the basness deponids on
satishyng the needs aof machines rather than
aman beings, the organisation i berter off
emnploving people who can do mone than just
spell "empathy®.

When the Peefecr Dusilsase faili fo fmprove

Ped-painted Cross Nod | Casacity

Thas ix an obseasion that is with o3 even when
there is no recession. How aften have vou
seen the mumibers onented manager push for
major investment in plane, production
capacity of people based an meticulously
rescarched and prepared financial forecasts
(rﬂhm-'.lllg,‘ kmiovwms 3 "a 'H'il'lg and a ]'rn].'i,-r'_l,

continaed »
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“Innovation is crucial to commercial success

and design can be one of the most effective
ways of bringing strategically targeted
innovation into business.”

Is rlﬂigu ] ||.|p¢1'|'i|:'ul. nonsgssengul 'dn:umg_ np"
of proclsces and wervees, ar en csential wol o
Fiirtber Cmpnrﬂn fh'l.'l:-ﬁ:ri'

Where youw 33 an this Bsee depends on where you
stand. Research by the Design Counal quoted in
the pew Financial Times report, ‘Design
Seraegies: Using Design Innovation for Corporate
Swccein’, mndicates that, whele many buaness
mansgers believe that design could be good for
their hissines, they do not see it 58 8 very good
imvestment, Yet there 13 increasang emperical
evidence that basineses which mvest in design do
better than those that do moc. So, why the gap?

Imnevaanon is erecal o commsercial success ansd
design can be one of the most effecove ways of
|:u'|r|;mg rh'.l.l.n:giraﬂy lm'gcfed.imnﬁu'nn mrikc
business. As products and services becoms more
functionally aldke, desizn i key 10 ereating anil
commumicatiag & difference m order 1o tum
commuodities into desirsble brandy. Désagn i both
innavatve and closely tarpeoed.

It & possible o undervalue design because the
return on investment of & particular design is
dhHsoalt to merure tence 51 must work in I:.:.ru:nn:r
with other elements in the commuenicuions mix
Although there are spectaculirly succesadul
examples of design used in salatson and these case
sidics win Destgn Effectivencss Awands, the
majority of excellent design does noq qualify,
because it b impossshle to separate oat the specific
eontribution of design o the overall effeciveneis
D'l-.l.FIDiI'Il.

Increasingly, mocsessbul companies are recognasing
thee mravegac valoe of devagn and are placing
responsibility for it 2t Board level For the List 15
years, Boots the Chemist has retained John
McConnell 2 partner at Pemtagram, the highly
respected international design groap, to sdvise at

By Charlic Farrow

Board level on desagn strategy. He i3 effectively
custodian of the Boots corporase brand
McConnell deseribes the identity of the nation’s
chemist as, ‘the man in the white cost” which
affects everything from the store fiscis on the
sireet to & of Boots aspirins on the shelf. I
is MeConnell who chooses and commissions s
wiie range of deskgn groaps w work on indivedwal
projects.

The selection of the nghs designer and the design
buyieg process are complex. Ulumately the
commizsion will oaly succesd if there is
considerable persomil chemistry berween the
parties. For this reason chient/designer
relationships may endure for many years.

For a decade, Mick Vince of GYMC, has designed
for Charles Chumbers, Europesn Product Manager
at Kodak Polvchrome Graphscs. Chambers is clesr
l;h:.l iq s mok En-erl:: ool habei ihag conticmes ehe
relationsbip, Chambers [aughs thas be keeps
coming back o Vince, "hecaise he's cheap!™

Huwever, the small Herfordsbire based agency
pitched succeasfully in Mew York for the Kodak
Polychrome Graphics business against JWT.
*Mick has glready understood our business
explans Chambers, *so he doesn't have to go
:hmul_h that I.l,'.l.l"l.il" curve each mme. And he's
wany 10 briel becaue we both think in picrures™,

[Finding a Design Agency |
1. Ask aropmd for recommendations,

2 If you wee a good prece of work, find out
who did ir.

3;1.: compary i a parallel sector bas bad 4

stgm, comfact your comnferpart and aik
o did it

4. Check the media for commentary on desgn
TEPUTALIONS.

5. Commusron another desigrer to drate up a
shart list.

b For belp contact the Chartered Soctety of
Destgners 0171 831 8777, The Design Busmess
Asspaation 0171 813 3123, Design Council
0171 420 5200, Thames Valley Business Link
2118 527 03120,

continued ¥
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¥ from page 17

An isine 1o connder is the size of the daazn
company, Many lunge businestes prefer 10
woirk with kirge devign houses because they
fieel moee secure working with companies
winch seom sanlar to thear own. They may
asvume that the best designens work for the
biggen compaics, This is no4 necessarily true;
desi are by nature & ent and
innovative and may dislike bureascracy.
Equally, while the client company may be
llrgc.lhrpmjm m.igl:rt hl'lll.l.l!llu'l,'.]:."m.lﬂ.
There muy be no reason why a small sudso
could not cope - and do w0 more cost
effecrively

There arc advantages 100, to choosing a larger
design company, who may employ stragegists
alongside devigners amd may be shle to pravide
a wider range of mubimedia skills. A large
company need ot produce bland work. As
Roper Laishley of Thame-bassd Paimntbox
explains, “We are not a tiny studio. We have
18 designers and 3 support staff. But each
desigrer works ape-pe-ome with the chent
Ohur desigrers are the first point of coptacy.
There are no middle men”,

| The Stiection Process |

1. What has the design agency dome for i
[precious dients?

This will grve an idea of capability bt you will
not know what the previows cients boped 1o
achieve.

2. How does the design agency approach
yony projece!

3. Do they bave the level of strategic
thimking you meed?

4. Talk to the designers. Groe them a
sample brief and ask them to disouss ther
approach.

5, Who exacly will be working on yourr
project?

b. Remember - mout reputable designers
will mos pitch for free!

7. Choose wiro you feel happy with,
Persomal chemistry i vitall

Thie Financisl Tinses repom makes the poing
that businesees that are most secessfull it
extracimg value fram the dessgn process are
those which define their sims deardy,
supplying designers with all the secessary
commercial information and then allowing
them to think lazrally sbour bow 1o achieve
thoee strategac aims. The surprising solutions
that reslt may be 1 sign of a potentially
elfective imnovation, raber than sn indicatian
that 2 devign has gone wrong,

Crearge Sijs, of London based consaltancy,
Banks and #epa, comments, *Some chients
h:u:.l.'rn'r Fraed H:Jnl'hltﬁr:,' wani.
Others want us 1o explore 3 raft of posshle
soditions. Diefferent clients hive different
needs. Either way, it is the qualisy of the

briefing that counts”. The kev o suceceful
brizfing is 1o sdvise the agency precisely what
the design kan 1o achieve, A comman, vet
fundamental mistake 5 for the cient to tell the
agency what the end resule should look Eke,

The Briel - a description of the probiem, nal the
ol

1. Ourling the aim of the project (eg. to
design a brochire encowraging graduaies
to apply for fabs).

2. Qurtline constraints (ep, wiile looking
attracive, we can ondy spend £x per i),
3. Beckgronnd information (eg. the
OrganiEation g mmdmﬂﬁﬂ-fnﬁmd, 4
we need (o comminricate e recent
eluinge |

4. Who is it anned a:f

5. Whar s the product proposation?

& What i it compering agam?

