
in Jersey City, USA and 

the other from New Zea-

land. There is one va-

cancy. All Council meet-

ings are online using Go-

ToMeeting, and well at-

tended. Even the Council-

lors from the USA and 

New Zealand are actively 

engaged during the online 

meetings. Of the nine 

councillors residing in 

Council of the Canadian 

Institute of Marketing is 

the most diverse group of 

councillors that the Insti-

tute has experienced for 

more than 20 years. Coun-

cil is comprised of boomers 

and Gen Xers from three 

countries. Nine are located 

in Canada between New 

Brunswick and Alberta, 

one is a Canadian residing 

Canada, three are women, 

including our Chair, Faythe 

Pal. 

 

Council is charting our direc-

tion and passing administra-

tion of its policies and direc-

tives to executive director, 

Grant Lee, who works with 

committees to accomplish 

the wishes of Council. 

 

Top agenda items of the 

2011/2012 Council include 

implementation of regular 

testing for the Certificate of 

Registration and use of the 

RPM designation, accredita-

tion of the marketing pro-

ÎÙÈÔÚɯÖÍɯ"ÈÕÈËÈɀÚɯÊÖÓÓÌÎÌÚɯ

and universities, growing the 

(ÕÚÛÐÛÜÛÌɀÚɯÔÌÔÉÌÙÚÏÐ×ɯÉÈÚÌ, 

planning a two -day annual 

meeting and conference in 

early July 2012, planning for 

and celebration of the Insti-

ÛÜÛÌɀÚɯ30th year in 2012, 

building strategic alliances 

with affiliated organizations, 

strengthening its involve-

ÔÌÕÛɯÐÕɯÛÏÌɯ.ÕÛÈÙÐÖɯ"ÖÓÓÌÎÌÚɀɯ

Marketing Competition, de-

livering a series of Webinars, 

honouring a recipient of the 

James H. Jarrett Award, and 

ensuring a successful project 

with Acces Employment.  

Canadian Institute of Marketing Council raising the 

Instituteõs role in business, academia and government 
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ported, there can be longer produc-

tion runs, which lower manufactur-

ing costs. Even when the standard 

product is manufactured overseas, 

production costs will be lower be-

cause the extra research and design 

expense of either adapting domestic 

products or designing new ones for 

foreign sales will be avoided. Just the 

task of keeping many sets of specifi-

cations current requires additional, 

highly paid personnel in the home 

office. 

In summary, the benefits from stan-

dardization of the marketing mix are:  

 

1. Lower costs 

2. Easier control and coordina-

tion from head quarters, and  

3. Reduction of the time con-

sumed in preparing the mar-

keting plan.  

 

In spite of the advantages of stan-

dardization, many firms find it neces-

sary to either modify the present mix 

or develop a new one. The extent of 

the changes depends on the type of 

product (consumer or industrial), the 

environmental forces, and the degree 

of market penetration desired by 

management.  

The basic functions of domestic and 

international marketing are the same, 

although international markets often 

defer widely because of the great 

variations in uncontrollable environ-

mental forces. Even the forces we 

think as controllable vary within 

wide limits: distribution channels to 

which the marketer is accustomed are 

unavailable, and certain aspects of 

the product may be different.  

 

Promotional mixes are often dissimi-

lar, and distinct cost structures may 

require different prices to be set. The 

ÐÕÛÌÙÕÈÛÐÖÕÈÓɯÔÈÙÒÌÛÐÕÎɯÔÈÕÈÎÌÙɀÚɯ

task is complex. He or she frequently 

must plan and control a variety of 

marketing strategies rather than one, 

and then coordinate and integrate 

those strategies into a single market-

ing program.  

 

Both global and multinational mar-

keting managers, like their domestic 

counterparts, must develop market-

ÐÕÎɯÚÛÙÈÛÌÎÐÌÚɯÉàɯÈÚÚÌÚÚÐÕÎɯÛÏÌɯÍÐÙÔɀÚɯ

potential foreign markets and analyz-

ing the many alternative marketing 

mixes. Their aim is to select markets 

that the firm can serve at a profit and 

formulate combinations of tactics for 

product, price, promotion and distri-

bution channels that will best serve 

those markets. 

