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Editor’s Prerogative

NEWS

MNatural Prawn Killers

Hubka Hipops foim KPP Foods [as launched a
brand new zone on its moovadnee web site,
Raund Contral. “The Prnan Expenience’ has
been developed o oelebrate the lawnch of
the enw Pranan Cocktad] flamvour Hula
Hoaps and can be found at

wiank hulahoops.co.uk/prawn.

A with all the rones on the Hula Hoops
website, vissdion o fhe Prawn Experience
willl firdd 2 competition or game to pla
s an exclusive Hula Hoops digital
memiard 10 ks, Yol CAN SN IR 3 years
'.I,FI1'I|'| of Prawn Cockiall fansour Hida

Hoops

Features include:
Welcome o the dib ssoe of Maskeding News P -
magazine. Fourth ssue? What happened o the 'f"’"‘f'" 997, Thiee gpood film ¢ !'F“ whare
presvhous three? This bs in Fa the first Ssue o cover ther siars are all pravens and shellfish.
all siw beanches in the CIM South Eastern Region Biflington Cartmell and Brand New Media
Weleome o our new reaclen. il soumne seriou Lafent spesdivig ar the
As markelers in ClW Rovsal Coundieg ams AeIeE, Flihlﬂm_l.,"l:“!"!: Jh“ !.f'ln! rhl' 't”'lkm‘lm"
Mnh{m_;, Meas has heen :|'.r.||1|--h|.~r| hit-rmomhdy SPippets of ChIssic r:'.]m!": :r_llmr hl:"mml'ﬁ
aince Its lasnch in Manch, provided entinely free of aof the Crustacean n'l..."r.f_ Soueak” and
charge i thie neagkership or thes Ittt Al “The: Linrsval Shelffish
cortributoes ane volunteers and we sclively seek 1o “Prawn Mairic ", Magic ok amvolvrog
ercourage news and vicws from newcomers to the crustaceans hosled by the sheflitah
irtdustry as well as seasoned marieten and s rlers magician and
Pald-for by advertising and gpansacship, the his scampihe-clad assisiand

priaparine is made by marketers for markeders ane
a8 a resul it behaves rather mone Like a Ci
fanzire than a customer magazine

“Can Pink”. Dewmioad a cleskion poonaies
pack. Looks preal, Soumis arisieing

“Discover Youwr famer Prawn®, Stire af ihe
hypnotic spieal then olick for an insighiful
persanality evaluabion and to imd out wiad
yair fhmer pranvn fooks [iko

Hirwever Marketing borws has nover boon
exchuiive 1o the CIM membership. Since it
inception i has been sailable on request o non.
mermber marketeds. B is for sharing news and best

practice sbdoe. for Ecllitating neteorking and With the [aunch of The Prawn Expirience’,
profiling services - markeies o markeben, markete Round Conbrol o the Hula Hoops webiite
o CIM, and CIM to marbeter, Wi ane also here o B jus bwo 2ones away from completion.
provide a vehicle 1o air grievances and potontially Wissors fo the ssie will spon hiaee fho

i b an irkirumend sl chanpeimprovement for chance jo enber the final competition in
marketen hoth inskle and ouiside thie CIM and o which they will have this chance 1o lisn
o irsfustry 0 penesal thir s (rin Rowund Control and win

For e nII'I1F|:IH'|-'|Ii[I. wie e pllﬁﬂh.":' & hiﬁ.h |II-'I'I.1I:- " Il:r[::h E,.L‘l::r E:H-.ILH:":_F:I ansl Sy
: ; multimecha P, Manalhsc playe -
q1,t.:|||.1'|.- M communication channel; bor non-

members, 3 showcase for lsest pctice which PlayStation. Very importantly, they need to
] i -
domonsirates CIM vl v -:l.rrl|1|.l||.-lr.d all thie pones on Round

Control o enter.

N i wital for membens of all branches, as well as

Apenciet responsdile for pravning it up on
non-members, 0 return the subscription fom B I AL ; £ LB
1 the web are Billington Cartmed| and
enclosed with this ssue b ersure that o

gl
continue bo receive the magasine, as well as to let Brand Hew Media,
the CIA Regional Comanecil assoss, vehathar o uep

the mugazine as 3 communication venhche Er'a nd NEW M E'[i ia DPE“ 5 NE‘W UfﬁCES

| book fraravare] Bo hesdfang Iroams you Brand New Modia has opened a new London office in Covent Ganden bo senioe the
existing Soush East client base. The cliend service beam will be grown from London whils
the detign aned prodlucton team will be basod i Léech

W, L
Mﬁﬁ T tulb-ster i resy iiles ATECY 15 cuirmently e muting wial doe bath ofices. If s *Wkinﬂ
—_— aConunt dirsciom, sccount managers and business development saff, For futher

Charlie Farrow, Editor, cfa® newbury.mel indoemation contact: Al Foa on 0113 383 3000 or email alfox@® bnm.co,uk
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NEWS

Hot Issues in Marketing

The CIM rups an indormsal racking sysiem of Ley Bsoes for marketers. The Hist is
compiled fmem research from both the Librasy and the Training Division, Mamy of (e
fodlawing subject aeas ae addiessed through the meetings armanged by the mdividual
Branches:

Corporale Brand Managemenl, Achieving Competithve Advantage, Relationship
Marketing'One to one marketing, E-business: generating revenue through Marketing
over the Infemel, Accountability amd Measunement, Cusiomer Satistaction iihe next

stage on from Customer loyalty), Keeping up 1o date with changes in technology and
the best use of lechnalogy.

T s thesr o other areas covered i future s of Markieting Nows email
marketingnews®newbununet with your comments

Marketers’ Confidence Returns

it Expect b meel sakes targeb s yeEar

Marketing Managers’ confidence s back at its highess bevel for bag years after
plunging o an all thme kow lasi winies, according io the latedt Marketing Trends Survey
by thie CIsd,

According to the survey of marlketens throoghout the UK, OIS confidence indes,
which racks marketers” confidence in achievirg their sales targets, has risen 10 93.5 -
it's highesa leved stnce July 1997

& iotal of H1% of h'LJllﬂlﬁH H.1n.'||{|=n expect o achidnie Eheir r.q.l-m1.1rg_p:h fow fhsp yiear
shesd, with 13% expecting 1o over-achieve their alms - 3 rise of 5% since the guing.
In congrast, the progorion of firms egpecting o usder-achieve ther Rgets has risen
by Jumst 1% b 38%

Onerall, firms are planning for grosth in cash sales of 6,9% during the current sales
year, compared with the B,6% growth achieved in the last sales year

Thes renewied conlidence extends so the majority of manulactaring sectors, with 93%
of hewvy manufacturers expecting 1o reach their plans. By oontrast, only 34% of finms
iy thwe edectrical and electronic sector believe their sales plans will be met. Within the
senvice sectory financial services companics ane the most bullish, expecting sales
gronvth of 13% in dhe nest year,

Thie= survey adso indicates that competition is bolding down prices with six out of 14
secions expecting prices o decline in the Coming v

CIsds Economic Adviser Professor Douglas McWilliams sald: “This suivey provides
cheerful reading for economic analysts. IFs message for the Bank of England
Monetary Policy is that them i curmently no need for interest miles o be ralsed again *

Key Skills Needed by Future Marketers

P CI nsseanch has identified the key skills that marketing professionals meed 1o
proiress. thes careers. in the next century, As a resuli, CIM has revised the syllaly
studied by markeicrs who are working iowards CIM's three educational qualificatkons:
the Certificate, Advanced Corfificate and Post-graduate Diploma s Marketing.

The research, condscted amongst leading marketers and academics, conchudes that
jorty candicates need 10 have marketing theory and krowledee combined with
complementary cone skills, As well as inberpersonal, financial and analytical skdlls,
miarkitens need to have decision-making abdlity, an understanding ol ihe messuwement
of markefing effectivencss, an undertandeng of market research and supplier
relatsonship skills,

[hniel Sagar, Direcior of Education for CIM sasd “Marketing in iseli s about changs.
iCur revised syllabi reflects the development of key marketing skills and hroades

Iafiagement areas i underpin good marketing praciice from fundamendal through o
strategic applications,”

Far mowe information please contact Susan Ward on 01628 427137,

By the Book

The new Courss
madube for the
Advanced Cestificate
1 in Masketing, “The
Y | Iihl;,'|.|ll.,l ﬁhl’l;l!hnﬁ.fm
Casliomir Interface”, is
nerkice pubdished this month
! by Bunerworth
Helnemann.
- . Co-authofed Iy Rosie
& m— \ Phipps and Craig
h Semmenes, of Chodord
College of Marketing,
it fcuses on the
coptrality of the customes, bogh infemally and
eulsmally, o effecive marketing sl egies.

Thee book describes the divierse range of prooesses
that enaitde this communication o take place.
Increased attention i Cushomer Senvice, Creativity,
innenvation and the management of change demand
mare from marketen than ever befoee. The
uriderstanding markesers nesd 10 have of customers
and processes. within the organization, needs 1o go
far beyond the traditional mole played by the
marketing department.

I demas on theories and practical examples from a
diverse mange of industry sectors 3cross the worfd,
Extersive wse has been made of the WordAYide
Web to collect relevant material, and a number of
wibnites and traditional publications ane
recommended for readers seoking further
infarmation about specific topics,

— i

CLB launches first website
for London marketers

The Cinds Central Londlon Branch (CLB) has
launched the first website for London’s mardeeting
professionals and squdents. Daniel Yadin comiments,
“Char pew weelisile B a gabeway bo the world ol
peodesstonal marketing. All Losdon marketers will
benofil from it Even If they are nol membens of the
Institute, they are welcome io use §L°

The neny websile covers 3 wids range of activitles
ior branch membses, siwdents and associaes, for
prifesshonal work, studies and career scvancemsent.
wiww.cim-clb.org
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By Charlie Parrow

Adverimang o generally undersiood o work,
bt maarketing departments are wider
increasing pressure (o demonstrate just how
well it works. But if it an art, not & scaence,
hiow can it be measured? And how do vou
disentangle sdvertising’s contribution to the
achievement of overall bisineis abgectives
fram the myriad of other mfluencing factors.

(8]

-.1|'|I HHISCFALE

wccakion, it may very well be possable to
that 2 particalar advertising

camipaign has made a possuve |
bottom line, bat the FT Reeail & Convanses

Toport, Ellecizve A (31450 ."l.r""l cabion,

necasarcrehl ai | A sl -|| TV, MAamams

that sale §, 4% L RrEOFMmAnCe | 06 15 3

simplGe and sate methodology for

|l;._|;;||' C adverty AT dtleCtivencEs

According o Andrew Ehrenberg, professor
ol markeng a2 the South Bank Buiimes:
Schoaol, it i sheer make-believe vo mmagpme
ed brand will

er the

that sdvermang hor an eats
dL‘!i'« e ROETiel ||'.||lF (=1 L, Wi
*somethimng extra’ s more sales, added vilue

differenmanon, brand budding, repositionang

Premoim pracang o W :'u.lq.".l.l He say . B 'Tllil-
may seem business-ltke; how can markenag
plans ask for spending in millions and

promase only ‘ne change'? Wik esmahbxhed

brands m mature markets not cveryone can
v (e well moarel. By the wel-mfleted Tia k]
ol "r'_l'l\.'l'u'- thy [ar all”, most }.i'l..'lTI.lﬂ: and s
marketing plons musz fail, so0 why do we
necd sdvermiang }
AMEWET 6 DO

ard muarketing at allf The

. I cur con IpEtiRiTs

marker sggressively and we do not, they will

p equall Hence

'.|nu.|l. ';4i'| [miker th Mgs |'|."'||

we manly lod lrarsd

Hdanscnand e, an Iuranos (o I\.I :"A.'I:lj (=315

sdvertising has &

- B i .
CXIHINE BevEls 6] i

Fenance directors perhaps unsurprisingly,
fegar el scnveness first and boremoit 10

8 TUODEEL, iy l.'.l'.'. h ::'ll".'
. I Iie

1§ Al CAECE AN '.|u'. markci & "-l:'\.-';u on i

termy af busin
mezn direct impact on the batvos

own produce tangible bussness resubis over
andd above the expenditure invested

Limon Brosdbent, suchor of Accountable
Advertiseng savii that ene of the problems
with sdvenising u that “It 5 hardly
understood by many who pay for it; 1t
nhjectives are st in COMMUENICIGEN EIms
ity budges & subject to whims; no

Sdre il'q_ll'; L |_|||; rl,'.;,l PEYEITS AF |.| TR .I'\l CTIOR
I'\llllil:l.'l o lI'.I::II.'III\J.iIJI'II'\I AT 1K FSk h

Ef |,;.-.|_|_1_| '_-.I i CHN EE ithis C SWILL

other marketing methods, which do produce

countable resalts. In the banle over the 1o

budget of the brand, no sdvertming

_'|F-J1 Lrfulal FBG0 1§ oW URC halle I'||.'_|.'|f
alften as not, 1f m r.1|-.‘.|.'~:| 10 BEmes ol meed

An [PA repon p-.||'-.n|'|:ni i 1798, seites that
3% of Finance Directors said thas i business
el cun

g st 5o how can

COHRLS WETD Umider PECHRAIC |.|Il\."| Wi

i rlenimg anel sdver

nurketers help fmance directons betrer asess
the suecess or oeherwise of 2 campaiga?

i il il el

Gontinues >




| Defficuities of measuring ad effectivaness |

The h-:-lasnt prnl:l.:m fl:' I:I'I.Irh.tl.i.l:ls
deparmments is that there are many different
wayi of caleuliteng the effecimvencss of
advertimng. Simon Brosdbent says, [t is
remarksble both how many differem
standard solutions to the evaluation problem
have been suggested and the falure of any of
them 1o be generally accepred.”™ He poines
oist thist adversisng, ‘while raking 4 vibi
contrsbation, is not the only factor that
fscilitares & brand's suecess, "Other
contribubions 1o ruccess or Bahare re often
maore mfluential than sdvernving, The
campaign 1 only one unit in the bactle for
brand share; it is the arullery, Other
markening activities contribute; produc,
price, the sales force and 2o on are the
infantry, the airforce and the navy. Judging
the artillery’s comribution solely by whether
we won the battle would be uafar, Tﬁn'i:ﬁ:r:
the canspaign evalustor must allow for the
effect of every other element before udging
advertixing.”

Advertining effecrivencss s not just shour
boasting sales; despite what the finance and
sales directons may helesve Grabam Hencom,
prosident of the IPA argues that advertiging
-t.l.nildnhnhnﬂu_l.fm:.ltm:

# Improwe employee morale daring nmes of
change of re-cngincenng

= Focus a client culture and ensure clear
undertanding of & client's vision

= Create bame for 2 brand, acting as the
public face of the brand or company o
investors and commentators

* Buald trust and respect among trade
partners and supplices

« Create poodwill and & favourable view
from local E'm'mnt.lnd E-Euh'hnn

# Impact an share value

1f ad evaleanion is o be meaningful, it cannot
be & one off project undertaken smply
becawse the finance director is breshing
down the marketing director's nock and
ﬂm:nﬁrls that Erjl.u'h{':,r 1]::1&:]::&&
recroapectively, It ihould be an ongoing
exercise o enable companies ta bearn what
works and what does not, in order 1o allow
them 1o plan effeerively for the furure.
Advertsng does not have to perfarm
outstandingly on all rescarch measures before
you conclade it is working.

How |0 messisne

The advertising ndustry is not always in
agreement about whach method of evabusting
sdveriing cffectiveness is best wo use and o
derermine whether an ad campaign has
worked, clear objectives must be sdentified
from the curset, Finding one suitable
measare i not the end of the story, because
relating cause and effect is not wsally
uncovered by 4 single rechrique.

Sales-based daty isolating advertising etfect by
discounting other fciors

Exarmines all ather Bicroes thut coeld have had
an impace. By conclading that they sther
didn't vary at all, or not sufficiently to explam
the sales trend, it can be deduced that
adverusing made the difference. Simple, logical
and appealing 10 the lovman, but the drawback
s thas commonly other chings do change,
Some are champed deliberately - pachaging and
distribution, for example, may coincide with
mew advernising & part of & reliunch.

[Exgloring what nappened without advertsing |

Looks a1 differences in brand performance
between areas where advertising appeared
and areas where it did mot, The snag is when
areas dre not believably comparable - for
example, a south versus north of England

COMpAriso.

| Ecenomatric medaling |

A rescarch vechnique to help marketers gauge
the impact on gales of both their own and
competitors” actions, It albows for external
influences such i the economy and the
writher. A.ﬂﬁrnrlnmr.l:ri: II'I.IJ.TI.IH i.n\:n
equation or model, which mathemarically
lirnks sales o che fsctors which cawse their
levels to change.

Building & model is time consuming and
requires a ngorous statistical esting, which
frequently needs revising, The difficulry is
quantifying the long term effect of
advertsing. It shares this problem with all
evalustion techniques, whether simple visual
inspections of sales data, or 1 wracking sudy,
in that the short term dynamic trend is
always the one which can be most plausibly
associzted with an advertising effect.
Econometrics raises this observation to the
status of scientific ‘facy’ and ereanes the
illusion that the effects of sustaned defensive
dtﬂtﬁiuﬁmahuﬁpu'iud:nfﬁnrdnm
have any real exisence, This can have
dangerous implications for decisions on
advertising budget and long term
codmmitment (o & brand,

that the number of respordents ssenbing
atrbautes to the bramd 1ends 1o be
determined by the number of people aware
of, and using that brand.

