
more competitive and in-

novative. 

 

According to  Graham 

Hale, Managing Director, 

Interbrand UK, a brand is a 

living business asset, 

brought to life across all 

touch points, which, if 

properly managed, creates 

identification, differentia-

tion and value. Brands 

matter because they raise 

awareness of a product or 

service. They show what is 

distinctive about the 

brand and convey emo-

tional relevance, making 

the case for purchases 

against other alternatives. 

This ability to influence 

choice can lead to price 

premiums, loyalty and 

advocacy that will gener-

ate revenue and profit for 

the owners).  

 

When the flavour of food 

is appealing, people will 

want to have a taste. And 

once the taste meets their 

expectation, they will re-

turn and bring others to 

have a bite, leading to loy-

alty towards that flavour. 

When the flavour of a 

brand is appealing, that 

Recent notions of branding 

have been entangled in 

issues of political, financial, 

and social matters. Fast 

moving consumer goods 

from Coca-Cola and soap 

manufacturers began the 

entanglement in a straight 

forward consumer goods 

era, when product lines 

were extended. Branding 

gained in importance in the 

20th century when com-

merce started growing, and 

consumers demanded 

products. Consumer de-

mand opened opportuni-

ties for similar and emerg-

ing brands to start compet-

ing. By the mid 1990s and 

the new millennium, there 

was a need for profit and 

not-profit organizations to 

focus on branding to be 

brand will survive the test 

of time and gain a competi-

tive edge over competitors.  

This essence of branding is 

characterized by brands 

like Apple, Tesco, Toyota, 

Mercedes, Sony, and 

Nokia. 

 

Branding is a process of 

constantly differentiating  

products in the market to 

help create customer loy-

alty. A brand is often 

termed as the symbol, logo, 

patent or trademark which 

is duly registered and en-

joying legal protection. 

Despite this protection, 

competitors easily imitate 

and place similar offers in 

the market to confuse cus-

tomers and win market 

share. This tactic is associ-

ated with products coming 

from the far east and new 

markets of African coun-

tries, where European and 

American goods once 

dominated. 

 

The concept of branding 

practically 

The concept of branding, 

through planning, imple-

mentation and utilization 
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focusing on them, 

¶ Have the global environment 

in mind, as the digital age has 

made the marketplace more 

global than ever before, and  

¶ Be prepared to stay ahead of 

other competitors to create a 

niche, since marketing is all 

about change and improve-

ment.  

 

Conclusion 

A brand is a promise to the customer. 

Every element of an organization has 

to fulfil the promise. Brands that  

meet customer expectations will be 

trusted, because the brand provided 

what they need. This promise must 

be kept at the highest level through 

constant rebranding (Cindy Barnes, 

Dec/Jan 2010-2011, Marketer, 

CIM,UK). Get the brand right and it 

will ensure that your customers are 

delighted. Brands are not a simple 

ÓÖÎÖȮɯÚÐÎÕÚɯÖÙɯÛÙÈËÌÔÈÙÒÚɯÛÏÈÛɯÈÙÌɯȿɯ

grafted onto a business in a way that 

is superficial or skin deep. Brands are 

the business. 
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can be seen in the branding of the 

automobile and electronic industry. A 

few companies like Toyota, BMW, 

Sony, LG, Nokia, are constantly giv-

ing their customers value for money 

through innovations. They are con-

tinuously reviewing models in their 

portfolios and providing new fea-

tures to keep them dominant through 

their product lifecycle. Service pro-

viders like airlines and tourism op-

erators are included in planning stra-

tegic direction for success through 

branding.   

 

Reward of branding 

The reward of branding was identi-

ÍÐÌËɯÉàɯ ÈÒÌÙɯȹƕƝƝƕȺȮɯÈÚɯɁÈɯÚÌÛɯÖÍɯÈÚɪ

ÚÌÛÚɯÈÕËɯÓÐÈÉÐÓÐÛÐÌÚɯÓÐÕÒÌËɯÛÖɯÈɯÉÙÈÕËɀÚɯ

name and symbol that add to or sub-

tract from the value provided by a 

×ÙÖËÜÊÛɯÖÙɯÚÌÙÝÐÊÌɯÛÖɯÈɯÍÐÙÔÚɀɯÊÜÚÛÖÔɪ

ers. 

 

Organizations should strive to pro-

duce a brand equity that delivers 

value to the customer. This will result 

in either the customer sharing greater 

brand loyalty or being willing to pay 

a premium price. Brand that contains 

high equity have strong name aware-

ness, strong association attached, a 

perception of quality and have high 

level of brand loyalty.  

 

The results of branding 

The way for a company to enjoy high  

equity is through branding. When 

there is loyalty for the brand, it will 

have: 

¶ Repeat business through the 

creating of value for customers 

to earn their life loyalty, 

¶ High volume sales increase in 

profitability through market 

share, 

¶ As an attractiveness for current 

and potential investors, and 

¶ A sense of pride within cus-

tomers to be associated with 

always. 

 

What creates brand equity? 

Aaker, 1991, attests to the fact that a 

ÊÖÔ×ÈÕàɀÚɯÉÙÈÕËɯȮÉÌɯÐÛɯÈɯ×ÏàÚÐÊÈÓɯ

product or service that creates value, 

can be a gain in assets or loss in in-

vestments as a liability for investors. 

It is the equity which determines the 

value of an entity when there is go-

ing to be a major acquisition, merg-

ers or takeover.  

 

Some financial analysts felt that the 

amount of almost a billion dollars 

paid by Vodafone for taking over 

Ghana telecom was on the lower 

side, based on its physical assets 

which are far more than Areeba. The 

value of the brand made the differ-

ence. For a brand to enjoy equity it 

must posses the four components in 

Figure 1: 

Keeping  the branding flavour 

Companies who intend to survive in 

a dynamic environment, irrespective 

of the industry must always: 

¶ Be innovative in their product 

development processes by 

producing better products 

with sustainable differences, 

¶ They must invest in their R&D 

financial and non financial 

resources, 

¶ Be on the side of the customer 

in terms of predicting their 

wants and needs, and then 
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To build a strong brand, we must 

implement our brand with hard-

hitting positioning strategies that 

differ significantly from competitors. In 

fact, most powerful differentiation 

strategies are directly opposite from 

those of primary competitors.  

 

Market Leadership Strategies for 

Services Companies, Terrill and 

Middlebrooks, believe so strongly in 

this extreme differentiation theory 

that they refer to it as oppositioning. 

Think about the following types of 

companies: CPA firms, Law firms, 

financial advisory firms, IT consult-

ants, Strategy consultants. Of the 

companies in these fields, what are 

their positioning strategies? Addi-

tionally, which are directly opposite 

of the other? Do you really even 

care?  

 

Differentiate 

Dissecting a brand and being pain-

ÍÜÓÓàɯÊÈÕËÐËɯÈÉÖÜÛɯÞÏÈÛɀÚɯÜÚÈÉÓÌɯÍÖÙɯ

identity building and what should 

be repaired or discarded altogether 

is a fundamental step. We must dig 

ËÌÌ×ɯÐÕÛÖɯÖÜÙɯÉÙÈÕËɀÚɯ×ÙÖÚ×ÌÊÛɯÉÈÚÌɯ

to understand who our brand is sell-

ing to and what motivates them to 

buy, not just for groups or segments, 

but for individuals. Let me be clear 

about my belief that it is the buyer who 

positions a brand, not the seller. A value 

proposition is unique to the individ-

ual who is considering it! 

 

Category  

"The most effective, most productive, 

most useful aspect of branding is cre-

ating a new category. In other words, 

narrowing the focus to nothing and 

starting something totally new. That's 

the way to become the first brand in a 

new category and ultimately the 

leading brand in a rapidly growing 

new segment of the market." - Ries 

and Ries, "Law of the Category," 22 

Immutable Laws of Branding  

 

Word ownership 

"If you want to build a brand, you 

must focus your branding efforts on 

owning a word in the prospect's 

mind, a word that nobody else 

owns." ɭRies and Ries, "Law of the 

Word," 22 Immutable Laws of Brand-

ing. In industries where there are 

only a limited amount of players be-

cause of the nature of the industry 

(e.g., there are only so many car 

manufacturers), it is possible to own 

a word. Who owns safety; Volvo of 

course. 

 

In service industries, it's different. 