 

The Marketing mix consists of a set 

of strategy decisions made in the 

areas of product, promotion, pricing 

and distribution for the purpose of 

satisfying the customers in a target 

market. The number of variables in-

cluded in these four areas is ex-

tremely large, making possible hun-

dreds of combinations. 

 

Often, the domestic operation has 

already established a successful mar-

keting mix, and the temptation to 

follow the same procedures overseas 

is strong. Important differences be-

tween the domestic and foreign envi-

ronments may make a wholesale 

transfer of the mix impossible.  

Management would prefer global 

standardization of the marketing 

mix. That is, it would prefer to em-

ploy the same marketing mix in all 

ÖÍɯÛÏÌɯÍÐÙÔɀÚɯÖ×ÌÙÈÛÐÖÕÚɯÉÌÊÈÜÚÌɯÚÛÈÕ-

dardization can produce significant 

cost savings. If the product sold in 

the domestic market can be ex-
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Brand Equity & Brand Identity: The 

whole and its parts  

6ÏÈÛɯÏÈÚɯÉÌÌÕɯÊÈÓÓÌËɯɁbrand equityɂɯ

ÙÌÍÌÙÚɯÛÖɯÈɯÉÙÈÕËɀÚɯnet worth, financial 

and otherwise. It has been defined as 

ɁÈɯÚÌÛɯÖÍɯbrand assets and liabilities 

linked to a brand. The brand name, 

and symbol, add to or subtract from 

the value provided by our service to 

our customers.  

 

Brand Valuation and Brand Identity  

Brand Valuation refers to those factors 

that have a direct bearing on the 

worth of the brand, including its fi-

nancial assets, both tangible and 

goodwill. The valuation side of eq-

uity is directed toward our stake-

holders and other parties interested 

in the financial worth of the com-

pany, such as shareholders, vested 

employees, financial analysts, and 

the like. 

 

Brand Identity refers to that part of 

the equity that reaches outward to 

offer benefits that make it more at-

tractive as the object of a possible 

purchase. Brand identity is a product 

ÖÍɯÛÏÌɯÔÌÓËÐÕÎɯÖÍɯÈɯÉÙÈÕËɀÚɯ×ÖÚÐÛÐÖÕ-

ing and personality, and is played 

out in the service performance. The 

brand name, our logo and graphic 

system, brand marketing communi-

cations, and in other ways, in which 

the brand comes into contact with its 

constituencies. The identity facets of 

the brand are directed toward our 

customers and prospects. Using an 

analogy, if you think of a brand as a 

house, the total financial worth of the 

house is its equity.  

 

Part of that equity is its identity; its 

attractive architecture, the colour its 

painted on the exterior, the landscap-

ing, how cozy its interior looks, how 

ÞÌÓÓɯÐÛɀÚɯÉÌÌÕɯÔÈÐÕÛÈÐÕÌË, and how it 

ÊÖÔ×ÈÙÌÚɯÛÖɯÐÛÚɯɁÊÖÔ×ÌÛÐÛÖÙÚɂɯÛÏÈÛɯÐÚ, 

neighbouring houses. The distinction 

between brand equity and brand iden-

tity  is an important one. 

 

 ɯÉÙÈÕËɀÚɯidentity, while still part of 

its overall equity, deals specifically 

with how the RFR brand is viewed by 

its current and potential purchasers. 

Everyone associated with the brand 

(Brand Stewards) should be working 

ÛÖɯÐÕÊÙÌÈÚÌɯÈɯÉÙÈÕËɀÚɯÛÖÛÈÓɯequity over 

time it is the identity that may have 

the best opportunity to routinely in-

fluence customers. If our brand iden-

tity is successfully sustained, their 

ÉÙÈÕËÚɀɯÌØÜÐÛÐÌÚɯÞÐÓÓɯÚÛÙÌÕÎÛÏÌÕɯÈÕËɯ

grow.  