Measures of advertising recall can add o the
ffectivencss angument. But attempts o
prove advertising effect by cross-analysing
recall of the sdverising with suinuding or
purchase data do not stand up 10 scrutiny,
The problem lies in the impossibilicy of
telling which o cauic and which effect. Users
ﬂlpm&:ﬁunﬂ]unﬁnﬁhmmhi;ﬁl}'
on almast amy image ranng are move likely
recall the advertinng for it due to selective
perception. As a result the posstive
relaonship berween advertsing recall and
product ssxge is exiremely commaon bin
proves little shout the effect of advertising on
behavioar.
Hﬂlfnghmmrninidiinﬂril]pmdml
watertight case for sdvertining effectiveness.
However, cach twpe of measurement, whale
imipertect can help compensate far the
imperfections of the others, The more they
corrabarate cach other, the more rabust the
eonclunon that can be drawm,

While the most abvious and sought after
effect of sdvertising i n increase m sales and
thus produability - z least in the eyes of the
finance department wolating the cifect of
advertusing on sales 13 rarely simple. The
marketing deparment has to decide how 1o
allocate the budper available - short term
Fm.rnunlinu: which result 1n sales or
investment in advertising to build the brand
lasg terin,

Brunds are powerful asets, and more and
FCre COMpAnes are aking seps o measure
their valoe. This has important implications
for both marketing depanmments and
sdvertising agencics. If we are responsible for
these valuable assets then we w4l also have o
be increasingly accounmable, The FT report
concludes that in future our performance will
not be mearured in terms of zales but in how
we add value 1o che brand.

Congamer-based techmigues - behavioural
Mmedslines

The consumer panel can huraish varous
types of commoboratve evidence - such as
demonstraging that brand switching i at the
expense of defined competitive brands. There
remmains the question of how far such
phenomena can be stmibuted 10 the

advertising.

| Awareness, attinade and image data |

Whale this kind of data can tedl s a log about
the effect adverrising is having on the
corsumer, there are two main caveats. The
first is to question whebier much of whit
passes for attitude or Lru.l.g,e data beary any
reluon to behuvioural change, The second &

[Eor's Ghuios |

We resommend reading the Financial Times
Retail & Consumer r:'pn'l.,Eﬂp;r.i.rc
Advertining: Application, measurensent and
accountability by Helen Jones which can be
ordered by telephane 0171 §9%6 2325, fax
D171 896 2333 or email: re.engeifroom

Please quode code 277984 - Marketing MNews
offer, 10 elaim £33 off the regular retail price.
This offer is only vabid for readers of
Marketing MNews.
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DO YOU SEE YOUR

ADVERTISING
AT AN INVESTMENT?

I you think it showld justity its cost and malke
you monay, here are some proven ways o gel
you botter reiums.

k Have vou potsced bow clever remarks are
,-l‘—'l., 1
l ften attnbuted o miore than one person?
e |..:"'- thse manag farmonis sayr s bt
1 ']

A erhsaig | = | oW Ralt of my _._I'..;l'l-'l:_

15 wasted: bat | doa't know which hall*

-

Il |.|_"-.'|.'|.I|| ¥ sroribied o thres i |'\l||..
one Brrtish and two Amencan: the furst
Lord Leverfieme, wiho bt L Lever
= . Broahery: Flenmy Foed: and John
=, Wanamaker, wha started one al the fir
':'r \ Preat .i."r'J.'l:I'."ll scores en Chicago
] Ay [ sasd 1m ane of m} cather RS, | am
X .!.n 9 | !I'J.'IH.I.':II:.: !."\.r‘"..'l. AN O FEAsir
2 . \% that im direct markeoing vou can
e
o

£ - measure vour resuls. You dlways

know what works and what doesa 't -

th l.||_';' mhen you don't Know wihy

_'|,| ..;.-'|'| | Hi _;|" | k IYE BECT
sifrvbuded 1o more than ong perEnE
eells od 2 soarmalin ivemaen ifg A

Fammioiad A merican Siadineidmin an i

train journey, | e jourmaling sked
him how emporant he thoagh
advertizing was. The basinewsman

Fep ||_-\.| "W hae do vouw think woukd
happen il we anhitched the engins
imam '.i'.n framy”
A .||;||r'. nare ap Io=date verson
Wi fe | & _:.;l..i'\.!'.l:_' [ e il iliar
asked Willem Wngley, the chewing gum

EifiiE 1he saime Question I TEHIL | = with 4

1 rather more dramatic analogy - “What woul:
i...;' pen if they switched itf the engines on
1Mis I.'I.“.'. o

There has been a lot of research proving thas
[ who adverese most urually make most
probik It takies no great bran
thie, Tow only have 1o smody £

Procuar amd Gam Il_'.'i Oy =h 1 OF EVen
Wriglev's Chewing Gum - to wee i

| - ¥ . . | A -
It 1=, therefore, amazang ow few senior

| s ENesidiER, eV Eil it th wirld's muost

: i
sopustscated forms, fully understand
slvernir . Thits 18 mdicusous, becapse vas
§lms Ol ey Lo GIEET i .'.-__| ||
ofien, also, forms sdvertsce becaise they feel

they miEst DECALEE Ll i M LS. O

Your advenaiing bodget can be an
IAYESEENE, ;l|.|.|.|. ine a prabic or i dan be

an experie, producng nothing. [t depends

an how well wou understand the advertisin:




process. And comrany o what many think,
advertisng is not fust 3 maner af Hlair: there
are muny simple, proven principles,

Lessons in chewing gum |

The imrerssteng thing abowt Wingley's besides

|I||,' REER '_:‘\.|_'|. .|J.-. ErEes 3 |t 18 chat I|'J.'|‘
acvertimang 15 maathy wery diall. 1t dosesn™

rely on chever wmicks, jokes or onpnal dexs.

It juss repeats the name Weagley™s, shows the
packs and sually savs something about how

retreshing their product in

If vou want to mike your advertismg work
harder there is 2 lesson in this. Yoar
adveriming dosn't kave 1o be dever o
succeed. Actually, being clever 15 usaally

faral There are bowr reasons wihy,

First: your advertising money is completely
wasied on amyone who doesn’t understand

B mOagd

Seccond: most cusioimers ane not very elever
You may think this s rather unkend, but it
:‘u_:'lp;,:n 15 ['.._- Lils,

[hard: although there are far mare stupad
b '|p|r than clever anes, their money lnaks
exscily the same.

Fowrth: even if they are clever, people rarely
CONCENLrene '-lu':'.r‘.l ':EII_I. IE il i ||'| ik al
adiertnsing, 3o thoy won't work 1o

undlemtand your clever idea

|Sa don't be smart. Ba simple. |

You will Find advertising agenaies love to do

.\_Iq_"i £ iV Erasing ]-!II_' FEEsin lics BN |II..II'.J.‘1
naiure, Adveriang people, lke everyone
else, enjov showing off 10 thar frends and
bielng praised. In the advertinng industry,
praie comes in the form of awands, which
aallv A 1] lever ndea.

HLEI ..'Ii.'l =5 Il.zrl:-l'| Eies ”.III.I'- ||1I.' [l 1hﬁ| '\-l:"-

In fact in 2 survey 3 bew years apo the top
LFEALiVE SifSCIGERE IR MM were J.I.Ll.'ll L}
vote for thew Favonnte advermsements

Their bist had absolwtely no comelation with
sales.

[ What can you offe the customer? |

Apart from the dingers of being elever, there
i & secand lesson 1o be leamt from stiadving
Wrizley's, For wlvertising 1o succesd vou
must offer a benefit. [n thasr case this @
usually refreshmens, though they omeizmes

|_'|FT|1.| i1 phar ..|'.-rl|-||1|,; Eum can e |L-H'h.| lor
yoiar tecth, This is groe, because chewing
increases saliva, amd saliva cleanses the

mouth

There s 2 third lesson in that. Advertasing
thur eells the rsth worka better than
sibveriing thae b As a matter of fact, that
5 an underaatement. Lies oot only fal 1o
-q.::'.' I||-,". I:||||.'I-i Ti!r1. .'..|'.l.|.'|:| rl.I: Fﬂh.l['-lr
aff your brand, prodisc or service

If you lic and get found out, not only has all
vour money boen t'uIcJ.; in addvoen, viou

anger the customer. [ am nod saying you
should cmphasse the weaknesazs of vour
product oe service; | am just saving, doa't
lie. If vou read my lastg Flin:.'c. about Fablic
Relanions, you will recall the same principle
applicd.
The fourth lesson i alyo simpde in advertising,
i 1 VY |1Ii|‘.|: i " | p.l Vi [iv B comsistent
Dhan't keep changang your mesage. You
confuse people. The workl’s grestest brand is
probably Coca-Cola. For over 3 hundined
vears they too have chosen to sell refreshment.
|.:l\.'|1| |||;'|. Vil CAn ||,'Jlr| Fl I-:|I.|I besaon ‘l.l'!.l
don't have 1o be i:\-ri}:'iru| o suceend. Yod il..--l
have to find the most sppropriate appeal for
VERur prosluet oF service

You may lexrn a sixth bsson from seccesshal
advertisers. Neither Coca-Cola, Wigley's
nof amy good sdvemiser makes the mastake
of st boasing -“We're the best™. They ralk
ahout the benefins they offer, not aboit how
wonderful they are

People don't like advertisers who boast, just
iF I|:.'1 |||'.|||-|-\.' '_1!;\-|I-|_'i=|.' b |I|| |:Ia.l-\.1'.'.. 'i'm-:. e
nat credible. You may thank you are
wonderful: but | doa't care. That's because
I ekiak ['en wosndertal and prefer to petlect
unon my winders rather than vours.

|What works - and what doesn't|

Here i & [t of things leamned i 1555 by
Crallp research in Amcrica ino what makes
s vertisemnents work best. [ doubs if ehe
primciples have chunged since then

1. The best advenmements command
attention, commnnicate 3 message and
Ewru'].ll_’ I|'.:|"\.|FF| l:.ll:l\.IIJ!Hl:'llI_ headlines
and copy:

2 A mccessinl ad rewards the resder by
providing news of information, solving a
problemy, or appealing to the emotioes,

_" 1I-|_||| |.|:|||,l|.|. ||,'|'|.'J.I Illl,' mesiape ] 1;.II!|:'I. il‘l
illustration, hewdline and copy

4. lustrationy whick relate directly to the
Maialgs 'h,l,'|l|k i) .1l¢'rr:;r 29 I.'\-I:I:I.ﬂ.

("1}

i yoia don't dlsstrate either the pr-l||'.]-.l
or the idey, the ad iz 27 % lezs effective
than awerage,

5 Sterentyped picture - chatting people,
leving comples, smaling sippers and
ecstalic eaters kill ads. Thae's bocawse
they don't develop any umgue qualiry,
Specific headlimes work best. Vagus
headlines redoce impact by 11 % on

o

e

average. 1 he most damaging headlines
FA o |*~:-.|:.'. il Bpase

£. Short headbnes perform just as well s
very lang ones,

9 Miew i-,.r.l_'.11.,'||‘|,,||5|h.'[l. AEw WEVE T gie a
produsce, can add an average 24% o
perfarmance

13, Humpar aaly sdds 19 % on average,
and then only when wied carefully,

1. Celebrities can add 25 %, Butif the
celehrity B mot relevast to the producs,
he or she doe more harm than good.

1.2 Recipes deliver an sverage of 19 % over
AVETARE.
|_‘.,l::.u-,||_'-,|-.'|-. do poq acd Euch Impac, bt
boost perinasion an average
of 26%. (Othier research | Bave seen
shows they lio increase readership
uapmbcintly.)

I yoru kmorw all the things | kave mentioned
shove about what makes advertising work,
there ks a very strong chance you know
muore than your advertisng agency.

_"||| ||;'.|_-rq,'-.'_i|-||: '.|'||I-|||;|'|r 12 Vil ||£.'!|.'r
myestments 1o cosks.

In 1952 Drayton Bird founded the
Drayton Bird Partnership who handie and
advise many firms, including Mercedes
Benz, The Bank of Scotland, the British
Horseracing Board, Eastern Electricity
and Gallaher Limited on direct marketing
and other marketing matters.

Drayton has 38 years’ experience as
copywriter, client, creative director and
latterty Wice Chairman and Creatie
Director of the world's largest

direct marketing agency netwark, Digitey
& Mather Direct.

He wrote Commonsensa Direct Marketing

originally published In 1882 and now In
s third editian.

Published in 10 languages, it is widely
recognised as the standard British weork

on the subject.
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“Would we be interested m handdling vhe

Laench of an exciting new Internet prodioc, ™

FL] 'i.l.'\J -_E-..; II.'-I'«F'.T‘EII.-: .,'lll_'lll; ik I|'||,' other emsd
af the phane.

Y™ | smd, *We would be mierested and
T W d.. |'.11 g q_lll"H.III."Jt'II' |,'I.I".'.".I.']||.'I.' o
handlimg Intermet products, Yes we dp have
3 Mew-Media .1|-r.|r':|1||'||1.. ard VES Jgam we
l.L'.'.;,ll-_‘I [n® ki 1y 1o handle the 'K as “'EI.: i
the advertisang .

*Gireat”, he said

*All going seimmingly,” | thoagh

Yes [ had heard of he oampany, akter all
|"|r:-' ire 4 mmialti-nabenal wieh & mor
position in Telecoms, We had a general cha
aboun the product, & MPoread brand chas had
.IJrl.'j_l_':'. l'c-,'r |;u'.|-_||-_-.'. if ||Ij||_'| '.Iul'u‘:'l.., |1-.'
informed me that we were recommendied 1
h 1 I|.||.\,'i thar bie was |I".|l r."hll.‘l '“-'I'I'. HIr
chat. The conversation fimshed with hm
COmMmISting to send a bret,

A |!‘|i-| jl\||||| L] |||‘.|_.|u.||.. QU £ u'l'.l.'.l
i
shoun the prospect. Albor

all, the Iarernet ia where GL”"."iB -'I:I'l

TREE ..

ity all kapperung, Major
formumes can be made in

|'|:|_|r| Oof J-_'r. Andg EFGm an

advertning poant of view

e r-:-:-.'-:l-lul. of 3 mayjor
IV Press and Hadso
carmpagn did o exacly -.|-.'F|n'- Tic,

In due cowrse the brned amved. The objectve
Wik |_||_'j_|_ LR = ] | |||.¢i||| l_l..I|J| b Jll.!.. Lik
he smongst the most relerenced sites m the
UK. However the budpet was smull, the
content oo ondimary, There was o be no

nal E'_,'.'\- C-AWaAY l:'r-.c Fores ar lnee

o 1 | I - Efi 13€T Phere Wil ]t'\l'l'_lf:'. noLimng
10 ?II.'lli-L amy IEETmeT UsT chi s N0 AC{ERE
thii sine rarhes J!I:- of ihe other 540 CRIARIE

partal mates 1@ the UK.

The question 1, why would anybody,

|"jr'_i-, |_||.|||| ||||:|_'|1- 115 |-||5:|||I. |.'I.I.|I:::H Plil\.-'r"'lli
expect to be abde 1o Lianch a progduot 1o an
already crowded, noisy, highly compentive
|'.;]_rl;q_'! F\-l;.,_' |r..| ."ll'l."-\.l 15 '-|I..-rl\.'\.i. '-‘-'.II:II.IIJI:

Lﬂ'«LII-II'.'\, '-'J..:IJI\.'IT !C'"\.'“II"II'\I!.' 1 I.-\.""I"

You wouldn't liunch 3 me-too soap powder
aApaInst PR oor puan amoaher |'|I.'II;'.\II,:!£| T
against McDomabkds and expect 1o sucecsd,
Mo, vou woukdn's. But then vou would have
to invest meney in plan asd machinery,

pet ole, disambanon, rew material, retail

seill oy ganal 3
RIS Anil $0 of

%o mayhe that’s the problem wth Im

products, maybe they are just too casy and
...|1-. ap o reale -I'||-_' disrrthunion system
free; the phynical creatson of the prosdue s
lew cost and quack, However, whalsg it is
tree that the Emerner sull pros ides {amtastic
opporiunities to join the pold rush, there is
Enarmous compstition to stake the Aght
claim. Like evervihing clse aboun the met, the
puce at which it is nuturing i amaring.

The casy ||::-_|'.;'l. have [l Mow liks every

other ares of business, 10 sacceed vou need

i
anabysas and che
will bbe me and money
wiell spent.