There is typically an overabundance 

of providers of all sizes, and few ge-

neric words one can own: Achieve-

ÔÌÕÛɯɈɯ!ÈÓÈÕÊÌɯɈɯ"ÖÕÛÙÖÓɯɈɯ"ÙÌÈÛÐÝɪ

ÐÛàɯɈɯ%ÈÔÌɯɈɯ(ÕËÌ×ÌÕËÌÕÊÌɯɈɯ(ÕÍÓÜɪ

ÌÕÊÌɯɈɯ(ÕÛÌÎÙÐÛàɯɈɯ+ÖàÈÓÛàɯɈɯ/ÌÙÍÖÙÔɪ

ÈÕÊÌɯɈɯ/ÓÌÈÚÜÙÌɯɈɯ/ÖÞÌÙɯɈɯ/ÙÌÚÛÐÎÌɯɈɯ

1ÌÚ×ÌÊÛɯɈɯ1ÌÊÖÎÕÐÛÐÖÕɯɈɯ2ÌÙÝÐÊÌɯɈɯ

2ÖÓÜÛÐÖÕɯɈɯ3ÙÈËÐÛÐÖÕɯɈɯ6ÌÈÓÛÏɯɈɯ6ÐÚɪ

dom. 

 

Sometimes, service firms use specific 

words that focus on need areas or hot 

buttons. Among CPA firms, these 

ÔÐÎÏÛɯÉÌɯÚÜÊÏɯÞÖÙËÚȯɯ ÜËÐÛɯɈɯ ËÝÐɪ

ÚÖÙɯɈɯ"ÈÚÏɯ,ÈÕÈÎÌÔÌÕÛɯɈɯ"ÖÔ×ÓÐɪ

ÈÕÊÌɯɈɯ$ÚÛÈÛÌɯ/ÓÈÕÕÐÕÎɯɈɯ%ÖÙÌÕÚÐÊɯ

 ÊÊÖÜÕÛÐÕÎɯɈɯ(ÕÛÌÙÕÈÓɯ"ÖÕÛÙÖÓÚɯɈɯ(Õɪ

ÛÌÙÕÈÛÐÖÕÈÓɯ3ÈßɯɈɯ2ÈÙÉÈÕÌÚɯɈɯ2ÔÈÓÓɯ

!ÜÚÐÕÌÚÚɯɈɯ5ÈÓÜÈÛÐÖÕɯȭ 

 

Being Number 1 in Revenue or Mar-

ket Share  

"At all costs you should avoid being 

second in your category."  

¶ Ries and Ries, 22 Immutable 

Laws of Branding. 

¶ 6ÌɯËÖÕɀÛɯËÖÌÚÕɅÛɯÉÌÓÖÕÎɯÐÕɯÈÕàɯ

market where it cannot be the 

best."  

¶ Phillip Kotler, Marketing Man-

agement. 

 

Being "number one" might be a natu-

ral strategic target, however being 

number one in the short term is not 

feasible. We can outpace or competi-

tion and take market share on our 

terms after a period. Revenue and 

market share are not necessarily the 

answer to greater success and higher 

profits. We need to focus on customer 

loyalty and building the brand repu-

tation to create greater revenue and 

profit.  

 

Publication after publication by well 

respected authors and academics, 

such as James Heskett in Putting the 

Service-Profit Chain to Work 

(Harvard Business Review) and Fred 

Reicheld in books like Loyalty Rules! 

echo this mantra.  

 

The idea here is not to make the argu-

ment for customer and associate loy-

alty over market share or revenue 

leadership. 

 

 
         continued on page 4 
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Brand identity 

 ɯÉÙÈÕËɀÚɯÐËÌÕÛÐÛàɯÏÈÚɯÈÓÞÈàÚɯÉÌÌÕɯÛÏÌɯ

most influential and most easily lever-

ÈÎÌËɯ×ÈÙÛɯÖÍɯÐÛÚɯÈÊÊÜÔÜÓÈÛÌËɯȿÌØÜÐÛàɀ.  

 

Building brand identity is about the 

realities of the individual customer 

who is in need of our services. Our 

brand is subject to more distractions, 

and harbour more scepticism than 

ever before. Our brand is the flag of 

our marketing plan. It stakes out a 

certain territory and informs the 

world that what lies within sight of 

the flag belongs to those who fly it.  

 

Our brand must create an identity:  a 

name, a graphic symbol, a meaning, 

an expectation, a covenant with our 

customers, a promise for our pros-

×ÌÊÛÚȮɯÈɯ×ÓÈÊÌɯÐÕɯÚÖÔÌÖÕÌɀÚɯÓÐÍÌȮɯÈɯ

space in our marketplace.  

 

Service parity is blurring the distinc-

tions between brands. Technology is 

making it easier for competition to 

duplicate every innovation, and 

nearly impossible to hold onto a ser-

vice advantage for any length of time. 

As parity becomes the norm, con-

sumers are more likely to discount 

the entire concept of premium 

brands.  

 

!ÙÈÕËÐÕÎɯÐÚɯÛÏÌɯÈÙÛɯÖÍɯȿÛÙÜÚÛɯÊÙÌÈÛÐÖÕɀȰɯ

with trust on the run, brands cannot 

be far behind. 

 

A brand has been defined as the 

name, logo, and other outward sym-

bols that distinguish a product or 

serve from others, but a brand is 

much more than that. 

 

The brand must be an assortment of 

expectations established by the seller 

that, once fulfilled, forms a covenant 

with its buyers. A brand covenant is 

an implicit guarantee that what cus-

tomers see is what they get.  

 

Brand performance that matches or 

exceeds brand promises has the high-

est probability of harvesting brand 

loyalty. Creating and sustaining trust 

within a franchise requires the 

matching of what is expected with 

actual performance. In the broadest 

sense, brand identity is the configura-

tion of words, images, ideas, and as-

ÚÖÊÐÈÛÐÖÕÚɯÛÏÈÛɯÍÖÙÔɯÈɯÊÖÕÚÜÔÌÙɀÚɯ

aggregate perception of a brand. 

 

The brand must strive to be a supe-

rior brand that promises and deliv-

ers.  

It must be in the best of all possible 

positions because we have consis-

tently exceeded the expectations of 

their prospects and users: (Kleenex, 

Hewlett-Packard, Federal Express, 

"ÈÔ×ÉÌÓÓɀÚȮɯ"ÖÝÌÙɯ&ÐÙÓȮɯÈÕËɯ#ÐÚÕÌàȭȺɯ

The strategy needs to establish how it 

ÞÐÓÓɯÉÌɯÚÖÓËȮɯÈÕËɯÛÏÌɯȿÚÛÙÈÛÌÎÐÊɯ×ÌÙɪ

ÚÖÕÈÓÐÛàɯÛÏÈÛɯÏÜÔÈÕÐáÌÚɯÐÛɀȭɯ(ÛɯÐÚɯÛÏÌɯ

way in which these two elements are 

blended and all those tangible and 

intangible execution elements that 

ideally flow from their joining. Ele-

ments such as the brand name, logo, 

graphic system, and so on. I am re-

peating myself but perhaps the most 

important thing to keep in mind about 

a brand identity is that it lives entirely 

in the mind of the beholder.  

 

An identity is not what a marketer cre-

ates, but what customers perceive has 

been created. That in turn hinges on 

who the consumers are as individuals, 

the environment in which they live, 

and the signals sent from the brand 

ÐÛÚÌÓÍȭɯ ɯÉÙÈÕËɀÚɯÔÌÚÚÈÎÌɯÐÚɯÙÌÊÌÐÝÌËɯ

through a series of filters that exist 

ÞÐÛÏÐÕɯÌÈÊÏɯÊÖÕÚÜÔÌÙɀÚɯÓÐÍÌȭɯ6ÏÈÛɯ

settles into his or her brain is the only 

true identity the brand has created. 

The rest are only intentions and 

wasted messages. 

 

Brands do not have to die, but they 

can be murdered. The marketing 

#ÙÈÊÜÓÈɀÚɯÈÙÌɯËÙÈÐÕÐÕÎɯÛÏÌɯÝÌÙàɯÓÐÍÌɪ

blood away from brands. Brands are 

being bargained, belittled, bartered, 

ÈÕËɯÉÈÛÛÌÙÌËȭɯ(ÕÚÛÌÈËɯÖÍɯÉÌÐÕÎɯȿÉÙÈÕË-

ÈÚÚÌÛɯÔÈÕÈÎÌÙÚɀȮɯÔÈÕàɯÈÙÌɯÊÖÔÔÐÛÛÐÕÎɯ

brand suicide through the self-

inflicted wounds of excessive empha-

sis on sub branding, and lack of re-

spect of the power of team branding.  

 

 
)ÈÔÌÚɯ1ȭɯȿ#ÖÊɀɯ'ÈÓÓÐËÈàɯ,! ȭȮɯ%"(ÕÚÛȭ,ȭɯ

RPM., CMC. 
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A few years ago, I came across a book 

that was just published, and one that 

after that time made it to the top of 

the must read list of business books 

at famous bookstores. The book was 

ahead of its time, in line with its title. 