 

3ÏÌɯÔÐÚÓÌÈËÐÕÎɯ(ÔÈÎÌɯÖÍɯɁ(ÔÈÎÌɂ 

.ÕÌɯÛÌÙÔɯÜÚÌËɯÛÖɯËÌÚÊÙÐÉÌɯÈɯÉÙÈÕËɀÚɯ

general reputation -ÐÛÚɯɁ(ÔÈÎÌɂ. Re-

ÚÌÈÙÊÏÌÙÚɯÏÈÝÌɯÌØÜÈÛÌËɯɁÐÔÈÎÌɂɯ

physical and attitudinal brand asso-

ciations that have to do with how 

×ÌÖ×ÓÌɯÝÐÌÞɯÈɯÉÙÈÕËɀÚɯÖÜÛÞÈÙËɯÊÏÈÙ-

acteristics. Names and logos are part 

of the mortar that bonds together the 

ÉÙÐÊÒÚɯÖÍɯÈɯÉÙÈÕËɀÚɯÐËÌÕÛÐÛà. They are 

the most frequently seen and heard 

facets of a brand. They have a power-

ful influence on how a brand is viewed 

by its users and prospects. BUT, they 

are not at the core of what a brand 

is. 

 

While being aware of these important 

building blocks, the pressures of our 

workaday lives often demand that 

we act quickly and examine the fine 

points of branding only after we still 

have a brand to worry about. Realisti-

cally, the brand team may only have 

the time and energy to concentrate on 

the two most crucial variables that 

ËÐÊÛÈÛÌɯÈɯÉÙÈÕËɀÚɯÐËÌÕÛÐÛà: 

 

¶ How a brand is positioned 

within the minds of customers 

and prospects. 

¶ What kind of living personality 

the brand projects into the 

marketplace. 

 

Brand positioning and personality 

are hardly new concepts although 

ÛÏÌàɀÙÌɯÖÍÛÌÕɯÔÐÚÜÕËÌÙÚÛÖÖË. Even 

so, they remain the most critical com-

ponents of the brand identity because 

they dictate how users and prospec-

tive users judge the attractiveness 

and the necessity of a brand. In other 

words, people buy brands mostly 

because of: the way they can fit those 

brands into their own lives, and be-

cause they like the personalities pro-

jected by them. 

 

Brand positioning is the strategic gene-

sis of the marketing mix. Freudians 

ÔÐÎÏÛɯÊÈÓÓɯÛÏÌɯ×ÖÚÐÛÐÖÕÐÕÎɯÛÏÌɯɁÌÎÖɂɯ

of a brand and like the human ego, 

ÐÛɀÚɯnot created by the individual brand 

itself, but by how others perceive it. If 

a marketer wants to change the posi-

tioning of its brand, it sends out sig-

nals into the marketplace, signals 

from this point forward we will be 

ÊÈÓÓÐÕÎɯɁ×ÖÚÐÛÐÖÕÐÕÎɯ×ÙÖÔ×ÛÚɂ.  

 
        continued on page 4 
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The strategic personality is the set of 

external qualities of our brand, its 

public face, which is a direct extension 

of its positioning.  

 

The strategic personality is the brand 

brought to life . (ÛɀÚɯÈɯÞÈàɯÖÍɯÙÌÓÈÛÐÕÎɯ

to current and future customers: on 

their own plane, providing attractive-

ness, ÈÕËɯɁÌÔÖÛÐÖÕÈÓɂɯÓÐÕÒÈÎÌɯÛÏÈÛɯ

cements relationship with them. The 

identity of a brand is largely formed 

from the confluence of its positioning 

and strategic personality, that is, 

from the singular way in which those 

two core components stream together 

and outward towards the prospect.  