By Roy Warmnsan

thas most elusive bar valpabls of proporise
an Mea, A Unigue Sales Proposition. A

consumer-relevant Compettive Edze. Anid
'n.'ll.,'n yoia I'ln.l_' =il iL, S AEe 1I:| ROARE Lo
fave to promole gl an |. VY Ly winrld

al the Intermer Dramd

I 15 sull &5 cree podday as when Marg [waan
wrohe it LI'J:\.I _lh L= ||.L. I'I_l.-\. ] thit ¢ Lik u;" anid
roes amd whispers down a well, is much |ess
_||,||_ LiF carm '_|'.: _|.L|| A%, AN |||_' i |I ] I.!:l"i|1 X
tree and hallers®. Mayhbe this 15 sy the
secand amd chird yvesr fmancial reports of
||:-_.L'r_-.|_1 COmpanics, ||-u|||. alwavs seem i
show increased turmover, but prafit being
held hack “der 1o increased marketing

CONCE

[on't ger me wrong, [ believe that the
Imterner is soll rele wich pRartumises lor
those with 2 genainely poud or new ides
Isdeaid we are involved with 2 number
_.“_--_:'_-_l--_ ".!.. PL'J ii thia, belore geCnng
carried away with the excnemens of this
|J.-\..\.'.II.I|I.||,; ..'II;!I '.|.'|'|| Nnew '-'.--r!-.i. :.'Il'i.i mnc

o [E .||'\-i-:'\.' TS Wl
-fashioned stravegs

kg o

Roy Warman has worked in the media
industry since 1964 and has been involved
with many of the major changes in the
medin world sinca than,

As a founder member of Saatchi & Saatchi,
b et up and ran their media operation.
With his now pariner Terry Bannister, ha

became responsible for all the 5&5
communications companbes, They beft 585
in 1981 and mow run Belr own apency
providing marketing and communications
services for clients such as Phillips,
Dnad0ne, Shell and Noradch Union,

Tet: 0171 512 100
Email: wikb@warban.co.uk




We live in strange times where everyvthing i
i:1|:|::|::-'.:n-,; and rr.m‘.in;: g0 fasg that there's
Inttle temee £o retlect an what s actaally useful
What {ollows iz 2 bard's eve view of Internet
TV services cusrently available nadonally in

the UK.

It's debatable who got there st bt
commercully speaking the first interactive TV
based service was lsunched i Jamiary by
WTL. It'%s called iTV, There has been a trial
condscted by Microsoh and variowm
technology partners which took place m 115
homies in Londos and Li'-'n:rpn-n!, berween
Drecember 1998 and May 1999, and BSkyB's
service ~Chpen®™ 15 to go bive m Ociober 1999

Each service is slighily different in bow it
wiark, ‘.w_}.l-gb-mrl_ whese the amm of
differennation through rechnology gess its
wings (B5krB uses sazellsie and CWC's
SETVICE O §E80 B EBE nOrth 15 ||]-:r'|:.' t he
rr'.:'tgﬁ;' with NTL's cable network anyvwark
I"ve dectded 1o risk 3 bizsed Tepart Lo ensure
1he daliv Ery meckanizm is coreect {this is

H;‘l!.' I,.'-_-|I|I |r,'r||"|,':'.l,:r|"';'|I EP _'|:|:rr o |"'Jll' T o lnl:-

yeur TV J'|I'!L1'rT||ir'-'\l_g‘l

Can your welr e work aimg HTMLE oriy!

Moat r'nl,:".hrr.zrr'.r'. who are you .'.lh.". Po i
more -:-.l"d!r your welr rife ar e .I'rm.lbr.r,r'r.n
of prople o ath acvess to the imternet cha ange!

In Microsnft's Web TV tnal 90% of
participants cited internet access and enal as
being of most benefit to them with aver 2
third of the sample stating that these sernces
would be the mam factors drving them o

;lurrh.:w miersctive 1Y,

Digital TV

This service will add mgnaficantly to the
present 11V and 1 due o be lawnched chas
autumn, Customers in the areas where NTL
have 3 cable network wall be able to pay 4
monthhy fee for unBmited intermet access over

a high speed digieal modem chat is fasier than

impormang as this affecss how it 15D (which s quate fas:
worksL Mose about the enough for me thank you)l Mew
competitors when they are c ber “uth s onlne faciities like games
officially busnched Laer this . ardl educational channels wall

VEAr

According o & source at MTL,
anyone can wke 10V if they
have TV and a telephone
‘|I|-I'|“'rlhu'r-. 1o the EETVIOE TENE
1 set-gop box with & disl-up
madem for acrual mierne
scocss of the customer's phone
line and an indra pod keyboard
1o gontrol se service, Thay

pay 3 moathly subscrpnon of
15 per misneh fog the
equapment and Jecess 1o the
service. lmrernet access @
charged at p per minune

1TV odters aiomate: luifnrg to
TV channely, w0 you can surf
the met and watch TV at the
sarne teme(a popular fearure
according 1o market rescarch
canducted by NTL), plus
fixed rate internet sccess with
email facihities and low com
tebephone calls - 4 neat package. Applicanions
ised £o interact with the service are wrinien in
standard HTML or JavaScripr Soltware
sutomatically scales and displays meernes
content on a TV sereen

MTL are able to provade thas service 10 80%
of the UK popalaibon and are targeting thoss
whio are not likely to be heavy users of the
internet. Rasher, of their current client list o
their travel channel & anything to go by, ot 13
more hkedy to be used by people lookiag for
inhormation aboat hobdays, (gt
infarmation and so on,

Ask yourself the ol ||1'.l.|1||.__-\.'||.1r'-l.|l-1'|:-

Can you handle ontomer enguime generated
bry the web after bowm?

ne enabled by the fan
comea, 'When buving
agline the customer caly

needs their password and

then they simply enter their
nurchazes. Their address and
contact data are already
recorded 50 1t's jast & case of
sebecting whar they wang and
paying For iz, the exact
mechanism will depend on

how it is implemented.
Inleracitive freephions

[t s alsoy rl-.ptl.'l.-rd that wieb-
enabled relephone services
will allow a wser to pespond
vo an advery mmply by
chcking on a call-me batoon
on 4 web page. The benehit to
markeiers is char chas will
allow them access to the
demographic data already
recorded on the customer (in
away that doesa't contravene the Dasa
Protection Act, that is)

Wha will be rhe nee bdy om ibe blopk @ phiz

el

WOll whe rechmaoiopy work KERg L saw
prococols!

How lomg will HTML and [avaScrapt be the
antly applicerons nsed for emalkling
undeTaciaon

Ideally Mt oolesmin i€ inderactive (o0 - BnyonE
wilh & vabw' on inberictmm TV eflecl an
marketing is invited o respond to
jheoodiEcaly com

i e bedwer i S e | [
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by Robert Janes

1?

It is always difficult to break from the norm, to
be the 'odd man out’, to zig when others zag.

TT?PTTT

A amvome whi has observed the housing
marleet Tor 2 few veam will noce, the very
wearrst operim is actually vo eeg but 1o be the
L2t to Ao sa! 5% a bietle kit Bhe watching
the Afncan snimals st the water hole. Evers
.'.ru. FHafsLE M ||t||.'|i||:|!; [ ||-l i @ie ol I||.-,'
snnelopes, ig meves and they all wan w
move. Chwer the coune ol o half-howr
|i|’|1‘|h|[‘::!" [ S LTI 1!'"_' [t 1651 nhs STVAFIL OF Wi
wary arrial may move mone than the keast
wany. Homever, thas Jnn-‘al-;u' 1 the qrse tha
% least [ikely o pet casen

‘Syraseey” 1% a word thar is repesed in 3 Blair
like mainer by cveryone in this Later part of
the mallennmm. Stravegy is *good®. To be
WILhOUT SirateEy 18 T he withour dirccaon

I don't wamt 1o argue bor 3 non-wrategic
approach, | do want to say that strategy s 2
hlh concept aml ||'||plu-. the ahalay o chink
N |1 amma |1||_ manner, oo |||1..|l|| nelv
strategy o confiscd with oscts

I often eell people within Carlson that the
three kev wiords in business are ralk, think,
da’ l:':l'.ll]! thits is kg Prom |||iF:||,|| aind Iin
sure you are probably saving w voureld
doezn’t he mean *livten, think, do"

Well, | don't, 10 thae | behieve that the three
words are ot some form of seli-help
MRIRALIE, betig rachser & HEINL 2 |‘|||.u|||:_"
peopde o indecd basineiss or orgamsaioen

Very tew businesses or onganisations arc
tilent; they promode themeedves, they "alk’
Politiciams are exceptional plkers - it isa
|"||c ||'|.||.|i1 iy |||| '!FII_' ||||l. ||| ‘|.||,|_ FRR RIS
who has wakched "Question Teme" or a
nmaler programme will have observed tha
they sre begrer 4t talkng thin listening. The
samic i3 unforunately tnae 1 bunpes, My
comtention is that muny business people can

"'||1 T Ll S T T

markeiler msis
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be classihied a8 “ralkers”. Talkers don't Listen,
they don'i sz, they don't ‘smell’ and they
doa't ‘vich’. Famlameneslly sach
nidrviduals ane more boen totalk than think,
ar dio.

Lat’s move on 1513 Illll‘ll-.ill,:. :'-r:"r;Il. q|.-||r1||_l|11
the business commumity there are some
RO thenkeri? In fsce) and 1o be fair, | mast
.'||1|| J.:|.'|11r r||.1r ROHEE r"o:'IEIN:J.I]1 T IIH'|
Trr:r'_r.:ﬂ-m] thinkere The ;In1|:||rm o ihat b
| pl:-pulu 3 rhbillh:u.u IMAISE APPELT b think
in the same way & the populace.

I arpeiee thay 1o feel “secure’ in whar s
imcvilably an nscie grarsuit, busines
peophe frequently fall into the trap of

e il::'ruinl: the “corwvengional wisdom” of
the moment, Thus the wonds may not be
huailbarr it Ih;'g.' are prm.l.ll:l:]:!h.'. How many
business plans have you resd that sren'y
based npns mammiang sales, sceking new
product/market oppormuniies and
"l;m:rnlhug costs? Similary how TILAFy
politicians ifc going 't inchease cliss e,
lengthen waiting Hses aml increase
Iuarcaucracy?

I.[l:'ln I1'|.I.11'| I‘H.lell.hﬂ'u,'r! il FH'rill;u.'i.lﬂ'l
woilld dase 1o be witholit 8 stral '.::ri' The
amewer must e none. However it is
dangerous 1o confuse the exitence of &
wiraceEy with simurd think ifeg

Beturning to my water hole anabogy, How
many sniclope are thanking, *| muss be more
watchiul, | muss find 2 way todrink quicker,
| reass move [mier’ {comparative
perlormsnce) and how many ere thenking "1
st find a ditherent water bole, my beddies
keep peiting eaten by lions?* (straregy shifr)

I'belicve that i busines, most of us, mosi
of the ome, are more concermed with

cosnpargtive performence than true srategy,
We rherclore have o “seratezy” for T TP
coinparitinee pertarmenos (e ol anichopo
improving ther drmking technisque! ) rathes
than a straiegy which gees us 1o owr contral
bainanesa proal, Chir thinhang is oo Briasd
We are dealing with wacta and nog sirasegy.
"I'I.' ]Ij'. £ |ir1'I|'¢'IIJi,".|r|.'|f =i 4 ilh'l'l il JI.'llI-,'l
and concemrated our ellors wathan o Mos
significant busmess developments anve when
we decidde 1o think outsile the circle. Traly
‘thanking” which implicy “what® more than

B,

Fimally we come o doing”. 1] eleve tha
there are more talkers than thinkers, |
belicve vhar there are still fower *dom®. By
‘doeng’ | don’y mean doing something
differens - |.'||Ju;ir|_q aur bebmaine I:I-umH_
the warne ||Il|||,l_ 118 & alalder e LY [k lifie
booksellors) or indeed doung a different
thimg in 2 dsfferen way (from daly
newapaper sales b satellibe or cable TV

Domgg is the difficuls kit in that penerally i
imvidves sneertainty and thas mk. The risk
muay b io the boiness bo it s also Bkely oo
have s personal aspect. We believe thit we
riik our careers whon we do I-lIII'I1|.'I]IiJ1|.', ihai
i Liter schowm wis be incorrecy (Sanelair 5}

Mot mnifivsdiaals don't want o po beyond
drinking quacker and munming faster. They
are uncomfonable doing difficulr thinge
They wish to stay with that which has
bocome routime. Comsng back 1o the
Africen amulbigy; they are not inerested in
the next waterhole aml how 1o get there.
Oy, mawe sadically, whar they hove 10 dis
et ko 4 2o

We use market imelligence 1o minimise the
mink bt fendamemtally we are olien kappece

==e =me

o sdnck with what we know, Those who are
prepared 1o 'do’ will be in the minoniy; they
are likely 1o asmume responslalay for the
glienevticim i lII:|I| i, [Hivw WL 13 |E'J.||.'|"|.
1:'||.':| EalEiol 3T i|||.1il-||||'.j||-1\. I||-.':| il
marmise mak for themselves and athers
Thev must act in relation o thar which i
kroren - 'l Lh‘lll."a [ I:II.,'l.,; i MO =|L.|'|.I. {[¥] I...'-
a waterhale in kow lving ground.  Green
vegetatin b5 4 powttve mipn e = | will
therelioee rul (cau ||1ud!| baii this dirsctig

| ru-l.l. VT, 0L 1 YENY r1u||:-.|! L1 n.II|.L L[5 I:l'.-;.
sime conirse o acton if mew contradioion
mformatsimn proses ipell =My Gad, 3
clafi?’ As wach, we o pever be aflpad of
chanping dircction In response 1o aliered
conditiom, To change e’ mind, hased
I.I|'h.|l'| mew il ormaTE, 11I|'|'A'1 r||.1|; LN 6i
semmible amd ot indeamave. - *Sar Clive,
research showes thar people won's buy an
cleomie meveld!

Indeeid, the mosz penseble animal will have
euplisred the area and investigated new
waterhaibes before it fodh thinaoe L will
|1J.rl'|.||||.||!1|'||.'|| the sivse didficuli sidger il
"dong’, ne. dowcssment, befone theee noa nead
b change siracpy.

Unlortiznately or the antelope it haa hiails
choice, it an anemal which bves (and dies)
within the comven of ehe herd. Man Fives
and works within a busincss covirommenit
that provides greater freedom o choice.

Wl I.Jﬂ'.. vl Ehink, lew di
W  prepared 1o be the “odd voe out™

Robert Janes is President of Carison
Marketing Group Ewrope,
rabert janesEcmg-curopo. com
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BY THE BOO

| was uhu.“in_ﬂ with Charlie IFarmow dbait the
pouibiling for my nest article when we got
inai & discusann about braimstormang. Today
brainstormang is applied in many differem
ways amd it han taken o a vasty ol
meanings - from “cerchral popoorn™ and
“crapihost” to being symonymous with fand
the only way of) being creative. As it is a tool
ameingwt naany that we teach folk baw 1o ue,
shse askexl me 1o wite this article -
Bramsgarming by the ook,

Brainsnorming is probaldy one of the boi-
ki bowls im the worlili, 1% popularisy
stems from the pervasive need o improve the
prn,n.,!mﬁu'q.- ol LT It ks umpl:. casy Lo
learn, and can sigmificantly snprove groep
idea peneratson, Braimstornung 'y widespriad
bafitaliapdy m also rkpl.llhn.‘l l'l:r thee [t that an
adverimamg executive who bl experrise ansd
enpemienee with e process of selfing ideas
andresduiced #m 199

Lin ks sl Eadtv o sk .'l.pplﬂ.‘d
Faganarion | 19533, Chbaorn outhined s variety
of goals and a[ipnt.h:hn bis crealive phlll-arlll-
wilvimg (%0 He claimed bamstonming
coishl slamatically improve elfecivones and
backed ug his clanes by showiag thar, m one
stiinly, a groap using hransiomming produced
#4% more worthwhe ideas than individuals
thenking up ideas without the benefit ol
e discuasason, As g resuly, many were heen
pos e thiis new approsch ad i quickly
luf.uu;-J.:.nmlu.uu

This ncressed popidarity creased pome
misunderstanding and misuse of the rerm and
e nosl, Doip e whrjl.urqlnlqm ihe
handwagon, brasnstorming hasl become the
new panaced, For some i means samply 1o pget
topether ansd have 2 camial discussson in order
i commie iap with § bew ideas, Some bedieve
ihua the v bramsaorming s the saiie thing

&5 idea generanon. For others, bramsusrming
i & wniversal ereagment (the only way v be
ereative) or symonymioas with the eotire TS
proces For others, it was used ana
derogatory term implying 3 waste of me.

Far many l'll'nl:mmmh II'|1.|:| wirk with
individusls, groups, and organisations
eiucate and Facilatate ercative abilnies and
skills, brainsorming has a specific and more
technical defmition.

restive Wrdurmlrrnl growpe is often
hindercd by the evaluative onontation of most
people in mectings. Ohborn’s papular
mictaphor for thas condition was describad a5
*driving with the brakes on®, He designed the
brainstorming scasion with the sole purpose
af producing sdeas which can subsequemily be
evalued and Funther processed.
I.I-rjirlil.-mll'ninp| wid Mlentificd a5 Ml:n' e ol &
waricty ol woods lor genoranmg ubkeas, and wbea
wemeratin wak oatlined as only one aspect of
the entire creatnoe paobilens solving process,
(i“:up 'Inin:l.:urrnlng_ Wi ll.l“ljk‘d asa
supplement o individusl kleston, nota

replacement.