Just this year, I saw the book listed as 

a Top Ten business book to read at an 

airport in South East Asia. In that 

book ɬ The Extreme Future ɬ The Top 

Trends that will reshape the world in the 

next 20 years, author DR. James Can-

ton wrote about trends that will cre-

ate risks and opportunities. 

 

I bought the book and read it well, 

thinking how will marketers react 

given these trends? Over the last few 

years, it has become more evident of 

some of the trends that Dr. Canton 

mentioned in his book. 

 

Yes, the world is extreme not only in 

the future but even right now. The 

last few months had seen many ex-

treme events that continue to affect 

the globe together with their inter-

vening variables, impact and spill 

over effects. 

 

Three key trends that are being seen 

by the world in the last few months 

are natural (climate change), political, 

and economic changes or upheavals 

with great effect on individuals.  

 

Earthquakes in Japan, New Zealand, 

the Pacific, and other locations in the 

world not only disrupt daily lives but 

businesses, too, with their impact felt 

across the globe directly and indi-

rectly in economic terms. After the 

Japan earthquake, New Zealand 

flowers and seafood suppliers saw 

their earnings and export potentials 

take a hit, due to the drop in Japanese 

demand. Together with this, tourism 

in both Japan and countries that Japa-

nese forms a large part of their tour-

ism suffered. Countries with earth-

quakes took a hit to their economies. 

 

The financial crisis in the United 

States further reminded and rein-

forced what we are told in economics 

classes (when the United States 

sneezes the whole world catches a 

cold). The US consumers represent a 

large part of the demand for most 

goods and services of many coun-

tries. With them facing economic dif-

ficulties, countries depending on the 

United States economy are also being 

drawn into difficult situations. 

 

6ÐÛÏɯÛÏÌɯ4ÕÐÛÌËɯ2ÛÈÛÌÚɯȿÞÖÜÕËÌËɀɯ

and finding its way out of its difficult 

situation, Russia and China are be-

ginning to express their intentions of 

being involved in leadership aspects 

in the world. Russia, China and India 

indicate desires to fill in the position 

of the United States in terms of de-

mand and leadership. 

 

The European Union is having its 

share of difficulties with some of 

their member country economies 

slipping further into very difficult 

economic positions. The European 

Union, too, represents a demand fac-

tor for goods and services of various 

other countries that is declining. 

 

The Arab world, on the other hand, is 

being swept by winds of change with 

the fall of many leaders who in the 

past were strongly entrenched in 

their positions. This situation brings 

in more questions about the future of 

the Arab world and the world at 

large. 

 

All these changes and upheavals hap-

pen mostly by surprise and catch 

 

 

 
        continued on page 6 
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chines and underwater vehicles made 

predictions of the future. According to 

him, they were visual maps and Leo-

nardo had known a way of thinking 

strategically about the future. Canton 

stressed that Leonardo was the first 

Ɂ%ÜÛÜÙÌ-,È××ÌÙɂȭ 

 

Marketers could strive to become Fu-

ture-Marketers by exploring the sim-

plified future map developed by Can-

ton based on a process that he had 

ËÌÝÌÓÖ×ÌËɯÊÈÓÓÌËɯȿ,È××ÐÕÎɯÛÏÌɯ%Üɪ

ÛÜÙÌɀɯÉÖÙÙÖÞÌËɯÍÙÖÔɯ#Èɯ5ÐÕÊÐɀÚɯÈ×ɪ

proach of using visual terms of envi-

countries and individuals off guard 

without much ability to respond in 

time or be prepared for eventualities. 

They echo what Dr. Canton stated 

within the first few pages of his book 

in terms of the five factors that will 

define the extreme future. 

 

Five factors that will define the ex-

treme future by Dr. James Canton 

(2007) - Figure 1 

Marketers need to realise and under-

stand that the marketing environ-

ment changes with ever increasing 

speed and complexity, together with 

new and greater risks, requiring 

quick adaptationsɭ taking most 

people by surprise. 

 

Environmental scanning and horizon 

planning will be extremely impor-

tant to marketers to enable them to 

deal with extreme marketing envi-

ÙÖÕÔÌÕÛɯÊÖÕËÐÛÐÖÕÚȭɯɁ%ÜÛÜÙÌɯ×ÙÖÖÍɪ

ÐÕÎɂɯÐÚɯÝÐÛÈÓɯÐÍɯÔÈÙÒÌÛÌÙÚɯÞÈÕÛɯÛÖɯÚÛÈàɯ

in their game let alone winning it. 

Both risks and opportunities will be 

more dynamic than ever. 

 

According to Canton, the great in-

ventor Leonardo da Vinci through 

the illustrations of strange flying ma-

© 2011 Canadian Institute of Marketing 

Extreme future 
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SPEED 

  

  
The rate of change will be blinding, comprehensive in scope, and will 
touch every aspect of your life 

  
COMPLEXITY  

  

  
A quantum leap in the number of seemingly unrelated forces that will 
have a direct bearing on everything from lifestyles to work to per-
sonal and national security. 

  
RISK  

  

  
New risks, higher risks, and more threat from terror to crime to 
global economic upheaval will alter every aspect of your life. 

  
CHANGE  

  

  
Drastic adjustments in your work, community, and relationships will 
force you to adapt quickly to radical changes. 

  
SURPRISE 

  

  
Sometimes good, sometimes difficult to image, surprise will become 
a daily feature of your life, often challenging sensibility and logic. 

Figure 1 

sioning the future. This simplified 

future map illustrates four abilities 

necessary for the successful naviga-

tion of the future: Anticipation, Adap-

tation, Evolution, and Innovation. 

 

These four abilities can enable a mar-

keter to navigate successfully within 

the extreme future of the marketplace 

with its various trends that are de-

fined by the factors of speed, com-

plexity, risk, change and supply. 

Ɂ%ÖÙɯÛÖÔÖÙÙÖÞɯÉÌÓÖÕÎÚɯÛÖɯÛÏÌɯ×ÌÖ×ÓÌɯÞÏÖɯ

prepare for it todayɂɯÈÕɯAfrican Proverb  

 

Ɂ3ÏÌɯÍÜÛÜÙÌɯÐÚɯÈÓÞÈàÚɯÉÌÎÐÕÕÐÕÎɯÕÖÞɂȭ 

Mark Strand 
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Future 

Marketer  

Anticipates  Adapts  

Innovates  Evolves  

The Trends of the  

Extreme Future  
The Future of the Individual  
Innovative Economy and Upheavals  
Next Workforce  
Securing the Future  
Future of the US  
Globalisation  
Fuelling the Future  
Longevity Medicine  
Climatic Change  
Scientific Advancement  

The Factors defining the            

Extreme Future  
Speed  
Complexity  
Risk  
Change  
Surprise  

 



Page 7 

Marketing Canada Volume 7, Issue 3 Summer 2011 

© 2011 Canadian Institute of Marketing 

not a hindrance to us he/she is the 

purpose of it. The customer is not an 

outsider, but is a stakeholder. Serving  

a customer is not a favour. Giving us 

the opportunity to serve is a favour 

ÛÖɯÜÚɂɯȹ,ÈÏÈÛÔÈɯ&ÈÕËÏÐȺȭɯ6ÏÌÕɯÞÌɯ

look at both statements I often won-

der whether the doyen of manage-

ment education was really influenced 

by this great son India and innovator 

of non-violent struggle.  

 

Ɂ8ÖÜɯÊÈÕɯÏÈÝÌɯÛÏÌɯÔÖÚÛɯÔÖËÌÙÕɯÍÓÌÌÛɯ

of airplanes properly outfitted with 

the latest seats, but you only make 

money if you put butts in those 

ÚÌÈÛÚɂɯȹ9àÔÈÕȮɯ2ÌÙÎÐÖȭɯƕƝƝƝȺȭɯ2ÖȮɯÐÍɯ

there are no butts, there are no sales 

and above all an airline seat cannot 

be stored like a piece of soap or a 

tube of tooth paste.   

 

"Consumers are statistics. Customers 

ÈÙÌɯ×ÌÖ×ÓÌȭɯ8ÖÜÙɯÊÜÚÛÖÔÌÙÚɯËÖÕɀÛɯÓÐÝÌɯ

in spreadsheets; you need to go out 

and talk to them to understand who 

ÛÏÌàɯÈÙÌɯÈÚɯ×ÌÖ×ÓÌɂɯȹ3ÌÔÒÐÕȮɯƖƔƔƝȺȭ 

 

From all of the above we understand 

one thing; customers are not only 

important but are the survival of a 

business. If customers are so impor-

tant, then we must initiate and man-

age an excellent relationship, so that 

we will continue to serve them, retain 

them, and grow them. 