 

The identity ÐÚɯÈɯÉÙÈÕËɀÚɯ#- ɯÊÖÕ-

figuration, a particular set of brand 

elements, blended in a unique way, 

which determines how that brand 

will be perceived in the marketplace. 

 

 ɯ!ÙÈÕËɯÔÜÚÛɯÏÈÝÌɯÈɯɁÚÖÜÓɂ 

A soul is defined as its spiritual cen-

tre, the core values that defines the 

brand and permeates all other as-

pects of the brand. Closely related to 

the brand soul concept is the idea of a 

ÉÙÈÕËɀÚɯɁÌÚÚÌÕÊÌɂ. Brand essence 

meansɭThe central nature of what 

RFR represents to all those who come 

into contact with it. The essence of a 

brand is the core of its identity.  

 

The Brand service proposition dis-

tils down to a single word essence  

This is sometimes referred to as the 

Ɂ-$22ɂɯÖÍɯÛÏÌɯÉÙÈÕË. What words 

ËÌÚÊÙÐÉÌɯɁ"ÖÒÌ--$22ɂɯÖÙɯɁ-(*$-

NESS? 

 

The words are divided between one-

word associations as consumers 

might see them and as marketers 

might see them, based on advertising 

and other prompts they send into the 

marketplace. Beyond word associa-

tions, the essence of a brand extends 

to include everything the brand 

hopes to register with prospects and 

customers about why it is the pre-

ferred choice.  

To create a successful identity, a 

Brand optimum positioning and stra-

tegic personality must drive the mar-

keting program. This means that our 

brand vision, our name, our stan-

dards, our signage, our advertising, 

our community activities, and our 

promotion strategies are intrinsic. We 

must ensure that our service lives up 

to, or better yet, exceeds our cus-

ÛÖÔÌÙɀÚɯÌß×ÌÊÛÈÛÐÖÕÚ.  

 

Strategy 

Build innovation into existing ser-

vices and to introduce innovative 

new entries as often as is reasonable.  

 

Invest in marketing support to 

ÚÛÙÌÕÎÛÏÌÕɯÛÏÌɯÉÙÈÕËɀÚɯÐËÌÕÛÐÛà.  

 

 ËÖ×ÛɯÈɯɁ!ÙÈÕËɯ(ËÌÕÛÐÛàɯ2ÛÙÈÛÌÎàɂɯ 

 

Build the strongest possible brand 

identity by: conducting periodic, ob-

jective analyses of where the brand 

stands at the present; learning where 

ÛÏÌɯÉÙÈÕËɀÚɯÖ××ÖÙÛÜÕÐÛÐÌÚɯÓÐÌɯÉàɯÎÌÛ-

ting to know its customers and pros-

pects as individuals; blending the 

most relevant positioning cues with a 

unique and attractive strategic per-

sonality; ËÙÐÝÐÕÎɯÛÏÌɯÉÙÈÕËɀÚɯÐËÌÕÛÐÛàɯ

through all possible brand identity 

contact points; and readying the 

brand for full participation in interac-

tive marketing programs.  

 

A brand identity strategy is an atti-

tude and a framework for action. As 

an attitude, identity building can be 

the edge that a brand needs to survive 

and excel in a hostile marketplace. It 

can help the brand team focus on how 

to retain and build those brands un-

der their care.  

 

A brand identity strategy is about be-

ing honest regarding what assets and 

liabilities the brand carries with it, 

and about looking for every opportu-

ÕÐÛàɯÛÖɯÊÈ×ÐÛÈÓÐáÌɯÖÕɯÈɯÉÙÈÕËɀÚɯ

strengths. It demands full -time con-

centration, the same kind of concen-

tration that good parents are willing 

to commit to their children.  

 

As an action plan, it calls for everyone 

to understand our customers and 

prospects as they understand them-

selves and to use that perspective to 

create irresistible marketing programs 

that are operating at capacity every 

time the brand is in contact with those 

individuals. No brand identity is per-

fectly built or entirely secure.  