1, 1o Jousr Bl s

A cemral prneple involved m brainstormng
is “deferment of judgement,” which means
the pestponement of judgemens during the
gencrating phases off CI5. 1k b one of fou
central puidelings for brainsorming i belp
TV CCHEC thie ever I!TI'I]‘II!-iI- ol nh.ih.r.'lt
thanking thus domimees most mectings. The
four gusdelines are

b i is mibed oot Adverse jodgenent
ol idean st e wathheld unol Later, The
purpose of the brainstorming sessbon is the
generation of nuny, varsed and anusual
O,

2. Freewheeling s weloomel. The wilder the
idea, the better = it iy casicr 1o tme down
than to think up, Since crigicism i
eemygoranly mubed out, 1% acceptable and
desired that really wild and wmesial ideas
are shured, " Q

3. Quantity & wanted, The greates the mumber
ol idess, the greater the [kelihood of u
tileas, & 1
-I-,f'm;:imandhpﬂﬂﬂmuﬂ#-
I sddition o conenboting ideas ol their
oo, participants dhoiikd siggen how the
ideas of ethers can be temed into beter
ideas; o how 1wo or mone ideas can be
jnined into stll another idea

Ahhough delerment of judgemen was the
central principle outlined by Oshom, he made
it clear char judgement had an important role
e pliy i ehe watal CT'S process. Sance the
purpose of hrainstormang was far group
generation of opawes, soriing and ovaluaton
wore postponed or bocanse the main agenda
fior another separate mccting.

The four guadelines were ceparal for suevesshul
brairstormang, bat Chborm was chear tha they
were not sulficient. He outlned a number of
consderations for mansging groups and
prepanng for a productive sesison,

2. Br rining e b grensy i Gon

Yy hr.nilinurlnung Wias :l-m‘-d ﬂh
appliel an & groip seemng, Cbarm outlined
muny guidelines and suggenions for those
wihis might chisee 10 lewd o facilitaie a
brasnstormimg weesson,

sz a Faczililnlod

He recommended the use of 3 fsalitstor who
shisuld wake a least one formal course in
creative problam solving and shoubd, at lesst,
b able toe

I R T ——




¢ sk stimulatang questions, develop plan lor
|,;|.|||f||:|_' I.|L-: I'-llll.'lllrll"'_-l". :-Jn.'n.

L ]"r'.".'idl.' warm-up PT‘.q_l'i.\.'l" illd Ot 1t

for the pariicipants,
« teach and renforce the puidelines,

* ar] manage the plinning snd scheduling of
follow -sip sesisons and mectings, among,
other responsibsiliies.

A recent stadyi of the elfects of faeilrarors
o the perlormance of branstormang groups

It compared the performancs of facilaroes
with different levels of |:r.1in|np {Hgh,
Traned, Srudent ) groups wathou a facilstator
{Intersceive] and indmaduaals {Momanal)

The resuliy of the stsdy above show that o
et thie sy ot of issng the braimeosmang

ool in groups, orgamsations abould et

FERDIFCE 1N IIL‘ AR :I."lll l|.||:'\. L'Il\.lpn'i.'ﬂl. il
facihiagors,

Same of the specific skills and knowledge that
a haghly trained Lacilicator brings (o group
are the followmg

A l.|'u.]|,'| L1 .|.'|.| ;'"r'\. £l I;I\-; Ilruh_'il'ui (o |'.!q.rrlH|..'|..
Effortia Ideas pcm‘runj carly in a q.'rl.'.l.l'rrll:.
.'|||_'|;:il||_' rl_'l'll! Iill‘u;' THE I'|.'|1:-\.'J| (50§ -\.ll'\llnl'\l:h.
Ax nime progresses durieg peneration, sdes
secome more wemeal or novel. In the Liter
apcy, this | ammsliar CIpIang mleen blemd with
thse highly unwnial vice e make novel kleas
thuat are useful & hihly dkillled facalinsor s
bl 1o h,—li'l a Eroup ¢ spenigd 1 efton becasse i
often takes this uime and clfom lorthe bemer
l\.ll'.'- o be enT .!l\.‘l.'i

|'|||_ e al |'1'|:|1~‘..|r|1|i:1H q.:-1||1|'u_-,'r1. When 3
ETOMIp LS Lo dry up or when a new
direcismn fiar wleas s I|'||'.II1'-\.'|.‘|. thire are
wmber of additienal 1oels a faalnacer can
ase b stimdate the group. SCAMPER and

|'..|||_ |_1,| | il HE T I-|l|||1 JAMME ANy, Forced

E |I_|_.,|| ¥

Time Interval

| I .,|.H_". I_|| 1% §i |||_'| 10 |I|_'|..I:1i |l|lr. s A
random object [ep. o toy) o introduced ot
groap and members are asked 1o foroc a
r-|:|.|I:||||I|'\.|I']I- '|'|_'I-\.'r|_'|_'|| 1|‘|:' .l'!||-\.'|,l anid Ill-\.' '!.'I"-L
SCAMPER & & mncmionis meni o quceanas
{Substitute, Combine, Adast, M ul-lg'. Mk e
ather s a8 3 !ll"nl'u!-'. Heversel

A proup of 5-10 parncipasts shoubd be selomed
hased on the nature of che pml1|rr|| o be
I.'lr..'||||.1.'||1||||.-;||l r'Jr':ll_'ll'-ll'll dllﬂlll! [l ity b
scld-starters and have a range ol Gipaii = 1h
the mck. Braanssorming mectings shoubd East
frora 3045 mimutes and neod to b supponesd
by someone 1o handle the recondine and
collecring of ideas durng che session. Although
this 1 oo supersadad wday by group

membery bramasorming uxing Posy 1™

{Group brasstorming s complemestary I
indhidual ideakian.
Since braimstorming was dessgived for growg
application, the scssion was dessgned 1o

;I
idpation was to haopen proor to the grop

scxasod and as 4 folbow-up o sllow for plonty

:|l,|:|,'E||.:||L| i||q,|||.|.i||.|| -\.Il_'.'.lu-'l ||||‘|.'.I I}

of icubation nme. Paratpants shouls be
given the sk and asked o pote ther ow:
jideas 51 leas vwn days before the mestimge and

ideally rwo weeks belore

Ckbam recommended that preparatans take
place on two levels. Fir, the type of problem
Eil |'\-|. 1HE |||'|| had Lik ¢ O3 ully
prepared. Mext, the participants arvending the
session had 1o be onented in advance or

diinne the ieision

The problam hail o be clearly stated and
Filsl |_|l.-_'\.| |-,|r |||-,'.1 ;~'nﬁ.|‘h|l' The waak haid i
be specific rather than general. 1t should
provice 2 single target fos participants 1dea

OB ||,\l__'||-||-\._l:55.|'-|'|| rocinmmsibed

WG g I'.'II.I‘..\'_|I|.|I'||! ANHS Inyabnon

memo will a 6w & |r|||_-||_". ol the I-\.|-|' 1|
bdezs desired by the problem owner. This
frepar igiafs memsds ales I|-\.|'.I|'1I|l\.| anad i I.I.I.'.I'\-
fare ideas an their own in sdvance in

R 2T

the Froup seEsion

1 |||-_'|u|||-_||u||ll. W D |,I||'l.|||||l||
pramed, Osharn recommended the Esalnais
ol ths

orscntairn, | ramnmg cia the beainisgors

L ih
MECLfE proYiae 4 43 manukc

Fu dizlines, a3 well a5 com p:. memiary fodd
anil 16 |'.|':-\.|l\.|.'l\. B EfiCouUrayge wlegtisn, were

[
RSN TOmr

I'IIlIl"'\.I

Erainstorming was introduced o
encourage everyong to better apply
their imaginations to challenges and
opportunities and if done by the book
the result will be better than il done in
a half hearted way.

Andy Wilking. Leader of the band. AW
Associates.

Mob: 07050-098515 E-mail:
andyolcce@aol.com
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Excellent . Bl

Iy is winkowr dosls tha excellent service improves |'-n-||u|.1||i11. arwl markit § becawse customens prefer ihe TR 10 Conapeiitn and - Ty
reimr Liv 1f [ie fepeal ||-.|n.|_|-.-.--. Huwever. ovestment i good semaice imadves the nse of scarce mansgemeny e ﬂ-l'".! i-l'l'l|."I'ﬂ'.'!'.'-'l'l'I-'I'l‘ii in

CAET “I""h {oum comprlod $3shonis A Eraiming throaph b new recrusmes arul |III..'|I:II.III:|- It mvalves tﬂnllnlrrt”}l‘ﬁ\‘n"ﬂ'llﬂ.ﬂ behali of lh i
supplice and mast thenefore [ plammed profesionally and carefully.

Excelkeni service and cusimimer cane coan momsey, The nwe (0 improve serviss rh.;'n.hu'.r.ﬂumg 1-1'I'I1 'Irn"l-"lll'rhﬂl- BLFEIEEY l'l-'.'td-'-"!"ﬂ-!ﬂ m ‘_
PI"‘"“":F- st dediate. Tris not an oxcase bor errane snd ll-cosnceived imastment, Iased o ehie belsed thu hl'-'lﬂ_u nice to Ml cuspomén wall | |H'|F'd'hh ,;
F|r|-|||1 The nwws AP el service COMTIPATICE, wihis |h.i|1l||h, e |||,"|I.'| service aroand ibe wnrl-d have ll"-.."'l'."lfl‘ril‘d ‘ﬁ'lfll'ﬂ‘h'-'-"hﬂ' Plinrl.l.l'tﬁ

e hangsna, These emible clear choiges oo b anade abow the rig I|| lewel of envestmment Bn Ine put 1oiies B I'IH!“ AP o CRIST ST Wmh
p et the reghe reurn There are several key steps to schieving I|'-|I'-

-
-

Step 1. Understand the stratgic demensien of | | Step 3 Understand which aspects of the service | [ Sinp 5. Professional implementation and
sarvice | |should be impeoved first E | | messuroment
The imporvanse of service will vary by It is imporrant 1o audit the company’s comment Service Imipronerieit ﬁmﬁumhquﬁ!’--. =
imlosiry, by coundey anel by market m '|'r|.1‘r|:|||II|J.l1|_1'1II 1.'.1|.'|I J.'I.!|'I|.'1.‘I of servioe anil LH.F‘I.' -JI'I-I’ Dﬂﬂj\- TII-E:I’ ooed I'ﬂlt'h NTEIJ.I,“I
rielymon g the Follosnes ssues: compare thom 1o competinon’ p.,-rl'unun::, rlﬂﬂﬂlﬂﬁﬂ'ﬂhﬂﬂ' PW'“- with m g
s The matusriy o tlse sisdssery; whether s "I“"""".' m"u“"'."'""'":"lrmrh":'“ and F""F“ AR RS to Ieaed shem. '.rr B2

i the early develspmeint phasc; A capectalinng '.|'|1mu;|1. this the most i

II'|IF|-|H"|.IIl'| FLLL !l'ur lllillll-“"a'|“|.'ﬂ|: IF"II I-"'l-"

TETRTTETRE Elens il iiﬂ Eﬁﬂh-mm* |

& The simentato of the CORTTIATIAG whiether

Mumt sxphisticated service companies have

the company is product, sibes oF custom - some form of ongoing mehm ;
gt Hop 4. Dbjectively work ool which areas of that the improvement s service i 2 coni

sorvice muist be improved first part of the company’s business planning.
A serrace planning mechanism needs 1o be
inpbemented which identifies the following;

e The service content ol the prosduc

& | matosriacr i ||1|| |I||'|. ||1|! CAPECTARIN l!ﬂ' 1..I|'|.i|1'|: llqn'h,'l: nIJI1..IF-|‘:ITIl'I'II: !I:F'I-I.I'Ii.llj' ﬁl'ld
Flruﬁ,n:uirﬂy imprnrinﬁ the investment in
¢ The most imporant service requinemends of service by understanding caitomer

the cusineners FocTEiBeLs and ¢'|||rnpﬂi|1|.1r activelaee,
companics have pained real competinve
advantage and maintaned growth and peofic.

# The ewislimisin ol service n the analustry {2
.'\.“_'.l. Jurm 11 ||'||.l||-||||'||.| Al CURIOEICT CATT (8

rarpeted dhil leremizagmm)

Wheiher the competitigs are smproving i
these arcas

Wﬂh al BErvace
.s'm ll 1:':]:‘: ::::Lumr | & [T o e the UMY vl T RN 1

I:Ilh S ATCAS
Caomi] somvnee evitiatats ol thee liallinw g |1r.u|||.

o Whether thine areas give market
design, eramnmental Lavout, servier svess,

N WYL

bis Bl mib, [RLE| e Pwdiawi Wi, '.|.'-|.1II'H|'-|'_L'_I-- i

TS LA T |='--|1|I-.'I periormansge anal » Whether investmeni i that arca will grve
processes. However, these nood bo | e payhack

||'|_|||_'.| i oy inga o ERPETICHET ||'.II

W ket lser imvestnmment im thase areas wall Tin

ihey losk scamidos, with comipany siratogy

Iarsugh this amalysis, the nsoat importait

||.||i|1|1, il iR W il th,' |II|,:|'||I:_'||II.|'|.|.
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What's happening in the South East region?
| |
Welcome to our first edition of South East Regional events planned in the next
Region News for the Chartered Institute of : 12 months are:
Marketing. The purpose of this newsletter is to + An Innovation Conference for the Spring of
keep you informed of wha‘l: is happening in your 2000. This will be a high profile one-day
local branches and region. By way of some conference with a Technology and I.T.
background, the South East Region was formed theme, with the aim of showing how
some 5 years ago as parl of the CIM%s Technology can help senior marketers to be
regﬂnalﬁatm process, which has devilved more successiul. There will be a high
decision making and financial control of profile speaker 1o supporl the conference,
branches lo some 10 regions throughoul the UK. This will help position the C.LM in the
| The South East Regional Council meels South East as an authority al the
bi-monthly and is attended by the Chairman leading edge of markeling in an LT. world.
and Branch Councillors for each branch within
t Ia:a IL' Imw Fast Reghon |3 (n Fuct. - The Region is also planning a Network
gost in nelwork. : : . .
Directory, previously piloted in the Wessex
Yo will se inthis ssie the wide vamety amd dnersite Branch. This will enahle all members to
of evenis that are being put ogether for your benedil network according 1o thelr fickd of
by vodunteers within the membenhip, who make up expertise, ie. if you are 3 marketer in the
our branch commifiees. They really desestve your Hr:"h {;rt‘ﬂ'ﬂh' you will have contact
5 A these pyenis, &0 | stronghy recommiensd vou £
n:i;:;-:-’:w-r\:.- afion o attend them whenever possdile, details of e i.“ the Fealth Care
seclor across the Region.
The purperse of detailing all the programs |s that you
runy wish b ke achantage o an evend in a banch
with which you are naol regisiered, Al events s oper + An E-commerce and CPD program af
16y o, 50 make use of them to network and gain the seminars, which will assist members in
lasest kmowwledpe in your peolession. Yo will find achieving CPD and will help altendess 1o
theem very wiorthwhille and the real bopas = ihat (b undlereianid the 1nals Tor sucoessful
will lelp you to qualiFy Sor Chartered Markeler Status electronic commerce within the marketing
via the Cik's Continued Professional Developmen fees
Scheme
| have been Soulh Exst Regional Chalrman since :
Janwary of 1his vear, and never il 1o be impressed by - Fimally there are plans for a Digjli.l
the great work camied cut by our volunteer beanch Technologies Network, bo attract and retain
commitiee in their varows roded, |:l||:|l.'|-:|||‘||’.{_ J[rpr-ﬂf'lri.]ﬂ" indiidual members within |1, Telecoms
speabors, sominars and events ior the membership, and related sectors. This, like the
The South East Besgion veith onesr G000 full membsers conference, will hopefully aliract heavy
and F500 sipdent memibses, represents over 25% ol M anad will :.;:in Iuﬂp 1w pmiﬁnn
the UK membenhip, For your nlormation te the .18 al 1he hﬁﬁqp.gdﬂg of rlH-I'FI-l.'"I'I!
branches that make wp the Souil Exs) Reglon are wtilising 1.T. and E-commerce.

et lexl be=lony .1[1||-'|u_|:;h shuchierd n:mi‘.ﬂ:nhip s
g.ip‘ni:'irﬂnlh tach yiar mi Ociober duie 1o the
academic intake

| hope that this belps 1o show vou a5 3 member
ol thee T_LAA that the Instiiuie |5 vibrand and
actrve on your behall, Mok simply at the centre
but amongsd the volunseer members who are

I [ s e sl o

| v | Ok i marketng practice through the vehicle of our
| H"'. . ]

Instiuse, M vou feed that you can coniribuie in
Wit Surpesy 1 Il 321 amy wary e nt miss the oppounity of talking
Riwal Counties 1172 Bl o & member of your branch committes, and

IS smap 'rn.:lrkl;*.ir'q.: setviel’ o vour
; . 5 g
Craydan and East urrey > 295 profession, It s very worttnahile and keeps you
Kend 541 255 in touch with vital informaticn in the &er-

i of keting,

SLsSe B 204 changing wuril of marketing
Total 5.E Reglan G057 2145

Successiul marketing to you all

B mizgha be as wedl fo explain that over and above

what is happening with our beanches there ano nos ML
regional ovents beimg planned o support the branch

activities in raising the profile of the Cid throughou o

the Beginn and in line withs the National Llhjl'.'fl.l'nﬁ.
Lot me take a Sew moments o mention [hem, Derek Scoft, Sowuth Easl Regional Chairman,

markeline mews ool Simenber |15




Events Guide

MHmmmiM@nmmﬂlﬂwmﬂwﬂmmwNﬁMMI
members are very welcome 1o atiend events organised by other branches. Each branch has different venues, booking procedures and
pricing policies, o0 it ks important to make contact with the relevant arganisers for more details.