 

Customer relationship management 

We have now come to the next level, 

which is the need to maintain great 

relations with customers,, so that 

they will not migrate to other op-

tions; those of competitors or other 

substitutes.   

 

Ɂ"1,ɯÐÚɯÛÏÌɯÊÖÙÌɯÉÜÚÐÕÌÚÚɯÚÛÙÈÛÌÎàɯ

that integrates internal processes and 

functions, and external networks, to 

create and deliver value to targeted 

customers at a profit. It is grounded 

on high quality customer related data 

and enabled by information technol-

ÖÎàɂɯȹ!ÜÛÛÓÌȮɯ%ȭɯƖƔƔƝȺȭɯɯɯ 

 

The IDIC model is one of the most 

important considerations of CRM: 

¶ Identify  who your customers are 

and build a deep understanding of 

them. 

¶ Differentiate  your customers to 

identify which customers have 

most value now and which offer 

most for the future. 

¶ Interact  with customers to ensure 

that you understand customer ex-

pectations and their relationships 

with other suppliers or brands. 

¶ Customize  the offer and communi-

cations to ensure expectations of 

customers are met. (Peppers, D. 

and Rogers, M. 1996). 

 

To achieve sustainable CRM we must 

ensure excellent customer experience 

of the value proposition. This brings 

us to the important process of Cus-

tomer Experience Management.  

 

Customer experience management  

The notion is that if we are able to 

ÔÈÕÈÎÌɯÖÜÙɯÊÜÚÛÖÔÌÙÚɀɯÌß×ÌÙÐÌÕÊÌɯ

favourably for our brands and value 

propositions, we will have a loyal 

relationship throughout the custom-

ÌÙÚɀɯÓÐÍÌÊàÊÓÌȭɯɯ3ÏÌɯÊÜÚÛÖÔÌÙɯÓÐÍÌÊàÊÓÌɯ

is the series of steps that identifies the 

dynamics of the relationship between 

the customer and the supplier over 

time. 

 

Ɂ"ÜÚÛÖÔÌÙɯ Ìß×ÌÙÐÌÕÊÌɯ ÐÚɯÛÏÌɯÊÖÎÕÐɪ

tive and affective outcome of the cus-

ÛÖÔÌÙÚɀɯÌß×ÖÚÜÙÌɯÛÖȮɯÖÙɯÐÕÛÌÙÈÊÛÐÖÕ 

 

 
        continued on page 8 

On August 10, 2011 one of the confer-

ence rooms of the Galadari Hotel in 

Colombo, Sri Lanka was filled with 

participants who had come to listen to 

four speakers (two from India and 

two from Sri Lanka), on the concept of 

customer experience management 

(CEM). The program was conducted 

by McQuire Rens & Jones (Private) 

Limited. Following are some of the 

salient points towards strategizing a 

(CEM) initiative.    

 

The purpose of a business 

Ɂ3ÖɯÒÕÖÞɯÞÏÈÛɯÈɯÉÜÚÐÕÌÚÚɯÐÚɯÞÌɯÏÈÝÌɯ

to start with its purpose. Its purpose 

must lie outside the business itself. In 

fact, it must lie in society, since busi-

ness enterprise is an organ of society. 

There is only one valid definition of 

business purpose: to create a cus-

ÛÖÔÌÙɂɯȹ#ÙÜÊÒÌÙȮɯ/ȭɯƕƝƜƜȺȭɯ3ÏÜÚɯÞÙÐÛÌÚɯ

the doyen of management education. 

The reality isɭÐÍɯÛÏÌÙÌɯÈÙÌÕɀÛɯÊÜÚÛÖÔɪ

ers there cannot be a business.  

 

The importance of customers 

Ɂ3ÏÌɯÊÜÚÛÖÔÌÙɯÐÚɯÛÏÌɯÔÖÚÛɯÝÈÓÜÈÉÓÌɯ

visitor to our organisation. He/she is 

not dependent on us. We are depend-

ent on the customer. The customer is 

Strategizing a CEM initiative 
By Dr. Ranjan Madanayake, DBA, CPM, FCMP, FSPMgt, FSBP, MCInstM, RPM, 
MMA, MNZIM, MIM (SL), MSLIM, FGMN 

Dr. Ranjan Madanayake, 
MCInst.M, RPM 



including cultural, sociological, be-

havioral and demographic analysis. 

Understanding must articulate the 

needs, wants, desires, expectations, 

conditions, context, and intentions.  

 

Customer analysis must be proac-

tively benchmarked against a com-

pany's capability to meet customer 

needs, both in a present and a future 

state. Customer understanding 

serves as the primary driver in shap-

ing the business approach, aligning 

strategy and investment.  

 

Environment: Examining the envi-

ronment is an essential belief of CEM. 

It is composed largely of market con-

ditions, competitive factors, channels, 

process for purchasing, the "real" 

purchasing environment like the 

store, phone, web, and service.  

 

By leveraging this knowledge, a CEM 

strategist can work with companies 

to create integrated plans which cus-

tomers commonly follow in the pur-

chasing process. These multi-path 

strategies work to ensure that cus-

tomers have an intuitive, pleasing 

experience at every step in the jour-

ney to brand discovery. 

 

As a part of environmental analysis, 

strategists also focus on applying 

experience innovation to customer 

environments to remove barriers that 

confuse, inhibit, discourage or de-

motivate customers, and create a 

more engaging, efficient, pleasing, 

personable or memorable environ-

ment within which to interact. 

 

Brand: From a tactical perspective, 

this analysis involves the develop-

ment of visual identity, assets, tag-

lines, communications, logos, and 

other brand assets that help shape 

perception and define the brand in  
 

            continued on page 9 
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all customer touch points across the 

organization.  

Touch points, moment of truth and 

engagement  

Following are important elements of 

CEM:  

 

¶ Touch points  are wherever a cus-

tomer comes into virtual or actual 

ÊÖÕÛÈÊÛɯÞÐÛÏɯÈɯÊÖÔ×ÈÕàɀÚɯ×ÙÖËÜÊÛÚȮɯ

services, communications, places, 

people, processes or technologies, 

including Web sites, service centres, 

events, exhibitions, trade shows, 

seminars, webinars, direct mail, 

email, advertising, sales calls, and 

retail stores. 
¶ Moment of truth  is any occasion 

where the customer interacts with, 

or is exposed to, any organizational 

output which leads to the formation 

of an impression of the organiza-

tion. 
¶ Engagement is a customer's emo-

tional and rational response to a 

customer experience program. 

Companies who design customer 

experience programs should evoke 

strong and positive engagement 
 

Key areas of CEM  

Following are five key areas that CEM 

strategists must address: 

 

Customers: Develop a multidimen-

sional understanding of customers, 

ÞÐÛÏȮɯÈɯÊÖÔ×ÈÕàɀÚɯ×ÌÖ×ÓÌȮɯ×ÙÖÊÌÚÚÌÚȮɯ

technologies, products, services and 

ÖÛÏÌÙɯÖÜÛ×ÜÛÚɂɯȹ!ÜÛÛÓÌȮɯ%ȭɯƖƔƔƝȺȭ 

 

+ÌÛɀÚɯÛÈÒÌɯÛÏÐÚɯËÌÍÐÕÐÛÐÖÕɯÈɯÓÐÛÛÓÌɯÍÜÙɪ

ther. When customers do business 

with a company they not only buy 

ÛÏÌɯÊÖÔ×ÈÕàɀÚɯ×ÙÖËÜÊÛÚȮɯÛÏÌàɯÈÙÌɯ

exposed to, or interact with other 

types of output, like TV commer-

cials, call centre staff, and staff at 

sales portals. They contribute to cus-

tomer experience. 

 

During these exposures and interac-

tions, customers form both cognitive 

impressions (beliefs and thoughts) 

and affective impressions (feelings 

and attitudes) about value and qual-

ity which in turn influence future 

buying and word-of-mouth inten-

sions. A research study in the hospi-

tality industry indicated that 75% of 

restaurant customers tell others 

about their poor service experiences, 

while only 38% tell others about 

their excellent experiences.  

 

CEM is the collection of processes a 

company uses to track, oversee and 

organize every interaction between a 

customer and the organization 

throughout the customer lifecycle. 

The goal of CEM is to optimize inter-

actions from the customer's perspec-

tive and, as a result, foster customer 

loyalty. 

 

Customer experiences include not 

only interactions through traditional 

channels, such as purchases, cus-

tomer service requests and call cen-

ter communications but also, increas-

ingly, through social CRM channels 

such as Twitter and facebook. Temp-

kin (2009) asserts that to manage cus-

tomer experience, companies need to 

create a strategy that encompasses 

© 2011 Canadian Institute of Marketing 
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the marketplace. From a strategic 

perspective, however, this analysis 

focuses on innovation and differen-

tiation. 