 

Consequently, every brand, regardless 

of its position, should be in some 

stage of identity building. The best 

managers are never completely satis-

fied with their business performance 

to date, nor should they ever believe 

that their brand identity is ideal. The 

brand identity strategy must offer a 

multi -step approach to identity build-

ing. 

 

 
        continued on page 5 
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In 2009 at the invitation of Nelson 

Education, three prospective authors 

from different regions in Canada were 

asked to consider working with a 

leading USA author Chares Lamb to 

develop a new approach to a market-

ing text. 

 

Rick Appleby, MCInst.M (Western 

Canada from Okanagan School of 

Business), Henry Kaise (Central  Can-

ada, Durham College ), Harish Ka-

poor (Eastern Canada, Acadia Univer-

sity) each had reviewed the findings 

from interviews and focus groups of 

marketing professors, and students on 

what they (the consumers) liked and 

disliked about current marketing 

texts. 

 

,*3&ȿÚɯÈÐÔɯÞÈÚɯÛÖɯÌÕÚÜÙÌɯÛÏÈÛɯÈÓÓɯ

key marketing information was pre-

sent, but do it in about half the vol-

ume of traditional texts. This was to 

be done by removing things like au-

thor bios, unread intro chapter sce-

narios, too many examples on an is-

sue for one instead using current ex-

ample relevant to the reader with 

pictures to make it more interesting, 

changing design layout.  

 

Reference materials, questions, cases, 

and quizzes were made available on-

line. The result is an interesting mar-

keting text that focus groups and pro-

fessors agree that they read as it is 

more interesting, easier to under-

stand, takes less time and costs less. 

 

,*3&ɯÐÚɯÛÏÌɯɁ3Ö×ɯ2ÌÓÓÐÕÎɂɯÜÕËÌÙ-

graduate text in Canada. To keep 

MKTG current, the authors are pre-

paring for the second edition for re-

lease in spring of 2012 with proposed 

additional features to meet the 

changing needs and wants of 

students and professors.  

Marketing book co-authored by Richard  

Appleby, MCInst.M, adopted as Instituteõs  

reference book Individualizing the customer happens 

when smart brand marketers rethink 

who their targets are by acknowledg-

ÐÕÎɯÛÏÈÛɯÛÏÌàɯÔÈàɯÕÖÛɯÉÌɯɁÛÈÙÎÌÛÚɂɯÈÛɯ

all, but individual human beings who 

must be understood in the same way 

that marketers understand them-

selves. These processes we call indi-

vidualizing, the profiling of prospects 

as individuals, and how individuals 

think about brands.  

 

Prompting the Power Positioning  

The only position with real power is 

the one in the mind of the prospect, 

positioned by that prospect. Every-

ÛÏÐÕÎɯÐÕɯÛÏÌɯÉÙÈÕËɀÚɯÔÈÙÒÌÛÐÕÎɯ×ÙÖ-

gram emanates from its positioning, 

and the positioning must emanate 

from our accurate visualizations of 

our prospects. 6ÏÈÛɀÚɯÔÖÚÛɯÙÌÓÌÝÈÕÛɯ

to the prospect and therefore, ÞÏÈÛɀÚɯ

ÔÖÚÛɯÙÌÓÌÝÈÕÛɯÛÖɯÈɯÉÙÈÕËɯÐÚɯÞÏÈÛɀÚɯÎÖ-

ÐÕÎɯÖÕɯÐÕɯÛÏÈÛɯÐÕËÐÝÐËÜÈÓɀÚɯÓÐÍÌ. 

 

 

 

 

 

 

 

 

 
James R. ȿ#ÖÊɀɯ'ÈÓÓÐËÈàɯ,! ., FCInst.M. 

RPM., CMC. 

Strategic Imagineer 
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it, competition. Prices started to fall. 

The differentiation was reach. Towers 

started to pop up everywhere as the 

reach of both expanded island wide. 

Then the third arrived, and the price 

war began. Perhaps the same story 

can be related about Walkman which 

was also one-of-a-kind ɬ a new cate-

gory.  