7. In what sort of environment will it be
sald?

B Basic reclical information, tHmings eic
In che fimal uLlJ}!is.]w level approcation,
Fow level bricfing, and bow level expectations
prodisce low level desiign, As George Ziga
says, "Graphic destgn may be 3 veneer, but o'
the thinking behind it that makes it work. It's
oitly the sirategic isment thay will give & dessgn
wubatance”.
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e "y Choice

Before embarking oo any kind of design
progect, we recommend reading the Fenancial
Thires Retail & Consuner report, "Design
Serategies: Using Design Innovatian for
I:"mpnnr.r Suceris h:|.' Juli1 Thrifr which cun
be ordened by telephons G171 896 2925, fax
CITE §36 2333 or emaal re.ongvitcom

Mease quaote code 2TPFEA - Markcting News

Thiz offer is ainly valid for readers of
Marketang Mews and expores at the end o
Decensher 1995, Full prce £455.

“The surprising
solutions that result
may be a sign of a
potentially effective
innovation, rather than
an indication that a
design has gone
wrong.”

afer - to clum £50 off the n:Fuh.r retal Fﬂ-..i:

Case Srudy:

National Campaign

Cliant: Fibarnet

aam Rufus Stone

Projact: Advertising campaign
Bucget: unhnawn

Faberret are 3 rapidly expanding high speed
daia nevworking sompany operasing their owm
natsomal [ihee optic neework TAMe: with a
requincment to cxpand and capialie thar
indusiry profile.The company approsched
Rabus Stone for it different, ﬂiﬁhl[}.‘ radacal
apprasch to corporate communicaBions.

Oince the braef was ssawblished Rufus Stons
crealeid & range of visuals deagned 1o

reintorce Fibemnet’s posatson as &n mmovator
arvd beader in ahe communicatons industry. and
to reaffirm the beneliss of cussomer mvestmen
i TAMei sorvces

The first three ads use both stnking imagery
and a po-nensenss copy style o convey
Fibermet's mesiage, Ml cheee pacces use an
direcizd photography, a high degree of
in-howse retowching and Bufus Sione's ability
15y Benerale .!ipiul prutll'ﬁ,
filmn and contacs proods m-
house, Comrolling boih the
crcalive aml proglisction
proceisss produces
significant cont and nime
savings lor the client.

All three ads were mmplm.'d
withan budper and on ume
with film and proofs being
generaced an a same day basis
for Rase misute space
hookings.

t'_11;=!¢:|.||.:|:.'
The Invisible Client

Clent: Miky Corporation
Feamt MAXK Dasign
Prosstt Sollware Packageg
Budgat Undistosed

Niku Corporation, the California based
saftwarne company needed packaging for
the globul launch of 2 new produc and
was unahle vo find & local agency capable
of completing the tok witldi the deadlne.
Faced with the meed vo book farcher aficld,
Niki was introdeced o MAXX lallowing
a refermal from the UK.

Adrer an wninial conference call 1o csablish
the brief, MAXYX prepared codts, concepes
and the necessary schedule which, becauie
of the dght-hour time difference, neaded
tis be adhered to precuely. MARX
handied all am direction, photography and
production in the UK. Nika received cach
visual as a PFDF file sent by ematl, with
hard copy delivered via overnighe courier,

]]n;'i.'pel.: rhe puqrnlu! difficulines of
working in different contineats the project
was complesed wathm budpger and on the
day specified, having taken two manghs
from imal comact 1o defivery of the
fimished packagng
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Royal Counties

Healthcare Group

Thers may be some confusion in people’s minds as CIM has two
Healthcare Groups - our Royal Countles one, which was stared
fiest ancl the Healhcare Industry Croug,

Thae Boval Cownties Healthcare Group Is unique in aftracting
managers fgm all sectors of healthcare - the NHS, private sechor,
p-'h.;lrrml;l,'l_nil_..gl indusiry, medical device, cagital E|.'|I.Ii|.H'I'lt“I1| and
dinﬁnnﬂif 1_'|;,r||1|1.|||iL-|

O adm in selting up the Group was to have a fomem for
heealthcane marketers and senior managers, from all secioes (o got
iogether and address strasegc togacs of concem, We wanted to
aftract healthcare marketers to join CIM. Most organisations
within healihcare are marketing led, but CI6 has seny ligtle
msmilaship peenetration,

Owir inaugural mecting was in May 1994, One ol our first
speakers was John McGill, then the Sarketing Dhirector of a firss
wave NHS Trust the subjoct was “Devidoping Marketing in an
MHS Trust and mplications for Suppliers™.  The other speaker
wits jarmes Mcadnsh, the Dirccior General of CIM, at ehat time,
who had been CEO of & pharmaceutical company. Since then
e have held quanerly mestings.

Cur most successiul meeting attracted over 160 attendecs and
wixrs on “Labour Party Policy for the NHS". The 1opics we choose
are of intersst to the MHS and their supplics alike. We
concentrate on infarmation and implications on drategy, rather

than “how 1o ., wrile a marketing plan” etc. Recently we have
been focusing on the changes and the implications involved In
the “Mew MHS".

Owf il meeting, our seventoenth, on "Clinical Covernanco
and the Quality Agenda in Today's NHS Sl be held on 24th

Juaraie

The Fealthcane Industry Group, was originally ounded outside
Clt andd cheveloped 1o suppon NHS Marketers. They have run
somi sucoessiul daytime seminars, However, this Croup is now
under new lieadership and it oo attracts marketens from all
sectors of healthcane, We ane planming a point meeting in
Movember on Telemedicine and plan 10 work closer ogethes to
benefit our memirs,

Wi, in the RCH Healthcare Groap ane very grabeful for the
condinuing support and sponsorship of Holmes and Aarchand!
Counsellos Mot anly do they provide valuahle sponsorship, but
they also provide excellent, ligh quality synopses of each
meeting, which are available 1o anyone requesting them

Please come along to our meetings, If you or a colleague have
interests in healthcane, Yoan wall b st selcome.

For further details please contact me, Ginetie Camps-Walsh Ted
(hoemsed (1865 351762, (work) 0181 446 9714 x 218, e-mail
CarmgrsValsh® htinternal.com

I l I
E u rO pe Ca I ng BY GIARRI CDSSAR. FLIROPEAN SPECIAL CORRESPOSDENT

Aditer seven years in USA, Ireland, and England (including a
short stint on the Branch Commitiee) Gianni Cossar is back in
his home town, Milan in a new infernational job as Group
sarketing Manager for MaxMeyer.Duco. He aims to provide a
European perspective (o local and global marketing fsswes as he
reports for Marketing News.

Is @ foreign car more foretgn in England, France, Cesmany,
Belgium or Maly? ks a “leaving do’ more ‘leaving do’ in Baston,
Dublin of London? is the chance of finding in your pockets - at
the first go - the right change in local curmency in a petrol station
on the motonway, mose remote in Spain, Holland, Wales or
Creece! Bul st imgsoriant of all = is a pﬂ'brﬂrr:q:-lrr foned easier
to replace in a new company abroad? Sarting from this issue |
wetll meweal all.