 

This also includes the consistent and 

careful evaluation, planning, and 

refinement of product or service fea-

tures, functionality, pricing, options, 

attributes, benefits, and positioning 

of the company, service, or product. 

 

Platform: A company's operational 

infrastructure is the platform on 

which customer experience is deliv-

ered. As a result, operational effi-

ciency has a direct impact on cus-

tomer experience. This includes com-

prehensive evaluation and improve-

ment of people, processes, policies, 

technology, and systems that facili-

tate, track, and measure customer 

interaction and transaction. 

 

CEM platform analysis may include 

workforce evaluation, fulfillment 

and logistics analysis, process im-

provement, technological analysis, 

policy reviews, and several other 

tasks. The goals of platform analysis 

include streamlining operations, 

time to market, removing barriers to 

customer satisfaction, lowering costs, 

and improving the overall customer 

experience by creating operational 

excellence. 

 

Interface: Focus on refining and op-

timizing customer interaction within 

any channel to produce pleasing out-

comes and on improving the usabil-

ity of electronic applications or prod-

ucts, such as a Web site or the but-

tons and information flow on a cell 

phone, and on optimizing the inter-

faces within other channels, such as 

brick-and-mortar outlets. 

 

Focus on how customers interact 

within and across channels, often 

examining the end-to-end shopping 

and service-delivery process. This 

may include task-based analysis of 

various interactions and transactions, 

such as a customer's discovery, 

browse, shop, purchase, and post-

sale experience. 

 

Focus on improving the quality and 

efficacy of customer dialog. This may 

include conducting analysis of the 

call center or voice-response systems, 

as well as optimizing the approaches 

of sales or other customer-facing 

staff.  

Designing CEM 

There are questions to ask when initi-

ating a CEM strategy:  

1. What is the current customer ex-

perience? 

2. What sort of outcomes do our cus-

tomers want to experience? 

3. Can we close gaps between current 

and desired experience? 

4. How can we measure whether we 

have succeeded? 

 

Areas on which to focus 

Following are areas that need to be 

addressed when strategizing a CEM 

initiative:  

 

Communications: Company gener-

ated messaging through electronic 

© 2011 Canadian Institute of Marketing 

media, print media, and annual re-

ports are important to consider. Ad-

ËÐÛÐÖÕÈÓÓàȮɯÊÜÚÛÖÔÌÙÚɀɯÖÞÕɯ×ÙÖËÜÊÛɯ

or service related messaging through 

user groups, chat sites and blogs are 

also important. They will all be use-

ful for a CEM initiative. 

 

Visual Identity:  Brand names, logos 

and general livery (designs and col-

ours) influence perceptions in cus-

ÛÖÔÌÙÚɀɯÔÐÕËÚȭɯ3ÖàÖÛÈɯÐÚɯÈɯÉÙÈÕËɯ

name that is easy to pronounce and 

recall. It conveys its positioning. The 

-ÐÒÌɯÓÖÎÖɯÐÚɯÚÖɯËÐÚÛÐÕÊÛɯÛÏÈÛɯÐÛɯËÖÌÚÕɀÛɯ

have to say its name. Absolute Vodka 

is etched in many minds. 

 

Product Presence: Product design, 

packaging, display, characteristics, 

POP are areas to consider. Visibility 

is an important aspect to stimulate a 

customer experience. Coke is domi-

nant in this aspect and became an 

icon of happiness. 

 

Co-branding:  Intel inside is one of 

the best examples of co-branding. In 

Sri Lanka, 40 years ago, we had im-

port restrictions of many finished 

goods. There were two brands of re-

frigerators assembled here. One had 

a Danish compressor the other Indian 

ɬ the former being European was 

perceived as being superior and sold 

more units at a higher price. 

 

Spatial Environments:  McDonalds 

has special areas for children to play, 

and parents with children would opt 

for this when choosing the restaurant 

they wish to go and are often influ-

enced by children as well. IKEA 

showrooms are another example of 

how CEM could be initiated through 

spatial environments.      

 

 

 
      continued on page 10 
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Websites and electronic media:  Web 

sites must not only be attractive or 

beautiful, they must be effectively 

functional, respond quickly and 

cause no hassle to access. Last Octo-

ber my family and I planned on a 

holiday, and the country of choice 

was Malaysia. One night I sat with 

my family and tried to book our tick-

ets on-line, but there was an error in 

the Web site no matter how much 

we tried. Consequently, we went to 

Dubai, through the Web site of an-

other friendlier airline that also gave 

a special offer. 

 

People: This is the most difficult 

component in which to achieve con-

sistency. But continuous CPD, other 

training programs and incentives 

can lead to some form of commit-

ment. Employee empowerment is 

very important to delight customers. 

 

In strategizing a CEM initiative, the 

above key areas will help achieve 

sustainable relationships with cus-

tomers.  
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Customer relationship management 

(CRM) is a widely-implemented 

strategy for managing a company's 

interactions with customers, clients 

and sales prospects (Wikipedia, the 

free encyclopaedia). 

 

(ÕÌÝÐÛÈÉÓàȮɯÐÛɯËÖÌÚÕɀÛɯÈÓÞÈàÚɯÎÖɯÞÌÓÓȭɯ

+ÌÛɀÚɯÌßÈÔÐÕÌɯÛÏÌɯÊÙÜÊÐÈÓɯÖÕÌ-on-one 

side of CRM. Have you ever experi-

enced a relationship with a very diffi-

cult client? The one that gives you 

nightmares even during the day? 

From every corner, I hear ɬ ȿÖÏɯàÈɀȭɯ

 ÕËɯÛÏÈÛɀÚɯÉÌÊÈÜÚÌȮɯÈÚɯÞÌɯÈÓÓɯÒÕÖÞɯÐÕɯ

our personal lives, relationships are 

challenging, need work to improve, 

and are often hard to get right. 

 

In my lengthening career in market-

ing and communications, I have en-

joyed many wonderful, productive 

and long-lasting business relation-

ships with clients, and because of 

ÛÏÈÛɯ(ɀÝÌɯÌÈÙÕÌËɯÈɯÙÌÈÚÖÕÈÉÓÌɯÓÐÝÐÕÎȭɯ

(ɀÝÌɯÈÓÚÖɯÕÖÛɯÌÕÑÖàÌËɯÈɯÏÈÕËÍÜÓɯÖÍɯ

ÚÖÜÙɯÖÕÌÚɯÛÏÈÛɯ(ɯÊÈÕɀÛɯÞÈÐÛɯÛÖɯÍÖÙÎÌÛȭɯ

Over time and through successes and 

failures, they are an inevitable cost of 

doing business, an unavoidable risk. 

(ÛɀÚɯÏÖÞɯàÖÜɯÏÈÕËÓÌɯÛÏÌÔɯÛÏÈÛɯÔÈÒÌÚɯ

the difference to how long you stay 

© 2011 Canadian Institute of Marketing 

CEM...     continued from page 9 in business, and maybe to how well 

ÖÙɯÏÖÞɯÓÖÕÎɯàÖÜɀÓÓɯÓÐÝÌȭ 

 

When things get tough or out of 

hand, there are hard questions to an-

swer. You want long-term relation-

ÚÏÐ×ÚɯÞÐÛÏɯÊÓÐÌÕÛÚɯÉÌÊÈÜÚÌɯàÖÜɯËÖÕɀÛɯ

want to be constantly replacing busi-

ness rather than growing it. You also 

want to keep clients to grow with 

them. And you are willing to do al-

most anything to protect your sales 

figures. But how far are you willing 

to go? Some of us give up too soon, 

lacking the foresight, or the patience, 

or sometimes being too proud, or not 

caring enough to succeed rather than 

flop. Some of us may go too far ɬ lose 

lots of sleep and a chunk of self-

respect, waste valuable resources to 

the point of losing money, or lose the 

respect and commitment of our own 

colleagues. There are many ways to 

become a loser in a difficult relation-

ship corner.  