Roval Counties Branch Business Meetings

19,9099  Retailing Trends in the Millennium, Neil Mason, Mintel
18.11.99 The Shape of Things to Come, O Paul Fifield
21299 World Class Strategic Marketing Flanning, Professor Malcolm McDonald
3.200 Exploiting Call Centres for Competitive Advantage
3300 A Practitionens Guide to Electronic Commesce
15500 Comporate Covernance
7700 Roval Comties Branch AGM, Professor Makondm MecDanadd

There is a £5 charge for members and £10 for guests. Students free.
Conftact: janel Wood on 0118 9701833 or email: jflwood®call2.com

Reyal Counties CPD

20.10.9% Project Management or Marketing, Robser Buttrick
10,1199 Internet Marketing: How ho Maximise the Potential of the Web, Dr Lisa Harrls, Erica Townend
11.11.99  Secrets of Cold Calling
25.11.9% Time Managemen!
7.12.99 Internet Marketing: How 1o Maximise the Potential of the Web, Dr Lisa Harris, Erica Townend
12.1.00 Imroduction ho Strategic Planning for Marketers
18.1.00 Influencing Skilks

There is a E35 or E45 charpe for worshops.
Contact: Roger Byatt, 4 Conniston Close, Marlow, SL7 IRC.

Croydon & East Sereey Branch Programme 2000

20,1099 Relationship Marketing, Desmond O Rowrke
18.11.99 Sharpen up your Presontation Skills, Phillip Khan-Panai
18.1.00 How Census Data is used in Direct Marketing, Steve Avon, Equifax
16.2,00 Srategic Marketing, Brian Smith, Praghatic
23.3.00 The Role of Business Link
18.4.00 Conponse Furiding
17500 MNew Developments in Marketing
15600 Swocessiul PR Campaigrd

Contact: Roy Greaves an phone/fax 0181 777 J880 or Peter Davey on 01932 5897 18.

Susves Branch Evenis

21199 Meeding the Challenge: Trends behind the Sussexs Econamy, Mark Froud,
Durector of Economic Research - Sussex Enterprise
24,100 Waberside - a Catabyst for the Futene, Remie Knill, Wateride Facility Fropect Manages

There is a £10 charge for members. Non-members £15.
Contact; Malcolm Davison on phone/fax 01444 254780,




_iEvents Guide

Wesl Surrey Branch Forihcoming Events

13109

17 11.9%
181,00

Febwuary
2. 3000

LA i
[V
huly

Value Added Management, Terry e Dowed| (WS Atkins|

Tickets £7.50 E10 and £5 Students

Heritage Marketing & Lamern Lt Tour of Hampion Court Palace, Caroline Mastess (Roval Falaces Lid). Tickets £20
Making the Most of eCommerce, Dr Alan Rae [Executive Sudio)
Tickets £7.50 £10 and £5 Students

Recruitrment / Caresrs Advice Bvening

Thi 2000 Presidentis Charity Ball

Speaker: Jenny Pitman, Tickets priced at E65

Letsune Marketing - How bo Market Fun!

Social Evoning

AGKM & Using Print Technology, John fisardman

WrmanHin;mEwntrmpudlna]lmhenhahrﬂﬂlndcmmmﬂmmﬂMncrﬂmnrdnd
all 3t a reduced rate. For full members, the rate is £40 for the year, for Student members - E25,
Contact: Thom Poole on 01306 BET904, fax 01306 879765 email: thom®jack-marketing.com

Wiesaer Rrandh M-H'I'mp

21.10.5%
B85
25.11.599
7200
12.2.00
300
23.3.00
10,400
A.5.00

11.5.00

Spminar: The Euro, Chala Fiske, 186

Branch Mecting: CIM StudentCPD Awarck and Marketing the Echo, Stewart Dunn, News Comeanicationg ple
Seminar; Market Rosearch, Dierel Scol, Scott Marketing,

Branch Meeting: Euroscol, [ack Romeno

Seminar: Metworking, Jackie MNeylon

Branch Meeting: Marketing Comemunications 1o Business, Colin Bradshaw, Royal Mail

Semminas; YWihsites, Richard Georpe, Xeleraor

Branch Meeting: E-Business, Philip Moore, Salman Lid

Beanch Meeting: Dehate between CIM and Inssitute of Chartered Accountants,

Marketing vs Financy

Seminar: Relationship Marketing

ACM & Branch Meeting: The Commercialisation of Knowledge in an Innovative Company, John Howells, 3M

Members E3.00, guests £5.00, students & OAPs oplional,
Branch Meetings contact: William Yine 02380 578782, fax 01380 267351, email: cimwyinec.top.couk
CPD Seminars contact: Conrad Yoang 01962 854 028, fax 01962 Be0107, email: comyoung®dial pipex.com

Kend Branch Evenls Programmse

10,10.99
24.11.99

February
22.3.00
April
ey
Juane
23.59.00

A Business Yokoe for Kent

Thames Galeway Projec

Whithread TC - Markefing Fubs

Lakeview Computers - Systems for Business
THA

Mabdsbonie Muspum - farketing Maseums
Shispherd Meame Brewery

Branch AGh and DinnenTance

In addition there will be a special session an examination technique for CIM stidents in May.
Contact: Malcolm Parker 01634 830613

raarkeling news
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Events Guide

Healtheare Indusiey Lindiap

12,1099 Seminar Healihcare on the Intemet

The Internet i a rapidly growing communications medium that healthcare markelers cannot afford lo ignore. Our evening seminar v.il_
highlight some of the recent developments in healthcare on the Internel, and improve your knewledge of how the Iaternet can be used in the
marketing mix,

6,30-7.30  Welcome, Registration and Bufiet
7.45 p.m.  Keith Pollard, Managing Digecine of Healthcane [niewmiel Specialiss, Acumsn Solutions
B30 p.m Juestions

Thane will then be an opportunity to ‘surl the Web' as several on-line PCs will be available for panticipants to use
This evert carmies 2 hours CPD acerediiation

There is no charge for the seminar, bat numbers are limited. Contact: Morag Hughes, 37 Holligrave Road, Bromley, Kenl, BRI 3P].
Fax 0187.289 8558 or e-mail: morag®holligrave. freeserve.co.uk Upon receipl of your booking, a confirmation and a map will be senl to yow.
The venue is within walking distance of Berkhamstead station and parking is also available.

MOEBIUS

European Business Consultancy

Busnezs Flanning & Dl opmant
Marketing & Customer Service
Performance Analysis = Project Managemeant

Tal: +34/31/31553%59 Fax: +3491/31 55304
hiaximisa your growth from Tol: «34/1 442837200 Emal: moebis @ibarcom. oom

Europe's markat opporunies WA I EDMLCOM —rmoabius

Marketers want two Institute of Marketing, TVU's

= = programmes provide excelient
tl‘lll‘lgs from their ' training for marketing ’ ,
Pri“tﬂ'rﬁ e PrEﬂiSiﬂ“ specialists at any level.

and a good quote.

| EALING: 020 8579grisiil
SLOUGH: 01753 6:KEAR:

If youne buskding & marketing cancer, Cisd

mpaskificabions are exsential, Cwr profcisianal
muarketing programmes are endorsed iy the
Chasiered Ingitute of Markecing angd could be
just what you nesd.

Precision we understand.

“And if you give us any more trouble,
| shall visit you in the small hours and

put a bat up your night-dress.”
Basil Fawilty

For a better quote
call Alec Jenkins on
01635 269060.

advance PRINTING

Advance into the millennium

= CIM programmes

= MA Marketing

LR R R il e T T L PR e L

Certificate, Advanced Certificate snd
Diphomia

Part-time pwering and inlermhee Saturdsy
prOgrammes starting February and
Seplomlsey

Part-time starting Septembor at cur Ealng IR EDEREUERSE L
AT

MEA |Markaging]
Full-time scarting Febrsary and September
at our Ealing campus
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‘May the ‘Source’ be with you

The CiM Ivormation and Libvary Senvice i the UK lvgest, quaick response, up-fo-clare sowrce of marketing and sales iformation,. Members have
prime use of the servioe af discounted rates. There i no need fo even tavel fo Moor Hall as i s accessible by phone, ax or email,

“Kenifeddge i mow the key resource, The fdwre bedongs fo those wia know how o access and e inlivemalion.

Comlacl delails:

Dawn Seath, Library Manager

kA Indnemation andd Likany Sendore
Masioe Hall

Cowacharn

plaidenhead

Berks. SLG 90H

kel 0GR 427313
Fa 01628 427 34%
Email: Bhrary@cim.couk

Libsrary Prices
|
Database Search Fooss E25.100
Pholocopying.  E2.00 E5.00

per aricle  per aicle

Ritmarch E15.00 ERS.00

Wiils Free £40000"
| Bosoke Loans Free S servion

offered

*Fiall famae stuckonts £2 5000 mnciusive of VAT
| Al ot prices aciudn VAT

L i e

The [sheary malmtains a unigue dxtabawe. I &
upslated daily with references fo newspapor
arfiches, journal aticles, conferencs
proceedings, reponts and books, These
riferences age then able o be searched using
a thesaurus managed By (he feam, Covering
berme wuch as achvertising efECE iy s,
rarkis sepmentation, and relationship
marketing: or using key words from shoe cane
and mushrooms o allematnoe encegy and
cownbies of the woikd, Thiz is curmenty
castiet sl by 1he 2taff on behalil of the
membiers and can then be posted or emailed
tor them, These listings are free and have
sufficient ibliographic information 1o be
wiked in any libeary. that has similar stock

A pholocogying service can then be ofensd
froam thie listing (whene possibile wiihin the
Comright, Desigrs and Patents Act 1966
and 1he artickes posied out,

Boaks

A range of books are beld for bean o
meermibsers and vou can either request specific
titles or ask for a lis of baoks on a topic o
b senl. Thisy can then e postind 10 you ee
of change (UK and Eire members onlyl. Tests
held ramge from marketing and management
bexts through careen, infenvicwing
techniques, knowledge management and
cinparalie id-r'nlil."r-.

50 why i the CIM library difierent?

CIM's Library ks a marketing specialist librany,
Wie aim io collaie data about technbques of
markeding, Instances of marketing secoess
and tailure, a5 woll a5 marked nformation b
albowy good marketing decisions 1o be maile,

An extensave rnge of joumals are held

|.'l'.rl.1|.-1'i|‘|||.: UK &nd US msdost, academic and

practitioner a5 well as the broad sheot
newspapers, They abo subscribe 1o majos
manoeling series mcludinﬁ Mimtel, Kev Nole
and Snapshots. Major conference
procopdings ame bold from the Academy of
Marketing and the Market Research Society
ety conferences, These are reated a5
foamals and the articles indexed separatedy
b allow in depth acces,

Caniy or ephemeral lileratune also has a place.
This is Ftesabure not wsually published ina
formal way. This may include woking
papsrs, satistical booklets irom compandes
such s MoWites - Biscult Marios Beport amd
E55(E - Chl Sector: The respansible way
forward, Again all of these lems are
included on our databuss

Desk Research Services

Dedicated stalf ase able 1o cary ot desk
ressearch for members for a small foe - |
currently £35 00 |:||u: VAT, Arfiches can b
eyl b Yol COnveTing thi I'l'-f?ﬂ':ﬁl-l'ld fopic
anl posted out

Wisiting

Thes libeary, based at Moor Hall, i open 5.5
sonclay 10 Fridsy and members have free
access. (Plexse being yvour membeship
nurbe. Yo would then have accisds 1o the
full range of material beld,

Examples of receal requeits
Detinitions and anticles on Ambash
.‘|L1ri,r~rin;

Wirer mamages the A8CLCLOE Socio
Eoonomic Delinitonsd

Where can I buy & mailing fra of Mackerng
Divecioe!

Wt &5 dhe currem thinking on Relationsfvip
Markefing in Finamncdal Senvioesd

!Student News

| hope your exam esults were all vou ever
warded them o be.. i nob, belp is 21 hand.
Youi will fine detalls of ressanabily priced
inensive weekends and revishon courses in
thee Wiest Loncon aned Oiclord areas in this
msuie, Cince again, the programme won ihe
national CI Award Best Sasdeni Activity
Peosgramme. Well done 1o the whole ieam!

Im the Last Stuclent Mews' | menfioned tha
tax nediel was available on College ttion
fees Sence then, Rosie Phipps from Cixford

L |:||l|.1|;|.' il M.ﬂrh-irnt: has sdvied me that the

Covernment has just announced new scheme
which will saalalish Individual lmmlnH_
Adotinds o pmi.-ld-r.‘ 150 wordh of vowchers
et prerson Sovvands the cost ol vocational
couriel, The dea B O iosler a natsonal
comamitment to Tifelong leaming’ by
-|I-Ie|.n-|r.||n_g a direct fmancial incenbive B shurhy,
P in {ull temiee edication are nal
inCluded in the scheme, Thire is a helpline i
voul wold like 1o find out moee aboul ihis
befier-than=usal use of r.rqmm' Ay -
phone 0845 6010997,

As avid readers of this column will no doulst
recall, Roval Cownties sponsoned a Shudent
Awvand Programme on behali of colleges in
the area during the last scademic year,
Phatos and imtendees with the prize-winners
will feature in the nest edition of Marketing
MNinws, As the response io this inltiative inom
local collepes has besn dsappainiing. & has
not yet been decided whether to build mpon
ki pik.l: scherie this yead, A alwas, wsr
views would be appreciated o

lia. buarvis  Fineone.nel

R —




PASS your CIM December 1999 Exams

L1 Shudent Bevidion Programme

1 Royal Counties branch and neighbouring Cié branches are dedighted to suppon thedr students through the Student Revision Programme which
by junsd weon, for this secomd year, the peestigious CI8 Award for Best 1999 Student Activity Programme,  Forst established in 1993 by Gl Heathinow
branch, the Programme is now sponsored by CIM Greater London Region, supposted by CIM South-East Region, and un by the Studend Suppor
Giroup,

Stuckent feedhack indicates at beast a one-grade smprovement as a risell of amending our worcthops, o et us help you avoid e deaded grade
"0, a marginal fail. 5o whether you'ne new 1o CIM Exams, are sitting re-takes, have moved up 3 leved, are involved in distance leaming or an
Intensive course, these workshops ane pedect for strengthening your syllabus knowlédge and polishing your cxam rechnique with oor team of Cik
subject specialists.

Our workshops cater for both the brand new 19992000 Syilabus launched by CI this term and the old 1994 Syllabus examined until jure 2000,
Where significant changis occur both the old and niw Syllabi ane offercd sepansely, Based on student feedback we now offer several types of
revighon workshop which are held mainly on SasurdaysSundays [n Novembesiearly December between 10,00am-4,00pm.  Fridsy workshops run
1,307 30pem

For wribier infarmation and advice on workshop choios, call Caroline on 01784 463057 iduring afice howrs)

_Squhhu Dm Dipoma Roundup for Case Stuly
Tty snilyject koo ledtes by consering syvllabas highlights. kefeal for students who have exemptions, The Case Study Examiner
Corme in sponge mode and soak up the syllabues, bdeal if you have expects you to have 3 comprebensive understanding of the entine
migsed opics, feel sty of have particular subject difficulties. CIs syflabus, Refresh your knowledge in a one-day intensive
Prep Days workshop covering CIM Syllabus highlights.

To polish anel refine your exam peformance, exam techaigue hirts & Case Study workshops are boken into four sessions and you can
tios, ot of exam questionsimini-Cise practios with an expert hue. attend one of hwo workehops or the whole set. Eadh workshop

fdeal for building confidence and improving exam perfomance. Wisere Iocuses on a difierent aspect of the acual Dec "9 case.

. : YWiorking En small groups with lobs of expert advice you can revie
b subiiect Prep davs ano offered, different papers will ke wse, :
o ri— . your approach. An early stan is reoommended,

Syllabus and Prep 3
Technbque shawws you hisw oo appeaach the Cie
The ukimate preparation. A Syblabus day followed by a Prep day.
Cat the kl"‘ﬂ"-"«'lﬂﬂhﬂ' and |'H:I|I'1.|'l- your ancam pﬂl‘FI:I-I'I'I'I-II'Iil:'- Andil Wﬂ'h"lq'll |'I]P5 you b peocuce a SYWOIT,
Book both and sve money a5 wiell a5 stross Strabegic Diptioms workshop considers alternative strategles for the
Yutarkal Case neganisation,

Gt the help you meed {or any subgect.  you ame o first Hme ieden Exam Prep workshop prepares you for the exam.
of redaking, we can offer diapnostic and revishon planming support. Case Study Surgery provides individual tutorials o help you

WWe can cover any difiicull or missed topic aneas as required, prespare for your Case Study exam, Available in bourly dlot by
Mpatlalsle by appoimment. dpprsnement.
Three ways io mve,

In response o stisdent feedhack and io sproad demand, we niosw offer three fypes of discoant

1. Lower prices for “Early dates™ workshops. See Programme dales overleal.

2. Multiple-booking discount: £5 off when booking 2 workshops, £10 off 1 workshops, £15 off 4, eic.

3. Early booking dscount: £5 off every workshop when payment received 10 days prior to first workshop,

Book early a8 places ame limited and plan to save money a5 well as stiess, Programme & Booking Form are overleal.