Micr and macro economic factoes such as the ELL, the war in
Kosova, V2K, hostile bids, new inernational airposts will be an
opportunity to tackle some serious and relevant marketing iswes.
Howover, | will gan with something a hit easier - the trip of 2
marketing man across Europe,

| hase learmd in a lifetime as a foreigner abeoad that the coffee
really does taste bad in motorway service stations and the
soapvenins really ane expensives, This brings us to the first global
pasap, Trades marketers worldwicke (because a BF or Esso shop
product mix and offering truly belongs b the realm of trade
marketing) hawer identified a major market segment, [E doesn’

matter where you come from, wiho you are, or whal you'ns ugp b
- if you stop and spend any kind of money on 2 molonvy Yol
arn a cash cona,

Diriving across countries is diffierent from flying. you ses the real
thing. ¥ou et the ‘Customer Driven’ companies such as France
Lid whase company/couniry mission is "VWe may nol ke you,
hist wee like your money a lol. Have you noticed that on the
French motorway i can pay on both sides of your vehiche?

UK carf We love your money,
Crerman carl We love yourr money toa,
Malian card We love your money, . could you pay in Eiros?

W sprak about the Shopping Experfence fraud in the LIK (which
means that retailers want more of your moneyl, But French
rotailers really swant your money. Their Ketaifing Infonmation
Sysiom is w0 advanced thal in many places they do ot even
e wour signature jor your credit Card. The money s taken out
of your Visa automatically. That is a real shopning expenence. In
Cavrmany before reduelling | had to present a CE approved
certificate from my car manuiachuner certifying that the emissions
were rogular and my Visa card had o be countersigned by
anather person. In aly before a retailer albows you to pay by
credit card you need a letter of introduction and to visit his
house every Thursday for a minimum of 5 years!

Clan, Gilanmi

muarbelEng news
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Wi d vou like 1o Oy 4N
CwrTang ol ||'|.l_' ([N k ImLsIc; clis 3,
harbecus - in the b dul
groumcks of Moor Hallf Then,
o bo vour Boval Counties
Celebwration on Fricksy 2nd July
1999 {stralght afver the Annasal
Ceneral Meotingi

This year, to |'H.'|.‘;|r'l the Adillenniem
celebratbons, the Boval Counties
Branch has organised a Marketing
sbdsurmmier Enlertabmment,
compersing barbweowse, disco, and
lives rock music by “Rockin® Ray
and ihe 45%° {ieaiuring ihe
Institute’s own Ray Peme b

11 your chanee Aot just 1o have a
great evening, but also 1o mes
markeders in other companies. Ii's
a greal way o star o bubld up

Would you like to enjoy
an evening of live rock

voRr o network. Your ELeeEls
iy bet neanemembers, 10 & great
iy 1o star a Sumimer wisekend.

The eviend starts siraighi aflor this
ALGM af 8.1 '~|'|rrr ending alter
midnight. Dress o e i wman

casual,

T ressaeryn o place, |'|I-:'.1-r~ gl

n the atached cowpon and send
yorur chiwpue for £25 por hoad
including VAT, to Julian $oelker,
12 Watchedt Lane, Holmer Groon,
Hipgh Whecombe HP1S &LIG, I you
e any quierles, please write o
thi adelress absove 08 email

shonlkor @ !_l|||||'|.'|||'||"\1 CoLiak

WoRdr 1:||1.:|||_||"'|-_ l.'l,'||| fuae o ||||'|I||'|'|h'\'|'|
1N wirineg 1.'!'l.|l==~=i!-,.1| VOLIT Onkry
thc hoets

music, disco, barbecue in
the beautiful grounds of Moor Hall?

and the 454"
o A Alars have

Home Counties 35

-"."_.. |'|.||,|'.1||

(Chris, Ra¥, aik, Keith)

been 1058
a5, They 1 =0V,

1
kg {of 3 yEATE playirg

ay a o 0
e 60's e 7

F R - EEEEEEE .

Midsummer Fun Booking Form.
et T T
Crpamsanhon

A s

Posbooe Tel
=i

M amie o Lol

Chrganisabion

aainky (roam b dance flowor. Thie

» i o 1 + 106
e e, i refenence 1 A
‘1o hasatst 10 jurp &8

i thee Lo ol
il FOCK and bilues AT r||-.‘1"l"
Tl \  aain aim ol 31,I-'.1'| B . age ol e
wilh 1 iy vt averape age - o the
e ¥ MncEnE] il Sag
] weals 2 « (ancing
it -.1-.|'r-.| i nd jcin i I'ruqli pp
i H e,
T"r Il.llw.:l_h'-\.in'.‘_t Tol:- Mk o0 oA
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classcs 1 | enclowe £25 per head

hiliam Stoelker
42 Watchet! Lane, Holmesr Green, Hegh YWycombe HP1S BLIG
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Marketin

Y RAY PERRY. [HRECTOR OF MARKETIMI

Theee’s 3 pwy posier on desglay on the
fubies these days, advertising one of
Britain's best knenwm financial servioes
companies. Finding the right
mortgage, © w5 a b likbe failag
jedly b a brew. Forged Fineling o
mirtigage - try marketing marketing,

By C1M's cwen diedinition, my role & Denector of Markeling, & o identity,
.tm-rip..ﬂ-._' anid sabishy our cusiomess” requiremsenis. Cor p-lr.uﬁ.u'.l 1% &n
ird.'lnp;llﬂ:' oni and our cushamens ane the most switched on and
sophisticated group you're ever likely 0 encounden, As our whisle
J'rl.;ul:l_-rin!I TEam ncwvs, whesn your CushOmers are in viur bisingss,
theres Hithe rocm for error, o masgin for mistakes.

Al marketers have come in ior some siclk Trmen non-markeding
ioodbeagues, The epithits abound “wide boys® -
and my personal favounite; “gifted amateurs who make expersive
maitakes” |roery of Fronses, could it e that macketers hae marketod
everything but themselves? Have we been so busy with our products
that we've failed 1o oo on oursehes?

"nivver i the oflice”,

Here at CIM, its our job b0 fosous 00 wou and a8 that yvou ce, Ve irsck
it Labesl developments i a Gt changieg Industry - pecking up an the
nesaest trencls and moniioing the changes in marketing spered and
attfucly, Ol economic iorecasts predsc] hoswy things ane Risng o lese
in e months shead, and CIM'S own “condidence index® provides 3

We're Enokirg for someane whi dired bo ha diferenl. Somacne
willa wanis o make their mati in diverse and inndwative markets,
Thet redle i mmaee Uit maikel fesearch: you'll be able to develop
‘wreen ek markets, e the latedt wdbaane, e & ibandigl
bodget and Jinedt an enfhusastic and lvely Deam

owr results will be used and respected = mariced reseanch is
Fecoimced Ly sone managoment & 4n irﬂ;_ﬁ-ﬂ part ol The MeL
Ofice’s Busaneis Plan. Wi operals in § wide range of Ferkets
and youll be exploving themn o, from pullic sechor bo business
COMmEmyniTies, around The warkd

Idheaity you'll have

& af leaat five years' marke! ressarch experiendge, mainky in the
busines - EorboaireLy Arera

# a4 degree, plus a market resesrch qualification and/ or
mernbership of the Farket Fesearch Sociely,

You'll also reeed 10 be;