 

&ÐÝÌɯÐÕɯÖÙɯÎÐÝÌɯÜ×ȳɯ(ÛɀÚɯÈɯÉÈÓÈÕÊÐÕÎɯ

ÈÊÛȭɯ(ÕɯÔàɯÊÈÙÌÌÙȮɯ(ɀÝÌɯÏÈËɯÛÖɯÓÌÛɯÈɯÍÌÞɯ

employees go in unworkable situa-

ÛÐÖÕÚɯÉÜÛɯ(ɀÝÌɯÖÕÓàɯÏÈËɯÛÖɯÍÐÙÌɯÖÕÌɯ

client. Using this tactic to resolve a 

business conflict is explained very 

ÊÈÙÌÍÜÓÓàɯÐÕɯÛÏÌɯ"1,ɯȿÏÈÕËÉÖÖÒɀȵɯ(Ûɯ

will have consequences ɬ you may 

develop a negative reputation and 

you may lose even more business ɬ 

or maybe not. In this case, the signs 

were clear ɬ the client began to want 

more for less, much more at a much 

greater cost to us. And dissatisfaction 

with product and service were not 

the issue; we were not about to be 

fired, we were about to burn out.  

 

This was accompanied by a decrease 

in civility, lack of attention to pay-

ment terms and the final straw, re-

peated disrespect towards staff.  

 
            continued on page 11 
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Some business folk just gamble or be-

lieve that pushing harder and harder 

gets them there faster.  

 

(ÕɯËÐÚÉÌÓÐÌÍȮɯÛÏÌɯÊÓÐÌÕÛɯÚÈÐËȮɯɁàÖÜɀÙÌɯ

ÍÐÙÐÕÎɯÜÚȳɂɯɁ8ÌÚɂȭɯ3ÏÌÙÌɯÞÈÚɯÚÈÛÐÚÍÈÊɪ

tion in my reply to the rhetorical ques-

tion, but more so, there was a sense 

that we were clearly taking care of 

ourselves and our other clients, and 

were taking back control of our busi-

ness by necessarily eliminating an un-

profitable and unhealthy influence.  

2ÖÔÌɯÊÓÐÌÕÛÚɯÓÐÒÌɯÛÖɯȿÍÐÎÏÛɀȭɯ ÎÎÙÌÚÚÐÖÕɯ

and conflict are just as much a fact of 

business life as they are in sports and 

in our personal lives. A certain 

amount is normal and acceptable; ex-

cessive doses are debilitating and de-

structiveɭjust get out of there. One 

senior ad manager of a large multina-

tional we worked for drove my staff 

crazy because he was so hard driving 

and over-the-top assertive. I con-

fronted him about it and he explained 

that he just needed to challenge ideas 

and be challenged himself to get the 

best out of a project, and as well, he 

ÌÕÑÖàÌËɯÐÛȭɯɁ.ÒɂȮɯ(ɯÚÈÐËȮɯɁÍÙÖÔɯÕÖÞɯÖÕɯ

àÖÜɯÍÐÎÏÛɯÞÐÛÏɯÔÌȮɂɯÈÕËɯ(ɯÐÚÖÓÈÛÌËɯÏÐÔɯ

from the staff. It worked. We could be 

heard yelling at each other in my of-

fice or his and no one minded being 

kept out of the fray or, afterwards, 

joining us for a nice, calm lunch. I 

came to enjoy the sparring and he re-

spected the effort and our business 

and relationship grew over many 

years. 

 

Other clients like to socialize a lot, on 

your time and your dime. The credit 

card limit goes up, the ROI goes 

down. It can be a very bad habit and 

a hard one to break ɬ giving in to the 

ÊÓÐÌÕÛɀÚɯÐÕÚÈÛÐÈÉÓÌɯËÌÚÐÙÌɯÛÖɯÉÌɯÍÌËɯÈÕËɯ

watered regularly while he or she has 

pen poised to sign those purchase 

orders. You are caught in the revolv-

ing door between expensive caviar 

and single malt Scotch and the im-

pulse to put food on the boardroom 

table. 

 

The solution is when and how to say 

ȿÕÖɀȭɯ ɯÓÐÛÛÓÌɯÙÌÓÈßÈÛÐÖÕɯÖÕÊÌɯÐÕɯÈɯ

while is relationship and team build-

ing and worth a reasonable invest-

ÔÌÕÛȭɯ2ÈàɯȿàÌÚɀɯÛÖɯÛÏÌɯÎÖÓÍɯÎÈÔÌɯÛÏÐÚɯ

ÔÖÕÛÏɯÉÜÛɯȿÕÖɀɯÛÖɯÛÏÌɯÌÝÌÙàɯ%ÙÐËÈàɯ

afternoon pub-ÊÙÈÞÓȭɯ#ÖÌÚÕɀÛɯÛÏÌɯÊÓÐɪ

ent have something better to do? If 

ÕÖÛȮɯÞÏÈÛɀÚɯÜ×ȳɯ8ÖÜɯËÖÕɀÛɯÕÌÌËɯÛÖɯ

become an after hours social service 

to fulfill you business obligations. I 

ÖÕÊÌɯÙÌ×ÓÐÌËɯÞÐÛÏɯÈɯËÐÙÌÊÛɯɁÕÖɯ

ÛÏÈÕÒÚɂɯÛÖɯÈɯÚÛÈÙÝÐÕÎȮɯÕÌÌËàɯÊÓÐÌÕÛɯ

after an afternoon of hard-working 

ÔÌÌÛÐÕÎÚɯÈÕËɯÚÏÌɯÚÈÐËȮɯɁ6ÏÈÛɀÚɯ

ÞÙÖÕÎȮɯ(ɀÔɯ×ÈàÐÕÎɯÛÏÐÚɯÛÐÔÌȳɂɯ(ɯÙÌɪ

×ÓÐÌËȮɯɁ(ɯÈ××ÙÌÊÐÈÛÌɯÛÏÈÛɯÉÜÛɯ(ɀÔɯÈÓɪ

ready working for you this weekend 

and want to keep the clock time 

ËÖÞÕȭɂɯ(ɯÊÖÜÓËɯÈÓÚÖɯÏÈÝÌɯÚÈÐËȮɯ

ɂ,ÈàÉÌɯÈÕÖÛÏÌÙɯÛÐÔÌȮɯ(ɀÔɯÍÈËÐÕÎɯÛÖɯ

ÉÓÈÊÒɯÏÌÙÌɯÈÕËɯÕÌÌËɯÛÖɯÙÌÍÙÌÚÏȭɂɯ(ÍɯÈɯ

client can accept and respect an hon-

est answer, you've got the right bal-

ance going on; if not, you have to 

work it in that direction to achieve 

longevity.  

 

Managing customer relations suc-

cessfully is not easy. And teaching 

and training for it is big business to-

ËÈàȭɯ(ɀÝÌɯÏÌÓËɯÖÕɯÛÖɯÉÐÎɯÊÜÚÛÖÔÌÙÚɯ

like Siemens (for 17 years), and small 

ones like Mantis Racing in Oakville 

(30 years) and many others, and I 

think I know why. It takes a careful 

blend of dedication, patience, stam-

ina, diplomacy, confidence and the 

abilities to think and talk clearly, 

compromise, listen, be respectful, 

have self-ÊÖÕÛÙÖÓɯÈÕËɯÈËÈ×Ûȭɯ3ÏÈÛɀÚɯ

the whole course in a nutshell.  

 

(ÛɀÚɯÕÖÛɯÛÏÈÛɯÊÖÔ×ÓÐÊÈÛÌËɯÖÙɯËÐÍÍÐÊÜÓÛȮɯ

if you care to think about it. These are 

among the very same ingredients that 

go into creating lasting families and 

friendships and much of it is basic 

common sense. If I were to single out 

one guideline in maintaining sound 

business relationships that worked 

consistently well for me, it would be 

ɬ to communicate that you care: that 

you care about clients and their busi-

ness AND that you care about your-

ÚÌÓÍɯÈÕËɯÞÏÈÛɯàÖÜɯÖÍÍÌÙȭɯ(ÍɯàÖÜɯËÖÕɀÛɯɬ 

why should they? And while com-

municating your interest, dedication 

and commitment effectively is a 

learned skill and art, you can start by 

just talking, writing and behaving 

sincerely. The rest is about how to 

make words and communications 

technologies work best for you.  

 

8ÌÚȮɯ(ɀÝÌɯÓÖÚÛɯÈɯÍÌÞɯÈÓÖÕÎɯÛÏÌɯÞÈàȮɯ

too. But each time, I looked back and 

realized that the core issue was that 

we had not taken enough care of the 

ÊÓÐÌÕÛɀÚɯÉÜÚÐÕÌÚÚɯÖÙɯÏÈËɯÕÖÛɯÌß×ÙÌÚÚÌËɯ

our desire and commitment to do so 

ÝÌÙàɯÞÌÓÓȭɯ%ÖÙÛÜÕÈÛÌÓàȮɯÐÛɯËÐËÕɀÛɯÏÈ×ɪ

pen often because in business, unlike 

personal life, there are almost no sec-

ond chances.  