 

Celltel and Walkman were new to the 

world products, so they enjoyed zero 

competition and first entry advantage. 

Very often I ask my class ,who went 

to the moon first? Many remember, 

then I ask, who was the second. Few 

recall. This is the power of first entry. 

But first entry must be built on a sus-

tainable positioning, otherwise, it will 

fall victim to competition.  

 

Is first entry alone sufficient to sus-

tain? Madanayake (2002) asserts, that 

the purpose of marketing is to iden-

tify, create and sustain competitive 

advantage and drive a business to sell 

more goods, services or ideas to target 

markets at profitable prices. The first 

ÐÕɯÛÏÐÚɯÌßÈÔ×ÓÌɯÊÖÜÓËÕɀÛɯÐËÌÕÛÐÍà, cre-

ate or sustain competitive advantage 

and was soon bought by another. 

 

This means that first entry alone is not 

enough, ÐÍɯÐÛɯÐÚÕɀÛɯÚÜÚÛÈÐÕÈÉÓÌ, and one 

has to watch carefully for other new 

players and their products and substi-

tutes. The third company targeted 

differentiation and visibility and was 

market oriented. They enhanced their 

reach with clarity, introduced a range 

of new products including 3G, and 

created unprecedented visibility. They 

became the market leader and influ-

enced tremendous market growth. 

They made huge profits and had 

equally large market share.  

Markets are seen as red oceans full of 

relentless competition. Looking for 

blue oceans with ample market 

space and no competition is advised. 

Why is this so? 

 

The advent of mobile phones in Sri 

Lanka took place around the late 

eighties. The first company was Cell-

tel. The phone unit was as big as a 

brick, strong and heavy. One could-

ÕɀÛɯËÖɯÝÌÙàɯÔÜÊÏɯÖÛÏÌÙɯÛÏÈÕɯÛÈÒÐÕÎɯ

and receiving calls, and at the least, 

people could use it for self defense! 

The pioneering models had only a 

single featureɭto take and receive 

calls.  

 

The price was Rs. 140,000 ± including 

connection. A call was over Rs. 20±, 

and this was a luxury few could af-

ford, but Celltel secured their ROI on 

low volume but high margin. They 

were able to do so because there was 

no competition and were unchal-

lenged. They had an open field to do 

whatever they pleased. They had the 

first entry advantage of a new cate-

gory.  

 

The second player arrived, and with 

© 2011 Canadian Institute of Marketing 

Creating new categories 
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!ÜÛɯÛÏÌàɯÞÌÙÌÕɀÛɯÞÐÛÏÖÜÛɯÛÏÌÐÙɯÚÏÈÙÌɯ

of anxiety, and soon another new 

player came and their strategy was to 

focus and attack on price. They 

brought call rates down and the 

leader in fear followed suit. The next 

financial year the leader took substan-

tial losses. 3ÏÌÐÙɯ×ÙÐÊÐÕÎɯËÐËÕɀÛɯÚÜ×-

port their overheads. Their human 

resources overhead in particular was 

significant, and was compelled to 

shed weight to survive.  

 

!ÜÛɯÛÏÌɯÕÌÞɯ×ÓÈàÌÙɯÊÖÜÓËÕɀÛɯÚÜÚÛÈÐÕɯ

and exited. The company was bought 

by another who was a monopoly in 

their market and this competitive en-

vironment was new to them. They are 

doing many things, created lot of visi-

bility but do not enjoy very many us-

ers. Today the price of a basic phone 

is around Rs. 2,500± not Rs. 140,000± 

and the call rate is between Rs. 1± to 

2± not Rs. 20±. Creating new catego-

ÙÐÌÚɯÐÚɯÎÙÌÈÛɯÉÜÛɯÛÖɯÚÜÚÛÈÐÕɯÐÚÕɀÛɯÌÈÚà. 

The lesson is new category strategy is 

effective, but must be one that is sus-

tainable. 