® a seif-starter and a strong refationship menager:

w abde bo present st bosndnoom level and bl SRENChE;

® and enjoy yourself while you're at it

I retumn, apart from the competitive salary, you'll get a sound

pension, training opportunities and wse of spoets and socisl

fariities. You may be eligible for relocation sssistarce under The

Met. Dffice First Appointment Package. it i3 possible that career

More than market research

Market Research Manager
Up to £28,846

Permanent post
The Met. Office, Bracknell, Berkshire

CRRASTERED INSTTTLTE OF MARKETING

ngMarketing

benchmark for the industry and the wider business woeld, We waich
o8 for miew TR, aned later on thiz vear will be rewardang 1
s, innwsative amd sucoessiul with the st ever natinal “Marketing
Fucellenoe™ awards

Wene promaoting the stats of marketing throughou British bsiness.
working with some of our bigges! companies i ensirne that markisiens
ean their dightful places an the boards, We'e hae o champeon
marketing excellence, and b demonstrate markoting’s fundamontal
mapoitence to busines succes, Oar “prodisct® includes madketing
tnenemiation and research facilites, markeling iradning and educaticnal
nualiscalions, a job vacancy servioe anil caneen sujuEt, amidd anclivind wal
“Chariered” stabus - a standand of professionalism which fs recoanlsed
woelel wide

We're using all the (oo you would expect Ve're nok just nading e
jeliy wath an old-fadhioned hammer amid nasls. Irstead, our mareting
siraiegy includes relationship markefing, PR and events, electonic
communication and fully irrI|'-|.;l:|||'-r.| r.1rn|'|..1ip.n'. Were BoCLssIng on
building the profile of makeding as a dscipling, & well as the [nstitube
and our new “Chartered Marketer® brapd. Of oourse our cuslomers. ane
i thi e bmsiness oo e Clur mole is o belp thisn do iheir pob
heebiir,

o mane indmemation alxw b oamang A Clhartedeed Mailoeios or ofhe
CIM s condact s on 01 628 437500 or howe 3 ok a1 owr

wehsite: wavw cim.co.uk.

T

prospects for non-UIK nationals may be limited. SEaff have a
mobilty commitment.

Wit ot wel sibe ab weerwomet-office. fowulk

The Met. Office & an Fgua' Do Tertees empioyer. Wie ang igen (o

hair From all juatably qualfisd men dad women aad will setect ondy
on Me bess of abiily, guaificanion and suTabiily fo &o Me work

The cloirg cate for appications is 24 May 156
Appication forma and further informaticon:
Capita RAS

Inncrvation Couwrt

New Strest

Basingstoke

Hampakire RGZT 7J3.

Tei: 01325 T4510 (24 hours)
Fac: 01256 JAATALDANTET
whass et oo, Ui

Reference B4 242

LBl L]
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Do you need an incentive o gel starled on your
revision? Read on...

How about aiming for one of our "Best Student” Awards?
Rowal Counties Branch ks sponsoring a number of excellent
prizes in the June examinations, The prize winners will be
chosen by participating colleges in the region, and you could
be the proud recipient of a year's free CIM membership, as
well as a larm: rnumbesr of brosen e Fnili:.. Adrer all, ust think
what such an award could do for your OV The preseniatbon
of the: Awards will take place at the October Business
Mexting and there will be further glory henes for the winners
in terms of photo opporunitis, sutograph signings etc

Revision Supporl - it's nol loo late!

Don't forget 10 sign up foe the Student Suppodt Group
Revision Courses that will be in full swing as you read this.
Details of the enting Spring Programme were published in the
March edition, and you will find Informalion about the
Femaining cowrses ogether with an application foam
eluswhens in this magazine, We are running Syllabus Danys
and Syllabus Weekends that cover the highlights of the
courses in defall and also Prep Days that focus speciiically
upon hings and tips, exam lechniques and lots of question
practice, If you with you can combine a Saturday Syllabus
chay with a Sundlay Prep Day foe the ulfimate in exam
preparation, Somie people will do anything o win one of

OUF Prizes...|
Volunteers required - please!

Are you looking for something worthwhile o do in your
spare {1} timed Mow that our Stedent Commitiee
Representatives ane being comidéraie enough to complete
their examinations, we are secking volunieers o provide a
studdent voice on the Roval Counties Committes. Just whai
you need to enhance your OV, and think of the ongoing
networking opporunities! Please contact Lisa on 01865
ARTA0 o email lea hame®lineone net for more
Information.

That's all the news fior nos:, Coming in July - vour definitive
guide 1o the pew CIM examination strectune! (You know all
those exarms that you passed which now have 1o be retaken
—.only kidding).

Remember that foedback on our ideas is ahways welcome -

I ook forward bo hearing from you! And don't forget to check
o the stedent page on the Royal Countics deln

htptiwnaone roval-countics-cim oeg _|'

]

S

Student News

from Lisa Harls

Student Commillee Member: Kate Gilbert

Kt Ciblbeit bis -||||'!|||'1|1| e Adhireoed Ceirtibicats

and I8 curmemly dudyimg o thie final - Digloma  case

afuely eamination a1 Codped  College ol T urther

Eclucation, Badng the ¥ person in harr ceganasation

wialilication, st ioets thal B

anel a lall seary ol coee A siuchy hnee endanced

CLM wlity al works Kale: edieve [l (R Cld ey

il takimg thie time a ully uncisstan

e, hivve beon as imgeortant fo ber

L 12 ther eaanms themsehan, She akio

|'|.|.|-.|_H. A e Al ||||'.I|I-'\-. miit| 2= 10 FRTa e ol 14

bl L A soee ol "rig =B’ LS g | Hies! Kale has i'l1|1'l'|.'|'1'|

her studis bt she would hae Fioed i hove seon mone

|-r|1|||1.|-||- i R - M-l nets I'||.1I|-:!_'|III|_-| = JlE Al

which s cumiemly  ondecoepresenied in the Cls
eI nalion programne,

Student Committee Member: Janel Wood

et Wil of Call? Lic has successtullly comgaletod thi
"I-IIII'ILI_ SR all of hor exoms af Ehe st

W ]y 20 yoam in Marketing, she

{rmalise hoer  eaporeice andd pacn

e in the hoardroom by boing up o date witl

ool bl e En the valoe ol
[ -.|r|-| I-II:rn s s feespmscially o

CLNeT P ATUL R

eiTa iUy s
e L s !1|_||]:, PPy and she is also vory
._..||:||.:|||.-|.||',|.'|. allmiagal tlwe ||r|;: oiffered vy coll Ajpiecs af
'.l.||||-. ".lu"'l._uru |_i|.'|l|'|. rI'I."hI'"a ihe .||:||:|.. [EF] o | e §1 T
bigitlio wiik ke heoan cogindees”] |rhl|-.||'-|.!_ hack orver this
i, s owvonbd hove ke 60 e wsa moem
._-n|||r-.-|... |||||||'| COMI -l ralhir FI‘I.H' FROIN T M TS
Shie has, hoawower, nosd acduired thet siudly ing bung amd
5 L1 |.|L|r|-rl glviuit @ WEA arter tak It o shiort baeak
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Student New:
CIM Students

- Get ready for your Marketing Exams with Syllabus and Prep Days

Pags the June ™ CIM exams with help from ous revision programim. el whothes you'ne new to CIM, sitting retakes, moved up a bevel,
an distance leaming or on an imensive course. This programme won the CIM Award for Best LK Student Activity Programme 1398 and
student feedback indicates at least a one-grade impaovernent as 3 result of attiending our workshops.  Supported by CiM Greater Londan
Risghon, sponsored by CIM Heathrow West London branch, and organised by the Student Support Group, the programme 1ans mabnly on

GatunckiveSundays in April & May, Our tutors are all CIM subjpect specialists and many are Chartered Marketers,

The Revision Programme format has been developed over the past 5 years in conjunction with students and as a resull we now ofier
several types of revision workshop per subject. All woekshops run 10.00am-4.00pm, excepl Fricday workshops which nun 1.30pm-7 3Upm.