 
Eric Doubt, President 

Communication Associates 

Office: 905-702-9964 

Mobile: 905-510-0401 

eric@commassoc.ca 

www.commassoc.ca 

Nightmares   continued from page 10 
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Every endeavour requires one form 

of strategy or the other to achieve or 

arrive at its set objectives. Individu-

als require strategies to enable them 

attain personal goals and objectives 

(family or business). Animals alike, 

domestic or wild also require some 

form of strategy, perhaps, to enable 

them stay alive (food and shelter).  

 

The physician would require a 

proven medical strategy to enable 

him/her remove bullets from a vic-

tim; he/she also requires a strategy 

for obtaining valuable insights as to 

medical history from a patient when 

the doctor plans to make a medical 

case on the patient.  

 

The United States Secret Service, the 

Russian KGB, and the Israeli Mossad 

have different strategies designed to 

guide their routine combative and 

investigative exercises against terror-

ists. 

 

Corporations require business/

corporate strategies, marketing 

strategies, and operational strategies 

to enable them succeed in the market 

place. 

 

Is strategy important? Yes! We can 

safely conclude that the need for hu-

mans to achieve goals, meaningful 

outcomes, and solutions forms the 

basis for creating or having strate-

gies. 

 

What is strategy?  

Strategy refers to the careful planning 

and creation of a broad plan which 

will define the business that you are 

in, the business model you intend to 

adopt, how you will create customer 

value, and attain a sustainable com-

petitive advantage. It includes careful 

assessment, planning of internal and 

external resources, using these re-

sources to achieve executable objec-

tives. In addition strategy is a way of 

thinking, broad process, inclusive 

thinking which encompasses under-

standing of fundamental social, po-

litical and economic factors for the 

success of any business. 

 

Different levels of strategy 

Business strategies are game plans, 

blue prints or roadmaps for what a 

company intends to do, and how it 

intends to go about achieving it. This 

is usually for a specified periods. In 

other words, it is generally concerned 

with the success of the entire corpo-

rate structure.  

 

Marketing strategy: 

Marketing strategy refers to the step-

by-step selling architecture designed 

to provide a-go-to-market route, 

meaning, putting together informa-

tion required to create the awareness 

your business needs, ultimately put-

ting your offerings at the public do-

main. 

 

Operational strategy: 

This refers to how every organ of the 

business is organised to foster the 

© 2011 Canadian Institute of Marketing 

achievement of the corporate objec-

tive; it usually focuses on issues of 

resources, processes and people. 

 

Marketing strategy: Critical success 

factors 

To have a robust, actionable and vi-

able marketing strategy the following 

are critical: 

¶ Pricing strategy, 

¶ Promotion strategy, 

¶ Place or distribution strategy. 

 

Strategy formation: 

A situational analysis must be carried 

out with best practice applied. Key 

considerations of the following fac-

tors become pertinent to guide strat-

egy formulators in identifying oppor-

tunities and to prioritise. The situa-

tion analysis, therefore, involves both 

external and internal factors. 

 

a) external factors: The external envi-

ronmental factors have two aspects; 

the macro environmental factors and 

the micro environmental factors. 

 i. Macro-environmental fac

 tors are demographics, natu

 ral, technological, economic, 

 political and cultural. 

 ii. Micro-environmental fac

 tors are suppliers, marketing 

 intermediaries, competitors, 

 public and the customers. 

b) internal factors: The internal envi-

ronmental scan is performed with the 

following considerations; company 

culture, company image, organiza-

tional structure, operational effi-

ciency, operational capacity, brand 

awareness, market share, and finan-

cial resources. 

Strategy formation process: 

Setting objectives involves crafting 

vision statements and mission state-

ments to identify the following: 

¶ The overall corporate objec-

tives (financial and strategic 
 

            continued on page 13 
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About Us 
Victor K Tanko MBA, MCInst.M   

Victor Tanko, Head of Sales and Mar-

keting for Airworld Technologies Lim-

ited in Abuja Nigeria, attended the 

Howard University Executive Leader-

ship Program in Washington DC this 

past July. Here he is seen with Silvero, 

Maria Angelica of the World Bank 

Headquarters, Washington DC, dur-

ing a visit of 

the Program 

participants to 

the WB HQ. 

Victor received 

his certificate 

of completion 

from Kim R 

Wells, Director 

of Graduate 

Programs, 

School of Busi-

ness, Howard 

University, 

while Jones Anosike, Senior Consult-

ant, Philips Consulting looked on. Vic-

tor is at victortanko@hotmail.com 

 

Howard Pearl, MCInst.M , president 

and CEO of Guardian Mobility, an 

Ottawa company that makes black 

boxes for aircraft has acquired Boston-

¶ Strategic business units objec-

tives (financial and strategic 

¶ Tactical objectives 

The resulting documentation is the 

Strategic Plan. 

 

The strategic plan provides the de-

tails of how to achieve these objec-

tives. The three-steps strategy forma-

tion process is sometimes referred to 

as; determining where you are now, 

determining where you want to go, 

and then determining how you in-

tend to get there. 

 

Once a clear picture of all environ-

mental factors and the firm is in 

hand, then specific strategic alterna-

tives can be developed. 

 

Cost reduction strategyɭa case study 

Because of the bandwidth efficiency and 

the low cost VoIP (voice over internet 

protocol), businesses like Ds-Max Inter-

national Marketing Limited have mi-

grated from the traditional copper-wire 

telephone systems to VoIP systems to 

reduce their monthly phone costs. VoIP 

allows both voice and data communica-

tions to be run on a single network, 

which can significantly reduce cost. The 

general manager made the announce-

ÔÌÕÛɯÛÏÙÖÜÎÏɯÛÏÌɯÊÖÔ×ÈÕàɀÚɯÐÕÛÌÙÕÈÓɯ

memo circulated via intramail to all em-

ployees after management adopted a se-

ries of cost reduction strategies, urged 

them to embrace the new development as 

a way of minimising the cost associated 

with the traditional copper-wire tele-

phone systems. 

 
Victor Tanko , Howard University Alum-

nus attended the Executive Leadership 

Program during a visit to the WB HQ.  

He can be contacted at victor-

tanko@hotmail.com 

© 2011 Canadian Institute of Marketing 

based Alakai Technologies creating 

an advanced turnkey flight data 

monitoring solution for aircraft op-

erators around the world. 

 

Guardian now has one of the aircraft 

ÐÕËÜÚÛÙàɀÚɯÔÖÚÛɯÐÕÕÖÝÈÛÐÝÌɯÈÕËɯÚÖɪ

phisticated product and service solu-

tions for fleet operators. The acquisi-

tion expands key markets for Guard-

ian, including the pilot training mar-

ket, with flagship client Purdue Uni-

versity, and commuter and regional 

airlines and provides the company 

with a strong value proposition to 

target global customers. Brian Morri-

son, founder and President of Alakai 

Technologies, will become the Senior 

Vice President, Product Innovation 

for Guardian and will remain based 

in Boston. Contact Howard at how-

ard.pearl@gmail.com. See http://

www.prweb.com/releases/2011/8/

prweb8721649.htm  

 

Grant Lee, FCInst.M., RPM , execu-

tive director of the Canadian Insti-

tute of Marketing will be honored on 

October 13 with a newly established 

Certificate of Recognition for long-

standing full membership in the On-

tario Professional Planners Institute. 

This year also marks the 25th anniver-

sary of the Ontario Professional Plan-

ners Institute. See http://

www.ontarioplanners.on.ca/ 

 

In addition, he has launched his lat-

est project called My Access Codesɭ a 

retro product for organizing those 

ɁÈÓÓɯÛÖÖɯÕÜÔÌÙÖÜÚɂɯÜÚÌÙÕÈÔÌÚɯÈÕËɯ

passwords. It is an alternative to 

storing information electronically 

and is targeted to the Boomer and 

first entry Gen Xers who prefer 

greater control over personal infor-

mation. See 

www.myaccesscodes.com, 

or scan this QR code to 

learn about the product 

Strategy 
      cont inued f rom page 12 
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communication became too strong. 

Small companies suddenly had na-

tional brands because they started sell-

ing their products in a massive way all 

over the country, or even the world. 

Brand image suddenly become THE 

MOST important thing in marketing. 

Companies would do anything to de-

fend their brands; they lied, cheated, 

even said negative things about their 

competitors. As I have said before, 

ÛÏÌàɀËɯËÖɯÈÕàÛÏÐÕÎɯÛÖɯÔÈÒÌɯÛÏÌÐÙɯ

brands look good. 