 

Here is an example of sustaining a 

new category for many years. In 1996 

a group of companies decided to buy 

a company that was set up to promote 

the use of soybean based products in 

Sri Lanka. !ÜÛɯÛÏÌàɯËÐËÕɀÛɯÏÈÝÌɯÈÕàɯ

tangible value proposition that would 

bring profitable turnover. The only 

product development that was taking 

place was to produce partially de -

fatted soybean flour using their extru-

sion facility.  

 

The company then hired an executive 

director of another company involved 

in a similar industry producing differ-

ent type of extruded products, also 

using soybean based technology.  

 

 
        continued on page 7 
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ate. The only company who tried was 

a breakaway group, but they could 

only add few ingredients in their at-

tempt to differentiate and that too 

ËÐËÕɀÛɯÛÈÒÌɯÛÏÌÔɯÈÕàÞÏÌÙÌ. 

 

The lesson learned is that new cate-

gory development is a great step for a 

company to gain first entry advan-

tage, higher prices, and unchallenged 

growth. But, to retain competitive 

advantage it must be conscious of 

future competition and where it 

could hurt them. Pricing, placement, 

and differentiation are important as-

pects, as most value propositions 

(once well differentiated) go through 

a commoditization phase and lose 

specific attributes.  

 

Eventually, most fast moving con-

sumer goods end up as virtual com-

modities facing endless competition. 

The only way to succeed and sustain 

is to stay beyond competition. Supe-

rior impregnable concepts as seen in 

the above example or constant differ-

entiation to stay ahead are simple 

strategies that companies should fo-

cus on. Lux, Coke, Sunlight are few 

brands that come to mind that have 

sustained market share for decades. 
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Emmanuel Martel 

passes fall exam for 

Certificate of  

Registration and  

privilege to use RPM 

credential 
The first member 

of the Canadian 

Institute of Mar-

keting to chal-

lenge the written 

and oral exams 

for the Certificate 

of Registration is 

Emmanuel Mar-

tel, MCInst.M., 

RPM of Ottawa. 

 

Emmanuel (#506), challenged the 

exams that were created under the 

new protocol for taking the exams 

that was developed over the past 18 

months.  

 

Several professors who are members 

of the Institute and Fellows contrib-

uted to the exams that are a mixture 

of applied marketing standards and 

principles. The exams are facilitated 

by the GoToMeeting online meeting 

service, and the written and oral 

questions are changed for each ex-

amination. The examiners are able to 

interact with the candidate, and ses-

sions recorded for any necessary re-

view.  

 

The C of R exam is for professional 

members who wish to practise as a 

Registered Professional Marketer, 

subject to mandatory continuing edu-

cation and renewal of the C of R 

every 3 years by submitting a Record 

of Continuous Professional Develop-

ment that benchmarks expectations 

for renewal. Congratulations, 

Emmanuel. 

One day during a visit to the Health 

Ministry he came upon a research pa-

per that said, there was 85% protein 

under nutrition in the country. This he 

believed was the opportunity he was 

looking for, purely because soybean 

was rich in protein. He summoned a 

meeting of his management team and 

requested they find a solution to this 

problem.  

 

Within a few days they were able to 

produce a good product that ad-

dressed the main concern of protein 

under nutrition, but consumer accep-

tance was questionable due to the 

strong taste of soybean. Hence, vari-

ous formulas were tested and finally 

they came out with a winning for-

mula, as a mid-day snack or as a ce-

real. Instead of mass marketing they 

tried regional marketing and got peo-

ple to sample the product. This was 

their success. 

 

Today it is the most successful FMCG 

as there is no competition from any 

company, for over 15 years. The vi-

sionary executive director kept the 

price low. The multi -nationals who 

have similar machinery in their pro-

duction facilities have not ventured 

out, ÈÚɯÍÖÙɯÛÏÌÔɯÛÏÌɯÔÈÙÎÐÕɯÐÚÕɀÛɯÚÜÍÍÐ-

cient. Thus, this great product has 

helped a nation to mitigate the protein 

under nutrition problem and rides on 

happily making a reasonable ROI. For 

them, it is still a blue ocean. The secret 

is the low cost and the low price.  