Three ways o save.
In response o student fecdback and to spread demand, we now

offer theee types of discount.
1. Lower prices for “Early dates” workshops. See programme clates

Sullabies Days to striniben subject knowledge by covenng
syllabius highliphits, Comies by spoige w2 o soak g the

cwllabim. libeal as kroesbechse loge-ug of -tk

Prep Days o polish and refine vour exam ponioerkanc
prewvidie hinds and lips on oxim echamguce wilh bosts ol exam opposile
: ) 3. Multiple - booking discount: £5 ali whsen booking 2 workshops,
cairs and model answers, ideal for building confidenoe . raT

! ; £10 off 3 workshops, £15 o4 4, 1.
ard Armjani caim erfommance.  Vliene o T Clin's

practice,  Workehop uses assoriic] Exam quassisens, mind
|

. Early booking discount: £5 off every workilsop when payment

e ellorpd o st s subsect, v can o te ot i
receiverd 10 das prioe o first workshop

e wedeh, as different oxam papers will be used
Book ardy and plan to save money as well as stess. The full

Syllahus Weekends covir thie syllabus rmse thaonmmeghly
Programme & Booking Form are overleal.

ane are idiaal IF you have missed fophcs; i ol msty or hanee

[t wilar I-'|||I-||-' | elifficuliies
Student feedback.
Syllabus and Prep Weekend. 1he ultimale prepatsion “Helped me 1o focus on key issues,”
Sullabus day followed by & Prep iy Caof (s ko heclze “Brilliam, tailored exactly o our e ”
and |||||i'.||- WILET PSR TTTT T e 'f‘.l..rp:'l']l yalue”
“rm glad | came 1o hoth days.”
'l be back for mode help for the June Exams.”
“Excellent, very good participation.”

Tutorials provicee tailor-mache supgo and can e ageer
bor mdbeleuale by appoimmeni avallabile in bourly slobs

weilhy clscoumz o wnall groups
For further information and advice on workshop cheices, call

Carcline on 01784 463057 during affioe hours Gf see the student
web page at: www heathrow-west-londoa-cim.omguk. Places ame
Timited so book earty,

Case Stody workshops are Broken indo ([(aif Sessirm o
vomi can atend one or b wirkshoge or the whole st
£ el workshop focuses an a different aspect of thywe actuad
e Hh case, Wiorking (o amall growps with lods of espen
achvice v can pevise your agproach.  An carly sl Student Support Grroup

recammended Cerjay House, 30 itichmond Road, Staines TWI18 2ZAB
'I'ﬂ:l'miqur wirkshop b vl e T genms Cf Ehes Lodse’ Tek 01784 463057 Fax: 01784 211765

Saxh Email: carnlinessg@orangenet.co.uk

Audit workshop helps you 1o produce @ SWOT analysis

Strategic Oplioms wodkstaogs o rslibers altermathve sinalegss

for fhe Lase orpLani st
Exam Prep wotkshop prequares you for fhe exam

Case Study Surgery provides indivichsal tutorials by
Aasaint it Ao haelp vk prepade far ol Lase Sy

wrcamy. dwadllable in half-bourly or oy slob
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creativaty, prohl
| also inerodwced che 4 15 of creats Ly

persod, priscess, produdt, and press (preis
refers 1o the influence ol the eavironment o
we foel 'pressing” on us) as opposed to the 4

s ol :||.1__'Ih|.|||'_'\. - PICHkUCT, Price, pluce, arsd

promotion. The 4 P of creativity lorm th
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I ||,'|'\.'..' | al'-.l ST '.I'.I'. drt l\.-'.'\-il'l Fix
q,"\,_"".:'\-:_' il i% ||.'IJ|I'II':\ sraghtiors .':.I o ao
Yy _-|'|_"|;:|:r'_ Aok |_| £ e il in the croatne
max it i relagively eany to address process
|:.|--|_'_'J| TS '\-\.||.L|' i [rRinet IFENENg, patmng
I 3N HICH SOpECsiions sclseme, or aang
facilitasors 1o ren creative problom sodving
mieLEings

The kev io Both muxes 18 ool 1o Gl a6V
aspect [iast Becawse it i did sl ar 1o trea
each element m esoditsdn &8 USEY Qruly

unehion as 4 (amplele sWElcim ""Il'.l'l n U

EXPETICNCE, ,| 1o OFIEE W hen I|||I|I,'_||'.'. ARlgi

ks L ¥ T ]
|--|-_n-||-.-_||., |.\,.._| 1 ercativaly’ af an
s e e . F ety 90 eanhE Ar
wganisation, the crucul aspects al peopi an
pe

ey 3T Iif wrmmal b S Y U niderntomd J!'..I 1

ML NG -rn|

"-II'I:I:II:'. B ThE '|'| o al '.I" by I'l.u.'l"'l:'_-\.l"ll::ll
movement of the 705 and 835, when the
aspects of people |
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Aot 'Wilkins specabses in Iresh, non-1ooc and
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Royston, Herts, SGB 5AA Tel: 01763-247161
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BEw Fystem jast @ tp on how o make beter
wse of vour curment resources. B whik

g e o Il'.-,- {1 W 4 o PERORIFC R, 1 ||'|-l al MMl
the savings vou can make on print, postage
and packagimg, and how eary el makes
FeCETVIng and l!'lllll.‘"l:l: TEEpainies. L onigrse
c-rmail doesn’t sust all markens, bue  the
busness-to-bisiness markes 1% the home

wind of the meernet wirh books, rrave

mews, nancial services and e Inmapaber
CUIprment a8 '.'r.n MEEN SECtors, viou r.'.1|l'.
G2 R REDOET B & |,l.'\-';\'|'.:u:

| More UK web sifes seling online |

Aecording 10 Flaacher Rescarch's LUK
Internet Sarvey 1998, 41% of commercial
“i::.'l s i I|||; Lh g ""IE'I':-'\. |_'.'\-.||,!.-. Lif
services onlme, and 10% are aiming 1o save
ey by offering cheaper customer service

Al average ol Hd% ol §ies WEle
F"Iﬁ"r.lr-ﬁ ELSELT ld\ ETRISINS Or |:II.I'|-'I: TIRSE BN

online tn 1999, The fact then that vour

c-rmasl maikieg st As ch

sudienee b J|r..'1-\.|:| oidine olters viou a Take ILVINEALC ol larsc saving FCalarcs
perfect opportanty to bulld yoar own an c-mail programmes,
L I haese

|'\-\.'|l|'\- £ have aleeadv ¢

B
hals vonir services the

This volume of e-mazl bs Flllll!'p:u_'u,! Harvard
Busines Schoal o publsh & st drade ol
what it called “The Ten Commuandmants Of

cabod:

E-Maal®™ Here's whan they sugg
1. Diedeie Mail

Scan headers, and delete evervthing vouo don'e
reed bo know or act apon matenally,

2. Attach Less

w0 much pime ks wasted wach incompadebe
[owrmmians

1. Cecinl fa 10 then Saad

Dion't send e-mail when vou're furious,
e« can easily be mngry, buntful or ennical

= WHT Fiut A Mol |'\-r‘!||r|' '| o] -rlu! iE
4. Thene's Mathing like e Real You

Somse things ane better doae in parion,
especially when it comes to semsitive topic
like ||.'|"i|'|"\-1.'||!|.‘|'. rewands

5. A S3iich i Time

5, Break the Chain

i el § LECEY, BV

||k|'|l.'||l-|'|_‘| of voiar ¢ PNLILTIAR
then by e-mail is mose likely
1w be reparded as pood

I*usiness pracoce ratber chan

e L | I I'I'IIIIII
L5 -

So heow do yeu manage if?

Be carefial how vou gather
vour lists, Make sure they are
well sormed, Chn the actua
e-nitail you should have a very

Year '.Ilbil...l lime, If ORI '\-Il.'
J.l 08 sisETER !:||_ . 5 |n ||\'r:||| |-,-.
are better as they can take the
reader straight o vour weh
gite. Put an 2800 mumber or
“call me free® button i for
Il:‘l'l:!.-l.. |'-||I. .'I'.n |.||'|.r'. |'a.-_'lr|||‘|
an vour aisdsence. [ they have
10 connect to the ntemet to
68 10 FOur §i0e this requine 2
significant incentive for them 1o bothcr,
however, if vour audience is using an intrarsey
with Imnernet access the process o samply 4
chick of thew mouse away. Muost |1'n;l-.'-rlJ.1l|'..
deal with inquiries promptly. There is no
eecver weay 1o nurm off cusTomers than 1o
generate engaunes and then not bather to
wknowledge enquines or process orders
eiticienaly

Dealing with your own e-mail |

A report by Fross & Sullivan claims the
number of e-mul matlboxes installed
wirhdwide resched :|'||-r.n.||r:1.:|_-lr (S
million in 1998, 3 conaderable inorease on the
4£.7 million e-mail mailboxes m 1997, When
you contider that there iz sn cmimared 2.1
billion e-mail mesaged sent each day in he
Umited States alone, the size of chis market i
MIEEERNE

1
Whesal (et s Contafray

networks - debete i1

T, Fumnour, Gossip and Mearsay
E~mai] can be |.J.'u|l.

il J|.|;|ﬂ TR J.:|.|'. il Biof
words thas meght come bach
10 bite you,

&. Do Unfo (thars

It wma wnoea bt sav ic en
ncrion, don't send L

&, Peisonal Bandwicth

Thiere is an hierarchy to
COMMUNICERENG SN with

fact-10-Eace meetings, thon
mhone calls, vosce mad and
finally e-mail. If in's

MpOrtant sy it in person.
10, Mo One is Perfect

| il (= 1} ] I"F |]||,' lLr:||I||dJ ||i,||'.|:||: .|| 'n1i|i|'||,;
wabch out for panctuation, spelling and
ErAmeEmar. l' L L i\'.' CITor ErliI:. LEs I.I.I'II:II

i pet &t inf -;n;_l il |_| 10 ||.L'r .'||q,'|,.r.|;,:ll1

While the above hst docan't cater for all
eveniualine, 1i's a very I1:-;'-|I sEart. Weh

h 4 oW ;r!l,|| 1.||r:||.|| i!"l-

=il PrREICATING 1k
time we started to use it for what 2 best az,
mmely sending timely, low cost, specific
||||::.:..||,:|_':..|'-.'l|.i'|||lll.n Dk 1A .1|_l|":l|;'|lut|_'

audience

“Some things are better done
in person, especially when it
comes to sensitive topics...




Careerin
through

Remember the Socratic quote about the "unexamined life not
being worth living™? One unexamined arca of far oo many lives
i that of carcer choice and managemem.

As we career towand the dying moments of the 20th Centary
amidst a cacophony of hype and Y2K paranoia, ime and change
are accelerating at an unprecedented rave, There is less and less
time available 1o reflect on and manags one’s career proactively in
an gver changing and increasingly complex context,

This column aims o open 1 small technological window (e.g. the
Internet) to allow readers a quick ghimpse into the ventable jungle
of variables critical to effective carcer management. For those
interested in doing a more thorough job, the professionals are out
there just waiting to be consulted. For tise Iun!:l.' amd seli-
sufficient souls who would enjoy a quick tour of the territory -
welcome aboard!

LY P ]-m:]'\l-: emhbark on a p.:rtin:ullr CAreer l'h'l.lJ'I.. post ~sehioad, on
the friendly advice of fnends, relstives, ext-door-neghbours,
teschers or counsellors, {most of whom have never inhabited the
*seal workd of work ™), As a result, they begin “carcering™ down
the path with iz time for reflecnion, refincment or mare
seriously, capacity for significant change in direction. The end s
inevitable, If this happens 10 be an adrenaline-charged rush down
a hill 1o & safe retirement, may the force be wath vou. If it i pot,

call

“Are you sure?"

www.call2.com

T life

it is e avoided by regular maintenance and the exercising o
oo driving skills.

As with any journey, a career should mar with some vague
destination in mind. There is & vast amount of seli-help literature
on tapics such as *vision™, “mission”, personal goal formation
etc. Basically it boils down o this - vou either put in energy on
your own dreams or serve the dreams of others. The sad thing s
that some people never makie time to explore in order vo create
fued for thar own dreams in the fisst place,

How many people do you know that, having kicked off on 2 less
than 100% satisfying career direetion, spend 30% or more of
their free time actively esploning a variery of aliernatives? Most
people would prefer to snuggle up in front of the fire with a good
self-help book than get out into the cold for a real adventure.

This column will offer the compromise of virrual advenmure 1o
stimulste your thinking znd point out side roads wangential 1
vour current carcer path, We'll seed the path with the odd
statement and opinion (the odder the better), ill-considered
qucstions, hop type addresses, occasional quotes, and references
ta books and other arcane inventions.

Bon Voyage.