Student feedback

Painted it exactly whene | need mone wotk!  Boosts confidence.  Glad | did both days. Helped with exam technigee & increased my motivation
ey enthusiastic hubor, Made it easy o understand, unlike the book!

Far farther infermation and advice on workabop choion, call Carofine an 01784 463057 during office Bours or see the student web page at
www royal-Countiet-cim ong. Places are limited w0 book eardy,

Student Support Group
Ceeluy House. 30 Richmond Rosd, Suines TW I8 2AB
Tel: (1 T84 863087 Fax: 01784 211765 Emall: cwomey @ globalnet co.uk
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by Paul Fificld

[1d

I wou are anythang like me, you will
remember the infamous stores of carly
‘mjrhﬁ:iﬂu" i ihe Olld West - the snahe-oil
saledrnan Tr.l.vrllinu from fown Lo Lo and
goldmane o settlement along the wesiern
froncier of Amenca, he weoeld sell his
miraculoas “smake-oil” fram the back of a
cowvered wagon 1o a iough bt oredulous
crowil. The "snake-oil™, often no more than
wrater with a few herbs added, was haibed as
an ol ard valuable remedy denved from the
deadlicir of snakes which woald cune
everything from hangovers to gangrene, all
for just 51 a banle

Why did the settlers seem po Lall Bor the sales
talk? There were a mumber of these smonth
talkang salesmen around the fronber and,
alabsoagh you were unlikely 1o see the sane
ane again, why should one incredible affer
be any mone true than the previous ose?
Alger all, these wore not stupid people - w
suEvive is those |.‘L|!|-1. |1|.,':. hail s have their
wits abowt them, Mo, The reason why the
snake-oil salesman made a lving was, as they
knew, not hecause the remedy they offered

wan io g, buat becauss the problenss the
scatlers had were so had. So bad than they
were prepared do iry anything once. Buying
4 l"tlllﬂs:-' T Clafe |I.'|Illp4"l'¢l=- huas Rin MG be
better than stoppang drnking surely!

Also, 1o be Fair, we moer rensenber that i i
caswr for us o spot representations of the
Old West smuke-mal sabesmen and wonder
how on carth people were so gulllible w b
taken m that way. As always it is mone
difficuly w Nt ang avend |th.|:|'";| snuabe-ail
salesiiian, they are so miach more - well,
beleevable really,

Today's snake-oil salesmen are really very
pod mdieeid. The ones selling basmess:
snake ol 1o top management are better than
meisl. Buir we dan’t know any of them do
wer Well bet'’s me....

Thie lullowmyg s o simpbe and sog exlawsuve
list of numagement tools or approaches thar
have been pur forwand ag some dme by the

caperts a3 “the theng g do®. A they wmake

ol cures or are they geruine?

The SRR AT ulll'-,-rp],, like "i-muh:rhw't
viskoes, in thee pars: past, present and
future.

FRET

- Mamsgemem by Obgecnives

- Mansggement by Walking Abowt
Pomiolio Managemen (BOG)

= Srascgic Busincss Units

- Time Management

- Ustomer (ase
Globalisanion

- " Excellence®

= Total Qrashity Managemient

- INSSFROE N 2 F000M SO 000

FHESENT.

- Ke-empgincening

- Business Process Bedesizn
- Benchmarking

- Castomer service

- lnvestors in People

FUTURE:
- E-Commre
- Customer Relasonship Management

F3 I A e i R T e
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Whether you accept these as real
contributons 10 busings or as snake oil
ﬂq:-nﬂ.l on bow chantable [or havw
embarrassed) you are. Cerninly, the above
were never alfered by thar champions as the
sngle cure for all basiness ills - but they
never felt obliged to dasbuose u of char
notion either!

Some of the list are "good things™ thar any
manager should be doing anyway, but char
iz ot going o make the difference between
sarvival and faiflure. Oiher ideas were
pihil! before us an sisch a blick-and-whate
fashaon (or ax leass that s how it seemed)
that when the approsch wis evennually
questionsd or dusproved, managers had to

. jump on io the pext fashionable bandwagon,
The BOG matrix was the gress saviows unnil

Harson showed us how o make money out
of "Dog” companics. Stndardised
products for the new global markets were
the only way larward ot Levisg sad that
wasn't euscily what he meant. We all had w
axpire to be “excellent conspanics™ in Peton”
terms ntil we noticed that of the 43
companies named by him, only & were sull
excelbent eight years on. "Whae is a manager
to do?

Figures starting vy come through now are
qu.l.in; ﬂiqtﬁwifnrlly mewe than Hf
of the companies who carnied oo TG
programmes inmernally abandoned the
anitiative. 1 is abso whispered (very quietly)
thus BPR/Be-engincering projeets have not
been a great suceess aither - between 15%
aned 20%: of projects here have goe close o
delivening the forecast benefine, Exscy
figures are not casy to come by buat that's
nid 3 surprise eather!

Diespate these revelanins, the lemming
tendency in MANAgensenl is very strong -
irresistible really - and the demand for
informazion on Call centres and CRM looks
like surpassing even the recond-breaking
RI'R/Re-enganeering surgs,

M e ﬂmu.iuﬁ |'.'|]'.|l|.| |1|:n.|.I dn |'.'|'||: I-l'l-.lhl:*-i.'lil
walesmen naansge v consstently penerate
repeat sales? How w it possible that the Big-
Company-Consubtant not only rerms up a1
yoar disod with the next Gisodd 1ded 22 soom
as the List one has failed - bug then convinces
wviou b0 by it! The consubanas, sdveruising
aponcics, [T companscs (1o nane but a few)
dppruinhn‘chcm'rhm‘rﬁn:" theewr cliewts
throwgh one fad afier another for years with
apparent impanity - how?

To understand the reasons you have 1o see
that nabody really sells anything -
somebody buys it. Fad surfing is not the
seller’s Biuby, they are only responding 1o
market demand. 5o why do we bay into
these fads? Why do we always scem 1o be
searching for the cxsy answer? Why do we
seeim ko be caimanced that & single dnswrer

exists at all, & panaces thar will sobve all owr
problens? Why, in so nuny iestances, do
we sgem unable w kearn from (repestad)
capenenie?

111[' TCASOES arc m.l'l}' ﬂ.l'd 'l'ﬂ.r.lﬂ'.'d:

We don't like e answer

Really we know the answer already but we
don’t like it and we wish it were something
chee. Ohar Western education and belsel
sysiems insist that i there is one problem,
there must be one corresponiding solution,
Mice, near and sciemialse bar moe so, e
know it iﬂtm'h'ud:r but may et Feel secure
abspur voicing it Al the ime that we or our
managers can hide from tahing the necessary
actsons, nothing will be dae, As with other
ungpheasan jobs than are pun off, chere are
rwa possibilinies; thangs wall ather gee better
= or worse. Profitability trends,
unfortunarety, wed 10 prefer che Laer

direction,

Don'l be diflenen] brem the others

It is more sccepeable in organisations co be
seen scarching for the Floly Grail, dhan
saying that it docsn’ exist. Musch of
business [#e & taken up by the searches for
warious Graiks, 5o this activiny is seen as
quite el gnd therefore productive
Ohaly the very good or the very stupid swim
sgainat the current,

The Emgeror's new cothes

Brivish management is constantdy wold tha
the diys of the enthusiassic (and gified)
amateur wre nambered. When the qualificd
{amd inexperienead) consuliant MBAs ay
how it ought to be done the in-bred
infersonity complex can make the emperor's
new clothes look really quite sttracove.

The new is mone s

Thiec fashiomable i slways more cxciting.
Just haiaen nature 'm afrasd, we all want 1o
be mvalved in somcthing different. A mew
*grand sobation™ what could be bemer? As
always, the new displaces the old even when
the ol nvight be beper!

Kneping your job

Mow is not the tinse 1o 1ske nisks, no maer
how high vou are i the organmanoa, [t
aften casier (and safer) to take ddfficult
decrsions supported by an impartial report
from an external apency. The mecthod cin be
politically expedicnt but if wsed 10 excess
only leads 1o managemens abdicaring ins
rewponaibaliny,

H's sasinr

Mot of thie Fads wvolve changing imermal
company pricesses; this is always casier 1o
do than change the way the company
mberacts with ity markets. 8% casier because
the mternal company EINITENMEn 18
contrillalsle and measurable and we can see
what clfects the new cure-all is having. The
company’s extermnal environment howeer is

misch more arpredhciable amd defficualt o
measure - therefore casier e ignore,

WHAT 5 & MANAGER TO DO?

Any organesation, like & pesson, can get sick,
Sometimes, like the commoen cold or 4
hangover, it passes without doing anything
special = ather times it does not. After the
organsation hay “raken two aspisine™ amd
still discsn't get better, then what?

ook beyond the sympboms

This yous should iy and do for youselves.
Sympeonss may be painful but can asihe
sane time dusguise the underlying cause of
the prnh-l-r.'rri. Uﬁliuiu; sabes hure. But
before you fire or “re-orgamse” vous sale
force maybe you dhould check for the
undexlying cause af the problem. Is the
peice 100 high? s the price 1o low?
(beleve me, it can kappen) [ the product
what the market wanes? Does the delivery
and service bevel match customer noeds? T
the tales activity being mevtralived by head
office buresucracy? Any curative will only
be effective o n works agains the cause of
the problem - you don't want fo make
matters worse do you?

Take respengibility for the iimess.

Mo matter how canng or imvelvad the
phyucians (snake oil ssllesmsen are another
case comipletely]) it s ot thear Bfe that hangs
in the balince, 1f the tresment gpoes wrong,
far thim it is a seatistic, for vou it is survival.
The problen is yours - 2 good manager
cannot entrust the future of his or ber
company to any othor hands,

Wonder drugs are fow and Fur beyween -
claims are rrlnu'plmtihll It your
organisstion and you have 2 right (and 5
duty) to knew whar i being done to it, and
whiy

Chnee v have 1aken responsibility for the
illivcis i folbows thit vou alio ake

responsbilisy for che trestment and the cure,

0 it i no comse out s you plan, you nead
nit anly to be volved m the treatimens, bat
i comrod it from J.-l._r 06c.

Pick tha right docter
You wouldnt consult 3 demtist for bunioss
s why, L PMacking the mgh doctor s
oritical, Your organisation i a [iving thing,
It has peuple, rimmals and a past hiswory, all of
which mus be considened in its tresment.
Thic bent doctors are those who ask
questions, who expect 1o work with vou
rathier ihan for v, w b undlersiand that
wrganizaions and markets are unprediciable,
whao can empathise.

Homeopaihy or chemotherapy?
Chematherapy defimively has its place.
When there is no other routs it may be
justifizhle 1o pust the patient’s life ar risk in
this Wiy - bzt {nl’i.hlw!‘.’:" Mod m|:|.'
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is chematherapy hazardows (i kifls heathy
as well 15 diseased cells) it is expensive and it
puis the doctors formly in contral, .

4 Homeopathy uses small bus powerful doses
of suppart to help the paticnt oqganisation’s
o defesioes o ﬁghl aff illnes

Homeopathy works by teaching the bady
haw o fight off illness and 10 renore s
o delences. I {ocused on underdyang
problems rather than symptoms, ths
approach akso helps the organisation to
avond dependency on curatves thay were
inappropriate i the first place.

Doctors with a partsculir shall and resown
for amputation will tend to see diseased
limbs everywhere! Thie human body needs a
constant fow of oxygen bo survive, The
organisation neods profits. Profits can only
comse from sanisfied customers. 18 this flow
dries up the onganisation will die regandless
l.'ltl: :I'H amosumt -I\I. ﬂp‘l;'l'l.‘ll'«'l:' o I:'IJI'leJ:['

sunzery carrbed out om the body sl

EILLER APPLECATIONST

It's probably about tinse that we all looked
again st how we approsch business. To the
anncsend if most soom that we are
unnecessarily complicating what is, after all,
an extremely simple siguarion,

A you are to remam m bieeness Bherr yon
have o rreare ard ety oeptomers, Yow
arill o s Iy proimp vhe orromer wini be
or iy sraimis, ad & e tie i batl aitnacioe
e the cwsomrer aand profinaile fo te
(Pl

There really is nothing sceret or complicancd
abwat the marketing concepr. It mught nim
always be the moss fashionable spproach,
it 5w AVE the nsos muaclse - bur s
nirmally the mest cflective

The never ending sream of “munagemen
faids’ ehae have becn sold 1o managers are
kittle nvore than attempts to re-package parts
ol the same wld problem.  Chganisations
will smrvive and flournsh anly as long as they
continge 10 give their costomers what they
want, When |:|'|-.. wils Fevoibes At Lo |J!|
thore 15 normally a very ismple reason - the
cusromers have spereed o lesve. Whay i tha
sk it b grasp!

Customers leave because they believe that
their needs are going 1o be sanshied beger
by amother offer. The omganisation wall
only Emprove ity financial swoation by
geteing ity caisdomers back - and o do thas
they will have 1o offer something that the
cunomer wants. Why i this seen a
camplicated 7

T change the alfering 1o something tha the

customers will wani again mean tlking to
cumamers. The answer is outside the
organsation, m the marketplace, not inside
wiith systems, process or orgamsational
srwciures. Too may fad spplications will
only emable the organsation o deliver the
TR l“'l:fﬂ CVT l’llrl'.".f lﬂd Mare

ficiently - the ubinsae 'killer-app’!

And now = ‘Custonser Aelationship

Marapemenl’ ’ o~
In's one thing playing anound with the hr.i s

office systems and processes. While ® %

ohyviousty well-intentioped manigers
‘sircamline’, “re-engineer” and *re- I.II|..AIL|!-J.'
the nittermal processes, the imporant®
business of sanisfying the custonser cartsaill
RE @, The recent increase in imterest i :
CEM 15 a msch more wormang fad, MNow
we are contemplating well-intentioned
medidling with the customer base,

The ll.'pﬂnnt 5% "faalare’ raze of re-
enganecring programmes has obnously boen
i dj:lppninﬂnlun.i Dt s i I.EirLTII:.‘
il ed :||.J.1.|p‘r||!i.,'u||: NCFEE iR COMPANY

falure. Moving the fad cubure w the from o=

office, bowever, 1 quite another story.,
Managers in organisations gre used o the
cbba-aned -Flow of “iminstves’, they came and
they go and bife goes on, thags e rork is
ol sbhowe. Customers don™t see it like thar -
they ilon't have 1o,

I conbd valk abowt how imteprating the call
centres wath the darabases amd the “boyaloy”
systems doan't really add op o "Castoner”,
‘Relanionship” or cven "Managemem” bui
that i worth 4 ViewPoint of is own, The
important point is, why are you cven
considering 1? Do vou really soe the
Emprrl:r':: iwew clathies ar i the pay off this
timie just too good 1o messd

1'm sire that resuls of the re-enginecrng
fad were ot bad lnck, this tme it will 21l be
differem

AN FINALLY.,

Geonge Bermard Shaw saad vhar *..all
progress depends on the unreisonable man®,
Maybe, but not necssanly in commerial
organsstsons. Progress i of coare the ke
wnd, much as we might prefer 1o deal with
the worhll a5 we wonild like it v be, progress
is oy achseved by workmg with the workd
w015, And the world @5 not costonsr
bocused.

There is mathing really mew gho

i Ln:l.im;. alsiial custoiser lmiiai, wif a|.1|r|l!
the material contained in thoe ViewPoants
Mo i there meant 1o be. The orgimal ideas
are sall che best and are snll wamng 1w be
profitably implemented.

This View Posnt i designed 1o show dinection
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rather thun destimanon, Moch i we would
all like 10 wowk 10 a company that worked o
satishy customeens first, and counted profies
secansd, it is unlikely 1o happen. The
pragmatic answer lics spmewchere boawoen
where vou are today and where thas

ficw Poant shows vou could be, *The
JOURTICY of a thousand males starts wath a
iinl;l..' s
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Special event radso or 2 Restricted Sernce Licenie Radio Seation
(RSL) a5 a trendly and contrellable madinm, a pubbc inlormation
service and a poteniial revenue carmer for the event andfor sponsod
theowgh the sale of sponsoeship and advertiving. In many respects an
]{"l] I-j“.'rﬂll.:l i|1 i ,'p..;.ll. '|'|; RN w.1:. i3 &N ||1d|,'|"~|,'|"..|n.'|!1 I.I‘-\.--'II H.Jdlll
statson (ILR) and i3 often staffed by professional brosdessvers wha

kave learned thear craft in LR ar the BEC

An the Micnsbishd Metors Badmimon Horse Traads and the Vodaloae
Dierby the tide sponsors have thetr own radio sensons as parn of the
everall sponsorship package. "Orwnership’ of the station dllows the
sponsor cominoeas coedits i jingles and presonbor mennon,
exclusivity within their sector and heanvywiesght advertismg and PR

Mdvermmer oo can reach » nghly trgeted sodience who tune o io
fisten to mterviews with key penomalinies a5 well as bachground news
and gossip adding to their enjoyment of the event, Packages are

iy MEJ:\,ll.; BT & Y ;|'.\_"_!, i dl!fl_‘ll‘!ﬂ. EVENLS Iroem |',|:rl-.|rd Mir ﬂl!l 1
and 'The Great Yorkshire Show 1o the Nerwork ©) Rally

Browdcasang on the FM frequency allows listeners in the
sirrounding area to wune in on their car radios as they travel o
spectate. The proximity of the event 1o major centres of pogulaton
|J.l_'!|,'| TS 17y EASLTN] 8 A Rocal remdent sudhence, C¥nce II‘.|.'r|.'I
i\u\,.rubln,- r_'||]|.\;\u. |n‘."\'r|n!_l .1r..|'.|1|;1 far :lldlrlg i |i'3||||I||'|iI::| b ear be sold
w0 hgeners can follow the action at the %h tee even if they are kalf
wiv 1o the 15th or in the bar!