 

Keeping to a low cost, low margin and 

low price strategy will prevent new 

entrants who will find upon conduct-

ing an industry analysis, that there are 

barriers to entry, due to low cost and 

low margin. Further in this product, 

there is very little one can differenti-

New categories 

   ...continued from page 6 
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sidered and frameworks established 

to anticipate and pre-empt competi-

ÛÖÙɀÚɯÐÕÐÛÐÈÛÐÝÌÚ. 

 

2. CI critically looks at the action of 

groups of competitors within specific 

market and /or market leaders to pro-

actively establish growing trend. For 

example, spotting the convergence of 

technologies and operating proce-

dures, especially within the com-

puter, mobile and financial indus-

tries. 

 

3. Managers can learn, since competi-

tive intelligence tends to be exter-

nally focused. By constantly revisit-

ing the opposition (competitors), 

managers are able to develop, adapt 

and innovate product offering. Exam-

ples of this technique includes re-

engineering, scenario planning, and 

benchmarking activities.  

 

4. CI involves delivery of concise, 

timely information to decision mak-

ers, and the ability to share informa-

tion across functional areas to pro-

vide easy access to knowledge. The 

overall objective is to enhance corpo-

rate communication and promote 

team-work within the entire organi-

zation.  

 

Competitive intelligence supports the 

entire planning process and strategic 

direction of the organisation.  

 

The competitive intelligence cycle 

In the planning process, reviews are 

undertaken constantly to ensure its 

effectiveness. For competitive intelli-

gence to work, marketers must be 

web linked to trap any external ob-

ject. 

 

The C.I. cycle developed by Kahaner, 

1997 is shown in Figure 2 

 
        continued on page 9 
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type of information obtained contrib-

utes to strategies proactively to face 

challenges within the industry. One 

can attest to the rivalry between Mi-

crosoft and Apple in key business ar-

eas. In the far east, growing car manu-

facturers like Hyundai and KIA are 

imitating models from the U.S. and 

Europe markets. This calls for a com-

petitive intelligence web so major 

players can be on top of their indus-

try.  

 

CI Meaning? 

CI is a structured, ethical and legal 

process designed to gather, analyse 

and distribute data information relat-

ing to current and potential competi-

tors. The success of C.I. is the ability 

to turn basic raw data into actionable 

intelligence; this must be timely, with 

appropriate information to decision 

makers to facilitate action. And with 

this, your business should be pro-

tected from any shock waves. 

 

The purpose of competitive  

intelligence 

Competitive intelligence can provide 

useful functions within any organiza-

tion. These are summarized in  

Figure 1 

1. This allows an organization to con-

sider the likely actions of specific 

competitors. The various strength and 

weakness of competitors can be con-

"ÖÕÚÐËÌÙÐÕÎɯÛÖËÈàɀÚɯÊÖÔ×ÌÛÐÛÐÝÌɯÈÕËɯ

challenging business environment, 

where numerous organization are 

competing and imitating each others 

products and services, calls for new 

ways of monitoring activities of com-

petitors and how best to stay active 

within this challenging web, com-

petitive intelligence is essential. The 

concept of Competitive Intelligence 

(C.I.) is based on the idea of how 

security agencies operate within a 

country, especially the CIA of USA. 

Relentless monitoring, storage and 

analysing intelligence information is 

the defence to any external aggres-

sion or invasion.  

 

Why competitive intelligence?  

CI should be a strategic priority for 

managers and most proactive firms, 

because of intense competition in 

globalisation, rapid technological 

development, mergers and acquisi-

tions, brand imitation, and grey mar-

keting.  

 

Competitive intelligence tends to be 

more externally focus than market-

ing intelligence. The CI is aimed to 

gather and analyse every bit of infor-

mation from industry players. The 

© 2011 Canadian Institute of Marketing 
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