By Janet Wood Consultant Mike Spruce

-+ "Yes!"
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Continuing Professional Development

and Chartered Status

Coninuing Professsonal Development ICPD) (s the marketer's
comgeetitive edge and i a fundamental requirement for achieving
and retaining individual “Chamened Swas’, Last year 121 Branch
members achieved Chartered Status. To remaln on the Register
and continue 1o use the Chartered Marketer designation, full
Sbormisies (MOIMFCIMG mist complete 3 minlmum of 35 hours
CPD churing the period T July 1998 o 30t e 1999,

This year we want to increase that number dramatically and o
Hive Vou every opportunity i acouine the reguisite number of
CPD howns, v huve been running & very strong Crp PrOgramme.
Full details of the programme can be found in this Bsue of
Marketing News. The qualification critenia and CPD categories are
shown bedow, All Branch CPI mesdings cualify under categony. 2

Businiss mietings ane 4 service offered by the Branch 1o keep
members abreast of current topical information and issues. These
moetings may qualify for CPD howrs as dosignated by the Chair,
CPD howrs claimed for Business meefings come undor categony
10, The potal numbser of hours claimed under categorios 78,59 and
10 should not exceed 28 hours anmsally, Therefone 1o achise
yvouir CPD hoasrs you need 1o have af least 7 other qualifiving hours
Im Categories 1-61

You peed 1o ensure thal you complete and returm your | G085
CPD cared i Sanda Booth hefore the end of fuly 199 Do onod
deday, returm the cand o soon @ you have completed 15 hours,
If you don't have a CPD card please contact Sandra at Moor Hall
an 01628 £27351 of emall her at sanelraloohe® cimocooak. |will
rernind you all about CPD in the kily magazine and at the ACKM
on 2 julyll]

Paud Gostick

*| think marketing has really come of age with the
establishment of the Chartered Status and | believe it
puts marketing on at least a similar level to that of other
professions like accountants and surveyors. | think the
verygood aspect of this is that it should encourage a lot
more companies throughout this country to ensure that
they have Charlered Marketers representing the

company on their Boards of Directors.”

LORD MARSHALL, Brittsh Alnwars ple

The benefits of being a Chartered Marketer via the CIM's CPD
schieme:

= Xibers you the means of imgaoving your jo prospects by
lmpﬂ,ﬁ'iﬁg Yo compElEnce

® Provides a siructured framewoek ior you o make iniormed
deCizions about your fufure

® Encourages a higher standand of personal performance

* CHfers increased job satisfaction

* Provides you with the opportunity o anticipate change

# Enhances your professional datus and demonstrabes your
commitment 1o existing and futune smploerns

* Heldps you 1o make new contacts through attending CPD events

* Contributes dhirectly o your organisationds long-berm success,
giving 1t a vifal competitive advanage

& | reanes cusbomen'client samdaction

“Well | think the impact of Chartered MarketerStatus on
people in the marketing industry will be to kick us up to a
whaole naw level. It's quite profound. Il benefit individual
peaple in terms of theirown career development and in
terms of demanding their rightful place in the Board

RAUL PINNELL, Shelf

The follmadng count iowards your anaweal CPEY iotal

1. Posi-Qualification Studies. MA, MBEA CiM Diplona eic,
Automatically meets CPD requinements

2. Short Courses. Up 1o 35 hours may be claiimed. Courses related
o markeding, sales andfor management.

3. Distance Learning. Up bo 35 howrs may be claimed,

4, Language Training. Lip 1o 35 hours may be claimed.

5. Incompany Management, Development Lp 1o 35 bours may
be claimed

6. Imparting Knowledge. Lip 1o 21 hours for authorship on
marketing, sales and management sshjects. Lip to 14 hours for
papers, ariches, coaching, teaching.

7. Conferences & Exhibitions. Up to 10 howrs for attending Cik
o jobindustny related events,

8. Committee Work. Up to 8 houss for work on
cammitiessorking panies
&, Private Study, U'p 1o 8 hours

10 Meetings. Up to 10 bours for Business meetings: Branch
Chalrman may designate a number of qualifying hours per
mmeeting.

A special programme is available for Graduate and Associate
Members. Record cards and fonher detakls are avadlable irom
Sanchra Booth at Moor Hall 01628 427351 or email
sandrabooth@cimoco.uk.

marketimg news
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The UK first rufing on the liabiliry of an Internet Service Provider
{15} far defamatory third party material was handed down on 26
March. The decision was in a pre-trial hearisg by a lower cour, apd may
be appealed, bus it has impomance for anyone rn.ikm ¢ thiral grarry
material available onhine - whether a5 an I8P or onoa 'ﬂhl'- §I5e borum,

:'|_|_| Of »;u:l" Jnl_ l_|'H.'|IIIII Er-

A “wqualid, obscene and defamarary”™ poinng by an unknown persen in
the LISA, and pusporting to come from Laurence Godfrey, was made to
1 Lsrnet e L] gl ql.rrl.,'\‘fl ||L,; .:ri:-rr LK |"'||."I, i.'l'.' IJI.'rI'.:I.'I 1:|| LAl
t,.-..1rr.-:. nonhed Demon of the forgery and asked Demon o remove it
but the posnng remained onthe Demon news servel umntil its normal
rwa=weeh EXPITY.

“There is a difficult balancing act to perform in not
taking on a full editing or publishing role in relation to
third party material but still taking reasonable cara.”

Godfrey claimed damages for libel froem the date of notihication
[emon that the posting was defamatory. Godirey snapht 1o srike ou
the parts of Demon’s defence which clarmed that Demon was oo ‘as
common=law’ the publisher of the posting (i.e. by analogy with pre
Internet cases and US cases thar bave dealt wah ISP labilivy) and, even if
it wan, Demon coubd defend ioself uning Scction 1 of the Dhefamation Act
|,

Section 1(1) of that Aex provides that a person has a defence in
Al smatina pr.'-:w-:llr'.:'- il he can thow tha

® e v not the aather, edinor or p|.||"||:.'n:r of the staement |,|'|||!T|I.JII'||,I\.|
4] J_,_-"l_ the |;h_||_|,.J.\_':. I.I.'I'H::I..: 1||,' i ol gn u.ll'\u.'li, N CRETHC 4% I]IL'
'h'F"n."d!l ) af & SETVET OF 1|:|l.'i.'|'| imns: HILIIF'II"L'I'Ir.

L] hi :.mh nl;l..’l-n.:|'\-|r CAEE 11l rieldtsnn o IS puh'n.'J.'.l-nr.; '.nd

¢ hedid pot know, and had no reason to believe tha wlse be d5d
cased or comributed 1o the pullicason af adefamatory staremem
The Eud'-!:r held eh
although Diemon was elearly not the suthor, editor or publisher of the
defamatory posting, Demon also had o prove the second and third
poinzs above. This was not proved by Demon who had notice of the
defamytory content of the [alitll ing but did r.-ﬂ:hlr.p to remave i Further,
Demon coubd not rely wpon a defence at common law that Demon did
not publish the posting, There was pubbcation of 4 newsgroap posting
whenever a Demon wser accessed in, The US case luw referred 1o by

st Lemon could not rely upos thas defence as,

Deemmon's lzwvery wis “educative amd imstrisctive™ bl wimately only of
*margina] assistance™ due o the different approach w defamamion e

& rEEped
mken inthe LS.

This case has impartance for anyose involved in distributing magenal os
the Internet, not just 151 Where thisd party matenal 8 posved digectly
to & site - a5 part of a forum, chat or other area, the site owner may be
ahlle to argue that as a remilt of Section 1{3) of the Act i is mot scung as
author, editor or publasher of such mgerial = just as Demon was held paot

o be authar, edmor or pabhisher of the nowsgroaps 1§ hosted,

In odder 1o enswre that the site vwner can then cstallish § defence ander
Section 1(1), the site owner should also 1ake stops to be able to esmablish
Ly & £CHE I|I.|I.