Motor sport 18 another arca to embrace the RSL concept with slacniny
with radio saniom st cvery qualifying round of The Tourng Car
Chammionships, Ar Le Mans st simply the only way to keep in
touch with the race for the thousands of Bats who cross the channel
every year and bor whnm il'4|'-|h.' sddress commentary 1n Fremch s

literally mcamingless

R5Ls are sdeal for events which cover a wide area and do nos

HeiCiads ||'. I'.J1|.' 4 1||1|:||.' PosCLas Llf SIS = such as Ceodl Tourmamends
or County Shows Movement by movement commentary on a horms
performing & dressige test gives spectators access t0 a nngside expent
wl'.-\.l (=1 II"'.I? (48] h:..;- Ly the '\-|!-_||I: of '|.|I|,'\l|"\-|l| the I;Ir-.l s Eroim

am L :15.|-.||.'r.

Dhespite the apparent limited nature of an R5L, the audience is far
fram restracted since it i now possible w broslosst the oupe of the
viation a3 live audio over the Internet and reach lzpers worldwide
r-rr "P""”" I\.'.||||_|| -,|-| FiiE £Fjay ||..-r LIV ETAEE 41 EMAInILreLmn II!-u.‘l:.l.
this i3 the quickest way that enshusiass can lind ous whar i
happening. Internet listeners get really mvolved, obten sending

=g s whs .;h Are then b |L‘!.,'J.'\.I . AL s :||.".'|r.i |!J.‘Ir‘:'|:."|r|'.'1 Horse
Tmals :II:'J:I'I:-' 50000 p:-.lph.' trosm around 1he workd maned in aver I!|'*-:
fowr days, Hot hinks from the host web site (o sponsors” of

ii |v.-r'|-.._'.-l|.' Wik LT s ] friahle ||'\.'!|_'|'.|'-. i acoess further miormetnn at
the click of their mowie, while wund baes from the cvent can remain
om the web site topether with adverts well after the marquess have
come down

An BSL sponsorship costs around £10,000. Specialist companies such
& ARB Awden & Visual of Banbwary peras ide a ..'|'|I1'|1|.-:I:|.' SEIVICE
including technical and programming Esalities and applicanon 1o the

Radio Authonty (or the necessary Beence.

,'|,':|._-rn,|,1.n|;'|:. BSLs oHer excellent value lor vour advertisang £ wath

I III.' mcssage I.I III.I'\-'I.'TI."'IJ 4% pari as an au I LY i OrmEdlEyYe

I'|.l-\.ll':. AL By ".ll":ll'\ll:| &% |'\ull ixl a l\.l!-\.'l: |.l|. I'.|uli|. 0o I.'\IIII\.II'I\.' ms R'.‘l] L]
rc]-._l‘. & |'.,||!1r||q,'r u'.ﬂl 3 11;.1' 1ETEEERE &l 15E »;q.|||-||i4| LOIHE nd otter

haghly targeted oppormanities to hear

Before long it wall be the norm 1o pack a pocket dio whengver you
go out to 2 majes spectator event. Perbaps RSLs showld be renamed
USLs with the U standing for unrestncted!

Flona Lees ks a Chartered Marketer and
Birector of Diamond ConsulSing Services Lid,
a Markeling Consultancy with special knowledge and experiise of RSLe

RESTRICTED
SERVICE
BROAD-
CASTING

Floma Lees axplaing how this excifing modium
offers unrestricied markefing opportunitios

b v
T

\/

Aadio & Visual Hire Ltd

If you wani to know all about
the marketing opportunities offered by:

Restricted

Service
Broadcasting

Contact the experis:

We can provide a fully
comprehensive and professional
service from “Idea to Broadcast™

Technical

Tiel: D170 TGI MG

Fax: 01703 2616604

11 Monks Brook Ind, Ext,
Schood Close,

Chamdlers Ford, Eastbeigh,
Hampshire, 3053 4HA

Mlarketing and Sales
Tel: 0] 26 T4THAT
Fax: 012%G T4T557
Chestmuil Farm,
Dinimm,

Axleshury,

Bucks, HPFIT 8L
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chamge in running businesses, in which .

i markcters will play 2 leading robe, and you

heard about it here firs. It is ot 8 name
change for Sales and Marketing. In the
199403 we have hieard a lot about Sapply
Chain ent, and re-engingering, but
lisele sbows the Demand Chaine We have
seen downsizing, vet profitable growih
TS cluzrve. Inithe et dﬂ:ﬂ:ll.' EH'I'I.I-HId-
Management, led by a Director of Diemand,
wrill transfiorm businesies and prove o be the
kev to gaiming sasegined profitable growh,
The benefirs will be simpler, faster, more
cumimer-dnven busmesses.

Here is a business history of thse 19905 in 300
wisrdi. Maruse markees, intevsified
competition, and downwands pricing pressure
have made 1t dufficult to increase revenoe.
Rapid changes in technology, and in
distribution channels, plus faster casch-up by
competisors, have reduced the rewards for
pomarrow’s mvestment.  And midustry over-
capacity, phes cver mare demanding
customers, i makang it tougher to sustam
1|:|d.|}": |1r|:|‘|il bevels.

The maim response by compuanies has been
coat reducrion and smproved productivity,
with 3 strong focus on the supply side of the
business. The supply chain has been
recogimsad and endlesly analysed as 2
poeadiy, usimy I'T and proceis inansgement,
The resubi hos been a2 Dsier, leancr, inoee
sircambined supply stnscoure. Masulsctumng
and distribution have re-snvensed themsclves
as “Product Supply Managemen” (Procter &
Gamble) or *Sapply Chain® (BAT), covering
purchasing, engincering, operationm, logistics
Al WTICIETES CURIST STV,

The Dherand side of the business has proved
leses smccesshul inibe 19904, and, o the
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P Dk esing side, changed litke: The Denand

Chain, ériven by Marketing, Sales, R&T, and
Citomer Service remains functionally based,
and is rarely managed a5 an insegrated 1owliy
Whale there are more Marketing Departments
tonday, the people in them are doing the same
kind of things ax 12 years ago. Howerer, Sales
Depariments have changed, as castomers have
become more concentrated, and the skills
now meeded are those of basiness-to-business
marketing. This change in substance is
illustrancd by the names now used, such as
“Civiomor Basinoa [’n‘rt::lpml.‘m'.""ﬂ-di'
Marketing' or ‘Industry Solutions Groap”,
fiteDd and rechinalogy, which provide wal
ammunition for tomorrow's profissble
groverth, olien remain duconnected from
other elements of the Demand Chain. And,
Cstomer Service, 3 vital dement an Demand,
i often closer to the supphy side than 1o Sales
and Marketing.

[#mars w

ﬂlt[ml'h-l-'l':u' weakneo i st o o
orgamisationg, Demand & micro-managed
within 3 number af funcrannal deparments,
rather thun macro-munaped across
deparimenis. There wem 1o he six problems,
all of which represent oppormunitics for
Mirketers:

Aecoumiabllity, I vou sre CEO, and vour
phﬂlhm i a Demand one - eg lck &l
profitable growth < who do you @ik o
today? 1 you ask the Marketing Derector,
ihefhic may poin 1o sabes cxocanion or wesk
R&ld ourpur. The Saley Director is
comcermed at cuts in the markering budget.
e I dhimnks 5 could do better if i1 had
fewer, bigger projects, with clesrer marketing
baiels. In tomorrow s ofganiation, the
Direcior of Demand will have four-square
respoaisibility For leading profitable growth.
However, this will requare a radical change m




Gin Stages of Damand Chain

-y prodinble prowih
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[fignire 2 fagure 3
incentive schemes to ensure that employees designed o eliminate walls, fences and 2 Simplification, and dlariry of purpose.
are motivated 10 creme profible growth for  barriers between departments, Everyome an the Demand side will have 2
the company. gl alective - ﬂbmwpugf‘uﬁ.l'n
Codieis e mierizce bafwerer (emand and Sipoiy proeth by swccesifa ms‘“ the
urigdezi .rdhdhmﬂ‘ﬁudﬂm’hf "”"T'"' In muany mm;unn. h'l-:rk:un; still develops Demand Cham o :
cnrnp-amt: have becodme mare -tl]mplm: fo "F*pt?dmf“ ool with like ! 3, Civenge frome fumctronad ro orow-
discussion with operations or manufscruning,
run. i soame linge service arganisations hen “th T Dol ics e departmental torking, for more
even advertising and marketing are spread ; i P S DG teamork,

acroas a mumber of different departmenis.
There is a need to simplify strucrure, and the
one proposed, splie into Demand, Supply,
Finance and People, would have been well
understood by Adam Smich:

Based on research by Lancaster Unaverury,
the average UK company has ¥ directors of
whom 4 to 5 are execotive, the reit nos-
exocutive. The smacture in Figare | above
fits this. Mamy UK companies still have no
ong on the Board with customer
responsibility, and it i therefore
questionable how often castomer
performanes is discussed a1 this level. The
amcedots] anewer i "rarely’. With 2 Demand
Drrector, mich discussion would become
frequent and prodictive,

Feammori. While major change or
povaLion projects mow often invalve cross-
departmental teamys, Dermnand Managemen:
has Largely remained sruck in & funcrional
rut. Sales, Marketing, Customer Service and
RE&ED compete for SCANCE MESOUTCES, SWEp
blame, indulge n petty politics, and have
differens outlooks, culnires. There is a need
1o gl ehem 1|:|5,|.-|:|:Eir|.: r:l.urﬂrusr.l.r.rd
way, under s forceful and imagenacive beader,
whose aly objective is profitable growth.
fgeed 1o market and speed of responie are
now essential in any business, Complexity
and |ack of teamwork are enemies of speed.

moweriion and ranchise devslspmel
Recent studies of Marketing people show
that most spend almost all dheir time on
rotine mantenance ks, and only 10-15%
of their time drving it forward for long
term competitive advantage. This is not by
choice. The Demand Director would
identify the people resource needed, within
the Demand Chain, to fundamentally build
profitable growth. Shehe would budget for
this realistically, and cat the volume of
maintenance work, by redocing
departmientsl boundane, adopting GE's
canept nf'bd'nrh:lar_rhunus'..l.n ughy word

at a late stage. The result is that many
products or services are produced
inefsserly, through lu;hdr!n'tﬂ;l imput bv
operations, and shors lesd mmes.

| How Demand Management woukd werk |

Let's start by looking at the & steps in the
Demand Chain, in Figure 2

Many internal departments are involved in
each stage, but wally one of two are prime
movers. The requirements for success in
munaging the Demand Chain are strong
specialin knowledge, darity of shared
objectives, cross-departmientsl reamwork,
I.I'I.l'lﬂ'ﬂ.l:ﬂlﬂ ll'ui lpﬂdl

Structure for Demand Management would
vary by type of campany, and a rypical
sructure & shown in Figure 3

The primary rokes of the Demand Director
would be to;

* Achieve agroed levels of profitable growth

» Select, manage and rotate hey personnel.
His'her successor must huve experiense in
2 to 3 af the five primary functions
reparting to the Demand Director
{sec figure 3],

* Develop a Demnand Plan and Budges, bat
be prepared 1o move resounces between
functional asess during fiscal vears, where
BECCsary,

* Ensure every ares of Demand b devoting
sufficient resoures 1 mnovition and
develupment.

. Hetain functional shills, bue inde an
cross-departmental teamwork.

= Mmivate and reward people based on
tales and profit targets; costomer
releniion, speod, innovation and
Leafswark,

[uuludn-d Ih:-'-t]

Thiore are alu benafs

I, Seagle poins of rE.l.iDl.l.l'l.l.ibﬂl!I] for
profitable prowih

4. Abilery ro move resowrced Ierieen
varnus arnit of Denand, dweg ol
TS, G MR HTARET alécTare,

§, Greater ipeed.

6 More focws on munovation and framchie
developmpens.

| Impications for marksters |

The Demand Diseetor couild come froma
range of hackgrounds, since Marketing and
Sales are incresvingly convenging, and in
sommee husinesses, RAD and rechnology are
of special importance. Sherhe would be well
qualified to meove up to Chiel Exccative,
To qualify 1o become Demand Digector,
Marketers would peed o build upon their
wradisional skills, strengeben thar skills in
cross-departmentd management of people,
and broaden cheir competencies in
Customer Service, Customer Management,
Technology and Finance.

How do we get there? One af the
advamtages of a regional publication ke this,
whichs gocs out 1o oaly a few thousand Eke-
minded prople, is that it can be ineeractive.
I'm writing a book on Demand Management
48 prescnd l.hd wu]-:lrm'}' muech ﬂ'PFl'ﬁ;iﬂu'
your feedback on this arsde

Dioes it make sense to you o not?

What has been your experience of these
swes? (Examples welcome,)

How can the concept or thinking be
improved?

Please got in towch - | puarantoe fo
respond 1o all contribufions, whether
favouratie or otherwisel

Fax number: 0FB65 326341

Email: heghdavidson@compuserse.com.

©1999 Hugh Davidson. ANl rights reserved




Efficient Consumer Response
BANDWAGON OF THE DECADE? ™ =™

Effscient Consumer Response (ECH])is defined I"'."' the ECR Europe evecutive board as ‘working wgether vo fulfil consumeny” wishes
better, faster, and ar leis cost”. But imn’t that just marketing?

-

There is 4 certain amownt of conlusion
ahout what ECH really 15, Some s2e 11 as juest
commen sense, Some fear it is a corsulant’s
luan'J.,;un. What ECR really stamds I'ur.
they quip, i ‘every consultng’s retirement”
Seeotics divmess ECR aa & buzrword and o
fad, merely comandering it s a rebunidbing &l
& range of already faniliar rechnigues and
approdehes, Comors see it as an
opportunty for totl business
transformation. Esch visw hus an element of
truth

The mim of ECR & to apply a toal svsiem
view 1o eliminats all activities chat do not
prve vahie to the emd comumer and o
encourage all those that do. This v achieved
by the use of enabling technologics and 3
less adversamal relationahip betwocen all
[pamacs is the }uppl:. chain.

Dme w::.'q,'-.'!'.:u,mh_m': st it a5 does Mestlé UK
derector of planaing and bogastics Tom
Mcﬂul:l'q:_. 15 fo ask what would Jupp-:'n. i
the supply chain was not made up of many
different companies cach pursung ther own
imterems; ifl che supply chain was one
“virtual” commpany using all v skills and
resources o the same ends - getting the nigm
goods at the right price delivered at the nght
time. Ohne ey ditberence would be the flow
of information. For example, information
shout sales would Aow natorally from shap
iy warchoide to |.:L"I-:l|'1'. o even direo [rom
shop 1o factory,

Currently much of this information is
boarded and guarded by cach pary s
Propriciary or as ammunition for
negotiations, Reailors and manubfscnerers are
ofien extremely skilful as the game of ‘pass

the hot pataga’, vet the net elfect of thar
combined expertise does pothing to make
the total :up;dg.' chitin mfe efficient of
r.,.-.pJ-mil.'n:. If exch compamy 1o 2 series is
busly "pushing’ product to the next plaver
i the supply chain then cach ransaction
sdds subszanmal cosis. And very few, if amy
of these costs add value to the ultimate
produsct or service the consumer recaves

T .'nmp-:u.ln.d ihe prr\h'rnl. each iradi ng
pasty within the supply chaim tends o sen ap
procedures and practices, employ seaff -
even whisle veanns = vo help manage the
uncertainty. A uncorainey is, a they say,
the mather of inveniory,

S0 ECR 15 all about charmge and continwed
emprovemnent in the sapply cham, It focuses
am 14 ECR imprm‘m:cn: concepts in three

[
vtrands & deseribod an the ligure below,

The 14 core ECR Iimprovement concepls

Extablish Optimize Ciptimise Ciptamisa
nfrastructuns intreductons assoimean|s promaticns
A f i i
Y v v \

Product replenishment

integrated
suppliers

Synchronised
produchon

fubormaled sbore
GrEfing

Relable aperations

#

i
Y

el

Enabling technobogies

A
Y

Elactronic data
ineschangeEDI)

Sowon BCR EumnpeToopers & Lidrand

Electronic fund Item cading
transfer(EFT) and datalsese
maindenances

Activily based
costing (ABL)

Continues>
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Boarr Salmon's 1993 puh!ln:l-'un ."',I;'rnrll.'

Cromsamier Reiporie - Enbanamg Castomer
palwe dn bhe Grovery fndwstry defined four
major srategics, cich of which, in theory
anyway, creates vahie by satsfyang
consamer meeds for product, convenience
.|,|:d P = -nn,-:; Afcis FeiMan I]ll_- .'.-I,H,'l.;.l ..f
ECR:

1. Efficient replenishmend
The tradsizonal starting point of ECR, the
Foszs Bede 15 o ENFUMNG the dickess
possible fow of product 1o the retailers’
shelves. This supports joint category
managensent with a physical sapply cham
that is flexible and respansive enough 1o
resct qu.u.'l;!g.' fo ;F.mgﬁ mn demand. Ik
Postiases G :-|'-:.I-"I-.'|'||1;. and l.'|irl'|1||al:i|'u:
coats 1n the arder oycle stammg with
sccurate poim-of-sale dara I includes
programanes such ai ED, cross-docking,
computcr assisted ordenng and new
recesving techmgues,

» Ffficient assortment
By optimisang product mix and space
allocathan, it abms bo create a “transparens”
ERVIFCONME T, Whl;"rr CCHERLETTSETS
uamderstand cles r|:r what rale each pr-'\-dl.h:'!
plays and what its specific benehts are, It
addresses how rmany items (o Carmy ina
categary and how much space to give each
fem,

3. Efficient product introductions
Increasimg the suceess rate of new
products by regular imvelvensent between
marrufacturer and trading company in
CALEROT plu;nin!,; discusikons asing 1he
customer as a u.\.ll:l]:nﬁ baard 1a the
design process. However, conflicting
ieierests amd maserust often unidenmane
elfective collaboration

4, Effscaent pramatsons
Addresses mefficsent promotional
pracrices that tend to inflae inventones.
The official ECR scorecard highlights
three key aspects: sirategy and plamning,
exccution, and cvaluston, Many
promoisoni] actrvities have ntke or no
serategic or tacical logic, fuil oo falfil thetr
objeoves, o are nsdequardy evalusted,
According to Coopers & Lybrand’s
oniginal valae chain analysis in Ewrope,
16% af ECR's gatal supply chasn cost
siving [whoae eqinvalent amounted 10
5. 2% of final consumer pnn.'f:l wiotthd he
ackieved by optimising promotions.

The dithoalties inherent in the adversanal
manne of ﬂh'lﬂl]:ﬁ“-:rl.'r"l"a'u-llh'r nZI-:":" 1}
plus the shart term nature of mosg
competitive activities has meant that
development of the last pwo ECR strands
luas been J'.l.ru.pl:n] and daverted. The scale ol
the abstacles facing ECR smuggests that many
of the vouted benefits are mmply uarcalie
in the short to medmm-term futare.
However, the first two strands have been
demonstrably ethective, There remaing ton,
the major 1ssue of how benefits and coses are
ghared amd spaadler parncipants may have to
bear an ineolerable share of the burden of
implementition. However some partrsrs are
indicazing their willimgness to pay panners
for costs incurred 0 ECR peojects

Fandamsentally most sitempts 1o implemens
ECH principles inchads the following
charactenstics:

# A closer and ks adversanal working
lc!.:'illlh.hl;l

® A search for win-win solutions in these
relaionships

= & view of the supply chain as 2 1ol
syssem and the deploymens af
multifuncional weams to optimise the
running of that system

i A heavy &r-ju;'nd:-nn' o informadion amd
e \|'4.'1||,; l.r1.'i||‘|q.lrrl1.l.lalr'.|

# A podal cabegory, rather than brand-centne
view af marketing

[1 alll soiands thoroughly sensible, Bue there
are donibts over how and o what degree end
consumers will semally benefit from ECR,
Hiped [or benefits include lower prices,
reduced cut-of-stochs, beiter targeted
promotions, faster and more sppropriste
nn:'.-.'TwJun.'l: i:|1rrr~d|.1|:1'-:lm. mare
appropriate ranging, less duster on the
5.|I.-r||.f||.. .|.|||,i N E396ET -.i'.qlﬂ'-:l!;.: X |'|.-:'.-|'|"|-..-!
overall. Meverthelest, research for ECHR
Europe shows that the prime motivation for
COMRIES S cosl Cutang mot improved
consumer vafue. It has been widdy assumed

nod Jeast becawse of the pame - that ECR
will deliver benetits 1o consumers. Mamy
companies, however, are rubing out kewes
pICEd 44 &0 ECE abjectve. In doing so rhu:.'
risk crrtpcusm, brom CORSEMT prokiure
groups and competition authontes, If ECR
becomes 3 way for manufscarens and
retaders g0 collaborate o order to improve
their manging and profits sathout passing
the Besielirs i the consuamer i may b
deemed anti-competitive,

What's more, if ECR sa't adding consumer
valwe, it Bn't really marketing either, is it?

The Fanancaa] Tomes Reail & Consamer
repo, Efficient Consumer h-u-|l-.-|:.n'. A
oew paridigm bor the Eweopean FMOCG
sector by Alan Mischell can be andered by
r¢|._-|1'_|-.r.|1._- DI71 8% 2325, fax DIT] B9 2333
of el re.onigrE fr.com

Mease quote code 25FHA - Marketing
ews offer; o cleim 950 off the r-.'|,'_l.|!.1r
retail price. This offer is only valid for

readers of Marketing Mews,
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The purpose of this shory article s to discuss the services offered 1o small businesses in the region by Business Link. If vou are 2 CIM

iermber who ug‘un:ﬁulh mp]

days!) you will hopefully find some information bere that will be of practical benefis.

owed in deveboping vour own baniacss (something that seems 1o be happening more and more frequently these

Before | visated Husiness Link Thames Valley in Reading o reseanch this amticle, 1 must confess [ was rather vague abour whar the operation is
alll about! The Business Link brand is well known, but s role sppears 1o overlap with that of partner srganisations such as the Chamber of
Commerce {which provides a voice for busingss in government) or the Enterprise Agency (which supports start-up basinesses). The local
Business Link is a subsidiary of Thames Valley Enterprise, part of the Training and Enterprise Council (or TEC) national nerwork that is
funded Largely by the European Commission and the Department of Trade and Industry. The specific remit of Business Link Thames Valley
1 10 defiver business support services 1o companies throwghout the region that have between 2 and 250 employees. Have | confused you ver?
To add to the perceived ambsguaty of roles, recent UK governments seem to have delighted i making regular changes 1o the whole pasure of
business support provided by the DTL For example, the current sructure of sutonamous regional badies b set o charsge again in Apnl 2001
when & more centralised sysvem of control will ke re-imroduced...

S, now that I'm an expert, bere follows an idiot's guids 10 the Business Link services currenthy available:

Why suppart k2’ bussaesses?

Some wwamtics Bt - there ane 32,000
banineeees :ruTInJ.'ius 2257 an-pli.- in the
Thames ¥alley Region. %5% of chese firms
acrually emsploy bess than 25 staff, Senall
fermes, then, are 3 prime source of economic
growth and hence prospenny in the region
Research by Warwick University has
extablashed that the Thames Valley comes
sccond only to the City of London in terms
ol peonamic performance, but sull lags well
behind even second-tier German regions
such ai Hamburg, As unemplovment in the
Thaimues \"l".rr stands at p.d. 1.5%, oae of
ghe major prnlﬂnm faced by grawing
businesses is in securing skilled staff, Other
et that are deemed 1o be inhibiting our
coanamic performance st present are traffic
CUMREEELA, Lack of modern office space and
incdfective wae of information sechnclogy.

As I'm sure many of vou will testify, the
‘averige’ small business owner is far too
busy with day 1o day operations w be aver-
concerned with the economic growth of the
region - which is where the Business
Advison come in. By providing advice or
evien project fusding 1o smiall finms, Busines
Link can help firms to grow by making the
most of the oppormmitics that are available,

Wit type ol suppat is on ober - and whatl
does it cost?

Some of the 20 Bosines Advisons 21 Busines
Link Thames Valbey ane full time employres,
others work part time or are self-cmployed.
They come from a variety of buasiness
backgrownds - muny have held senior roles ia
|1I'T;|:' {arms or huve run 3 pumber of
businesaes of ther own. An individual
Busimeis Link office may also have one o0
mare spocialist advisors with expertise in the

Fiekds of expor, design, mmovation and
technology and fnancial packaging. You can
by the time of a Business Advisar for £142
per half day, and abier an initial free
aseetsrent the mdadoal whose hpch.lmpd
and interests best match the specified
problem will be sssignad to you. Requests
for assastance are diverse but might include 2
search for o “busines angel” or perhups
advice on the revision of an IT svstem or the
developmmmt of a new busingss plan. For
smaller companics, a Business Advisor may
act 48 & mentor whose role bocomes mare
akdn 1o a nepwork broker 45 the company
grows; for example be may later be asked o
draw apon by own contacts eo find a
suitshle non-executive dirscror for the cliens.
It i importan 1o enphasise the sdvmsory
aitizre of the role = unlike s full consulancy
service, owncaship of the mecessary taiks
remans with the cliem.

Another service offered is the Register of
Accredited Service Providers (RASP] which s
a derectory of local specialist comsultants
covering over 450 srens of expertse. I, for
example, you mhﬂﬁnﬁlﬂr;u:ﬁl’l:
designes, then you would be given the contact
dleraily of thiree firms wha might be suitable
paints of contact, free of charge. Royal
Counties Marketing Consulzants - if you
would ke w0 add your orpanisstion to the
regaster please contact Business Link Thames
Valley on 0345 51 22 88 for an spplication
farm. You need to supply details of three
client references thut will be taken up.

%0 what's all this about more changes?

At present there are 83 Business Link offices
arcunid the country, and thas s dug i be
reduced 1o 50 in the vear 2001, A this point
the T¥TT aims to introduce the Samall
Baisaneid Service [SHSj. In the Thames

Valley, Busincss Link will be bidding 10 run
thie new Senall Business Service Franchise
under new armungements. The existing
Training and Enterprise Courcih will be
replaced by Local Learning and Skills
Councils, with a broader mandate relating o
post-sinicen edueation and traiming,

1 hope this brief article has been usehul in
claridvirg the nature of the help thar is
available locally for small firms. For more
details, Business Link Thames Valley can be
contacted on (M3 SEX268 o
businesalink@eve.co.uk

CIM Royal Counties and
Business Link Thamas Valley ans
collaborating fo run an Inbormet
Marketing Course from 8,30am o
1pm on 3th Novemiar al the
Phyllis Court Club, Hendgy on
Thames. This inter-active and
non-technical saminar will covar
kay issues such as elactronic
commerce, web-based markeling
Commumcaions, value chain
innovation and intas-fim
partnaring. Practical and impartial
guidance will be given on Wabsite
sat-up and neeng costs, and
haow 1o select sultable vendors.

A discounted price of £95 plus
VAT is avallabla to CIM membars
who book batore 22nd Octobar,
guaoting their CIM memibership
numiber. Full detalls and &
boaking form are enclosed as an
insart with this magazing.

nithE e fuews
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In Juby shis column reported on the UK
Governument's plans 10 reguolate the wse of
emcrypion and digital (eleceromic) signamores
in ebeceronic commerce ["UK plans for the
informytion sociery ).

Firally, a1 the end of July, after 1 conroversial
consubabon Tl'Erl-i.HL IJ'H: Gavermiienl
publisked a draft of s main peece of
ebectronic commerce kegislation, The
Electranic Communscations Ball sets our the
Government's proposals for a begal
framework for e-commeree, including
policies susrounding electronse sighamires and
encryption controls. The pubbication abso
marks the beginming of & connaltaton period
on the contents of the Bill.

I..lum:hrng Ilw l.'nmn|t:.1|n-|1. IT muniekber,
Mlachsel Willy zasd that che Bill was part ot &
package of measures being introduced by the
Governmient to lay the foundations for
e-commerce o Hounsh in Britan and o
buaild confidence in trading electronacally by
prnl:n.:l:ing nl:rl.'cr-;d.l:r card and other
Trcrmml detzils 11 well 23 wenstive
commercil information

WHAT DOES THE BILL DOT
The Bill does not provide a comprehensive

[ ndialinlafug fnr.nr:wnrh_ 11 {EH:I.L'H'I iﬂltl‘id

on thres issaes of impotance:

= Cryplography Service Providers (0598

C5Ps would offer services to 2id the growth
of e-commeree smich a5 clectronic signatures
and secure irarsmission of dat. Since
imdastry has long called for seif-regulazion
rather than governmens intervention in this
arca, the Bill comemplmes an enarely
voluntary licensing scheme in the shape of 1
‘Repiater of Approved Providers”,

* Recognition of Electronic Signatures

The Bill comtams pm-'ri:inu: to emmare the

Iegql rﬁn;ni:i-un af sll electronic iiE‘Iu"JI.'H
and thesr sdmessibility 1 court.

= imrestigation of Protecied Electronic Rata

Perhaps the mos comenmaous anes of the Bill
deals with liw enforcemen isues, This
section will ereate pew offences including
failiare to hand over an encryption key when
demanded by the police (by serving 2
"decrvption notice’) and “tippang-ofi” others
that a notice has been served or revealing it
combents,

WHAT DOES THE BILL LEAVE OUTY
Several wless which have been mentioned

I.I'I.IHI'I.K ['.I.l.-]ll'.'r I:D.I'LI'I.IL‘.IL'im Iu'l:l.' [aliL g bt'fﬂ

dropped:

® 3 presumption that an electmnic BIgmasare
would be legally recognised in the absence

of evidencs 1o cthe contrary.

= spvocalic alleation of hebilicy of C5Ps 1o
their custamers and 1o those relving on
their ‘certificates”, These mnses wall he deak
with by existing liw and any concracguad
arrangements the providers may make with
their CUMIEIRAED,

# regulabon of ansabicived contnsercal e-maals
= this wall instead be covered by valuntary
endustry measures, the draft Electromic
{:nmmn:rw Dhrecivve and the Diestance
Scllirl; Dhrective, (which i due to be
emplemented imio UK law by Juse 2000).

Electronic commerce i chearly an ares where
thie Crovernment b keen o promoie the UK
ax 4 froat-runner in terms of encouriging new
busineises and moovative paliciei. Con the
glihal stage, however, the UK laoe stroig
competition from :::runl:nnhu:h a8 Canada
and lreland) which are runu.ﬁ the stakes by
affering both 2 more supportive, less
regulal!n:l envitonment and financial
incentives for electronas basinesses 1o st up
within their junsdictions,

Howeves, dn:ipiu,- the Government’s efforts o
E.u]n. an .l.d.vmu.ge |.|1.rn|.|.5]1. lrsilh.h'nn, the Eill
has recaved 1 moxed respanse from industry
aril pablic policy pressure groups. On the
one hand, the Government appears to have
listened to indastry by removing the
Tmmd mpn.da.]nr_r 'l:::,-' escron’ I:l'hm:l:l:q.'
usery would be obliged to deposit & copy of
their private eu.rr:.'puiu\n ‘lu::r:' w0 that law
enforcement agencies could acoess them). On
ihe ather, some commentators feel it 15 likely
12 harm indusiry, hold back the growth of
e-commence and underming consumer
protection, leading to the posabality that
ebectranse business could be driven out of

the UK. Why is this?

* To begin with, there are concerns that the
Government is simply reserving powers 1o
imipoie 4 staktory regiter of eryprography
services at & later mape throwph sscondary
legistation, As so many of the specific
provisions are left to the discrenon of the
Growermmend, there is a fear thas the “devil
i% irs the devail”,

* Electronac signatures anguably sall do not
have the same Jogal effect under the Bill as
their paper-based counterpans

legal viewpoint:

THE 1999 ELECTRONIC COMMUNICATIONS BILL
- IMPLICATIONS FOR E-COMMERCE

* The key proposals should be those relaring
bo giving clectrome signatures Lozl
reoognton, These would be bermer
condinsed inte one shart melsure raher
than being ‘bundled’ with law enforcemen:
pronvissons which seem 1o receive a
disproportionue emphasss,

Fimally, the proposed law enforcement
powers themselves should be mentioned
briefly, Decryption notices will be secret,
3o 1t will be impossible 10 complan
effectvely if they are used m an oppressave
way, [ ml ||Imru.r:| Eroups ane cratcal of
H.rrrd.mg which allows the asthonties to
$ETVE 4 Warrant or |i-r|:r_l.'p1.1|:l.n nolbice on
anyongs they think "appean™ to hold the
ln- to coded data d it maw he difhicult for
individuals to prove that they are not in
F-uu.m;mn af a kev, The new otfmoes may
put employees of an Internet Service
Provsder in & vulmerable pouton.

WHAT HAPPENS REXT?

The consultation period on the drafe Bill lases
anttl B Oetober 19949, Duirang this eimme i i
open to snyone 1o comment on the Bill w the
Drepariment of Trade and Industry (by poit
ar e-maill. We are |skely to sec further debare
over the Bill's provisions, The Bill will be
mneraduced into Parliament some time akter
Movember and is therelore anlikely o
heenme law hefore next summer.

Demon Hall who conesbate this colwmn, 15 a
majar London-based international law firm,
providing the full range of corporate and
commercial legal services with one of the
highest-rated 1eams specialising i new media
publishing, technology and communications.
Please let us know abous arcss that vou
wostld like to see covered from s legal point
of vicw in furure issues of Marketing News,
To make eonvact pleass e-mail Eliabeth A,
Forsyth on caf@dentonhall.com or tedephone
+4H4 (00 171 330 6559,

For further information about the Bill
and other e-commerce issues, pleasa
contact John Worthy
(inw&dentonhall.com) or Grant
Anderson (gra@dentonhall.com).

DENTON HALL
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