® ¢ alio takes recioaable cere im relietan fa the relebanl snerement §
l|"'n'lll'.:1|.l.'.r'\lll

There s a difficult balancing 21 w perform in not taking on a full
editing or publishing role in redation to third pary material but sall
tahaiig reasnabies care,

Unfermunuely this decision did not give any fuerther .,IJ:||..1'1|:E an 1o ‘whad
action would amoun 1o tking I|:".11i."'l'|:l'||l.' caré other than 1o miggest that
daing nothing woukd net. We ..uq,;nr that “Best Practice” would be 1o
evtablish, record and follaw a procedure which could be presented w2
comrt 4% evidence that the siie owner w3id &g reasonahly,

- r,|'|,l iRE T .'.J. o -l,r.\_ru il |I,,.:|II Hid Fedaon fo j-'l'.'-h.“.'-l.' far '.J-.lr
&t did casared or comvihured to the publicanion of o defamaton

alafememd

When 3 sige owner does recetre notice of a defamatony statement having
been posted bo its site whether a5 2 result of a complaing, its own
*reasocuble care’ or otherwise it must ace. In this case, the staernent was
clearly defamavory and there was no basis for any delay m removang i
I oeher cases, labiliny may be less chear and an imvestigation aed legal
inpuat may be peeded beloce a deasion can be made as to whether the

stazement shoulil be removed

[uncan CakowGrant Rnoerson

Dt Hall wha contribute this column, i a magr Lendon-tased intomabosal
Law Tirm

Denton Hall provides the full fangs of Cofporale Bnd commercil egal Servies
pngd s o of B highaest-cailid e spacaksing in new média poblisheg
technology ard communicaSions. For mom detess o 1o make contact &-mal
Elirabeih A Formy® on eaiiaenionfall com of

Belepbiong L4 (0 171 320 6558

markeling news.
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Editor’s Prerogative

Change is inevilable (except from a vending machine).
But it takes an act of faith to action it

This time last vear, | rang uge our Roval
Counties Chalman, Paul Gostick, “You
coubd do with a bit of help with you
peswslemer,. “To my suspeise at the time,
Instead of taking offence, he agreed with
me, [ have sipce comse 1 bearn that Paul
is both incishve and very pragmatic.) He
gave mie 4 very free hand - with a few
provisos, “We have a tight budget, =o il
rast nEver oost s amy more than it does
nowy. It st communicate the Branch
prOEraAmmE Al serve n'ulmlwﬁ.hlp
inforrmation needs. But apan from ihat, il
ikl AR ETproe il dver o Yol

Mgl af us semble oves FI-".H.I|I|!' with
b all the tirmee, Bt the majority plck
thasrmies i ugk ] hasiry on as if I'Iuthirl'_!
h,p|:||'u-f|-:-1:| Ten b credn, Paol didn.. He
F s i"l_"l'll‘\ll'l'l- that thi= vislon need not be an
impdesiale dneam and has backed tha
fransicermiation Inoi Costly AEmGSETTEr 10
-.|=|I-||-:E|||||.|'I|1r..: MAZRTINE Xl fviny sLage -
a nol inconsiderable act of fadth.

We have that magazine. But whal
sort of magazine is if?

We have made o comscioars atiodt b
distinguish Branch CIM pages from the
paneral ‘magazine’ content for ease of
wsie, but have chosen o ir:‘.r-_gr.:lc- thar bors
thioughoul the publication. The ‘genaral’
pages broadly fall info beo categories. -
news and leatures. The news elomdn
secks to report stosies with local
sipnificance - active networking and
information. The features parallol the
Blas s Moohing programme, pros |r|||:-i.:_
hest practioe guidanoe illustrated whone
possible with bocal case sudices, We ane
bepking o position Markeling MNews as a

Royal Counties Branch Contacts

Fresicent:
Professor Malcolm McDonald
1234 751122 (5ec. Lee Smith)

Chairman & IT Meetings:
Paul Gostick 01276 416461

Hon, Secretary & Education Team:
Liza Harris 01895 274000

Treasurer & Healthcare Meshings:
Ginetie Camps-Walsh
0181 446 9714

Charie Farronw, Edinior

;.:He.l|.:r.'|;rl1||..'|||'.' =||'r|.-\'.|l'|l.' Fimancial Tirmes ol
ke g ol as mach for analysls as
{of niews, S0 perhaps we should reassess
the narme Matketing Mows! As such, we
are nod seeking 1o compete with
Murkoeting of Marketing Weel. Wi
rublEsh i infrecuently 1or thal. Amway
thesy' e pod [ covermd. Marketing Business
petiorms a mathonal CIM functhon basysond
our rermil. Chir LISF 5 precision ameting
e aam b prowiche, % ROy Varmam says
i “Milin Focus”, the best of national
starelarels, dedivered with a local voice

(i L v any commens o woubld ke
I contrabute, oo gt in ouch,

Chaarlies Faow, Ediloe
cia® newlaery, ol
65 551754

PS5 A very bip thank you o Tony YWhils
LISTIRE -'i.IF;El,, ".I..'urL..,-l:.ng in Thatcham 01615
HEG07] whowe expedtise has enabled ue
ot Lusth bo ot thee mombership list
1.'|1.'|:'Ir|'|-"'|ﬂ.'.1||:.

Snippets

It's official. It all happens on the Golf

Course.

The T 184 Gaalf Society has thres Sociery
metings a year, phe matches against
othor wocheties and owr own version of the
Rychor Cugs, Matches are on VWednesday
T6th lune at Apsley Guise and Wobiirm
Sanclk Gall Club, and Wednesday 2Gih
Soptermber at Hindhead Goli Cluly, The
CIMGS Byder Cup is at Hawhkstion Park
Godl Club 151h = 17th October. For full
detaile and memberihip endguires contact
the Seonetary, john Dicks, D Associates
16 Craneafield, Sherbanme 51 johin,
Basingsioke Fla24 SN

Telfax 01256 851086,

Corald Jones FCIM (pictuvesd atomes wrll
Brarnch Chairman, Paol Ceostick) svirimss of
the Novermber capilin cOmefition wis
finally anwarded Fus f:lrj'.n- a1 the Birdniess
.'l.!g'lmn'.l:-:q on 21 March af Aadejsky
Stacdiam

The next isswe of Marketing Sews is
published in July. Special features include
=The Story of Moor Hall and the
Chartered Irstitute of Marketing”, a
Focus on Education and an in depth look
af Wb Design. Al editorial
contribations and advertising should be
received by 10 June 1995, Full contact
details page 1.

Vice Chain & Business Meetings:
Erica Henley
3181 B16 4985

COF:
sark Asplen-Tayior 01908 833036

Stuckent Luson & Education:
David Gresg 01256 BEO509

Cowrimiaicalions & Wi '.‘l'l'!]-l"'-.lill:r.l Team:
Charlie Farnce 01635 551754

Membership Crficer:
Clair Elliott 01494 422862

Artenclance Co-ordinator;
jullan Sioelker 01494 712164

.F."L'Hlumrl' Dlireciar:
obhn Lockwood 01483 285999

muh-li:n-g_m-l-
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group limited
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A group of companies offering the best in
design=repro=multimedia=print. Core.

The 5 Core Growg Limdted
Siite Qe

Phaeais Breserny
Barthalamew S1ree
Mwhary

Berkshire

AG14 5040

Tek O1&33 S2E1AS

Fax: D1E3S 314706
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