 

3ÏÌÕɯÛÏÌÙÌɀÚɯÛÏÌɯÌÙÈɯÖÍɯÊÖÕÚÜÔÌÙɯ

power, where suddenly the market 

became so saturated with advertising, 

that customers became confused and 

started to come to their senses. They 

just wanted products that work and fit 

within their budget. Marketers started 

panicking and screamed that Advertis-

ing is Dead, and Sales is Dead. Of 

ÊÖÜÙÚÌɯÛÏÌàɀÙÌɯËÌÈËȰɯÈËÝÌÙÛÐÚÐÕÎɯÈÕËɯ

sales are mostly one way communica-

ÛÐÖÕȭɯ(ÛɀÚɯÏÖÞɯÊÖÔ×ÈÕÐÌÚɯÈÙÌɯ×ÜÚÏÐÕÎɯ

their products to the customers. Cus-

tomers eventually have to make their 

choice based on their limited budget. 

The competition then reached its peak 

and escalated into a price war. Who 

wins the war? Customers for sure. A 

lot of big bulk retailers that sell high 

volume at small margins and a few 

niche players were winners. 

 

Within the last 3 years, social media 

has stolen the spotlight. Companies 

are flocking to use the new media to 

reach millions of (potential) customers. 

Social media specialists suddenly are 

in high demand. Despite all the hype, 

these companies keep forgetting that 

social media is NOT another type of 

advertising they thought they knew, 

In the old days, people relied mostly 

on products and services. Advertis-

ÐÕÎɯÈÚɯÞÌɯÒÕÖÞɯÐÛɯËÐËÕɀÛɯÌßÐÚÛɯÉÈÊÒɯ

then. It was just as simple as putting 

a plank with your name and your 

occupation on your door, or outside 

your gate. Nobody would see the 

plank unless they passed by your 

house or store. The business rule was 

very simple. If you have good prod-

ucts or services, then your happy 

customers will tell their friends, and 

if their friends are satisfied, then 

they will tell their other friends and 

so on and so forth. Until now, we 

still found Word Of Mouth (WOM) 

marketing to be the most powerful 

tool every marketer should utilize. 

However, maintaining positive 

WOM is extremely difficult, since the 

expectation is always getting higher 

and higher, and the only way to 

overcome this is by having continu-

ÖÜÚɯÐÔ×ÙÖÝÌÔÌÕÛɯÖÕɯÛÏÌɯ×ÙÖËÜÊÛÚɀɯ

ÖÙɯÚÌÙÝÐÊÌÚɀɯÚÐËÌȭ 

 

Then radio was invented, and soon 

after, the television. Advertising as 

one dominant type of marketing 

and will never be one. Most companies 

use social media (Twitter, Facebook, 

LinkedIn) and blogs as a form of one-

way communication. Although they 

have done a great job of making it look 

interactive, most of them are hardly 

interactive because companies chose to 

ÐÎÕÖÙÌɯÛÏÌÐÙɯÊÜÚÛÖÔÌÙÚɀɯÊÖÔÔÌÕÛÚȮɯÈÕËɯ

deleted the negative comments, as if 

there is nothing worth improving.  

 

3ÏÌàɯÈÙÌɯÊÙÌÈÛÐÕÎɯÈɯÕÈÙÊÐÚÚÐÚÛÐÊɯɁÍÈÜß-

brand-ÐÔÈÎÌɂɯÞÏÌÙÌɯÛÏÌàɯÈÓÞÈàÚɯÓÖÖÒɯ

×ÌÙÍÌÊÛɯÈÕËɯÌÝÌÙàÉÖËàɀÚɯÈÓÞÈàÚɯÚÖɯ

happy. Those companies do not realize 

that those unsatisfied customers will 

never go away, because they have 

been using their personal blogs or any 

other media (facebook, twitter) to ex-

press their disappointment and frus-

tration. 

 

2ÖÊÐÈÓɯÔÌËÐÈɯÐÚɯÑÜÚÛɯÈɯÔÌËÐÈȮɯÚÖɯÐÛɀÚɯÑÜÚÛɯ

a way to convey your message to the 

public. The public then decides 

whether or not they need the message 

being conveyed to them. If they do not 

need them, they can always 

ɁÜÕÚÜÉÚÊÙÐÉÌɂȰɯÐÍɯÛÏÌàɯÓÐÒÌɯÐÛȮɯÛÏÌÕɯÛÏÌàɯ

ÉÌÊÖÔÌɯɁÍÈÕÚɂɯÈÕËɯÏÖ×ÌÍÜÓÓàɯÉÌÊÖÔÌɯ

ɁÓÖàÈÓɯÊÜÚÛÖÔÌÙÚȭɂɯ(ÕɯÛÏÌɯÚÖÊÐÈÓɯÔÌËÐÈɯ

ÌÕÝÐÙÖÕÔÌÕÛɯÈÕËɯÛÏÌɯÉÓÖÎÖÚ×ÏÌÙÌȮɯÐÛɀÚɯ

always about the content. However, 

the content has to be sincere enough to 

win the heart of (potential) customers. 

In the marketing industry, the content 

ÏÈÚɯÛÖɯÙÌÍÓÌÊÛɯÛÏÌɯÊÖÔ×ÈÕàɀÚɯ×ÙÖËÜÊÛÚɯ

and services and its commitment to 

customers. Like my professor used to 

say, do not go chasing after the profits; 

if you keep your customers happy, 

then the profits will come to you.  

 

As for me, I am a traditional marketer 

who believes that everything is about 

innovation and continuous improve-

ment of products and services.  

 

 
         continued on page 15 

The dark side of marketing 

communications 
By Pierre Wirawan, MCInst.M. 

Danny Widjaja, MCInst.M 

Pierre Wirawan, MCInst.M. 



Page 15 

Marketing Canada Summer 2011 Volume 7, Issue 3 

© 2011 Canadian Institute of Marketing 

Advertising, updates, tweets, blogs 

and everything else is secondary. The 

best example that I can use is to com-

pare Apple and Research In Motion 

(RIM). Apple always come up with 

disruptive technologies that upset the 

competition, while RIM (who used to 

be very innovative) prefers to use its 

current proprietary Blackberry Mes-

saging technology. iPad is definitely 

not the first tablet computer in the 

world, but in people's mind, iPad is 

the ultimate tablet computer because 

of its intuitive touch technology. On 

the other hand, despite how much 

money RIM had invested in product 

development, PlayBook will never be 

regarded as an innovative product, 

since people will always see it as just 

another iPad clone. 

 

(ÛɯÙÌÈÓÓàɯËÖÌÚÕɀÛɯÔÈÛÛÌÙɯÏÖÞɯÔÜÊÏɯ

budget your company has allocated to 

hire the best social media specialists to 

exploit the potential of social media 

and other Internet-based technology. I 

still believe in the power of Word of 

Mouth Marketing (WOM), because in 

the end, everything will come down to 

this: (%ɯ8.41ɯ"423.,$12ɯ6.-ɀ3ɯ

RECOMMEND YOU TO THEIR 

FRIENDS, THAT MEANS YOUR 

PRODUCTS OR SERVICES STINK! 

(PW) 

 

Pierre Wirawan is a marketing profes-

sional with 10+ years of experience. He 

is open to career opportunities. He 

earned his MBA from Ohio State Uni-

versity in 1997, and was the head of 

the school of marketing at a private 

university in Jakarta, Indonesia. He 

was an architect by education and 

worked as a product and graphic de-

signer. You can read his blog at http://

wirawans.wordpress.com. 

Want to get involved 

in the Instituteõs 30th 

year of celebration? 
The Canadian Institute of Marketing 

has several committees that need 

members to advance the objectives of 

the Institute. Following are the com-

mittees and their members that will 

have an important roll to play in cele-

ÉÙÈÛÐÕÎɯÛÏÌɯ(ÕÚÛÐÛÜÛÌɀÚɯƗƔÛÏɯàÌÈÙȭɯ"ÖÕɪ

tact Grant Lee at 

info@professionalmarketer.ca to ex-

press your interest in getting in-

volved. 

 
Membership Services Committee  

Chair:  

Member Ranil Herath 

Member Geerish Bucktowonsing 

Member Kevin Palmer 

The MSC shall advise Council on matters 

relating to the growth of membership; 

advise Council on matters relating to ser-

vices to members; work with special inter-

est member groups to establish Web-

based bureaus to strengthen and grow the 

ÐÕÚÛÐÛÜÛÌɀÚɯÔÌÔÉÌÙÚÏÐ×ȭ 

 

Conferences and Seminars Committee  

Chair: Faythe Pal 

Member Pernel Fisher 

Member Marcus Aderemi 

Member Branimira Todorova 

Advisor Dwight Dyson OCMC 

This committee shall plan and organize 

the Annual General Meeting and Confer-

ence of the institute; advise Council on the 

nature of educational and professional 

conferences and seminars which it would 

be appropriate for the institute to sponsor, 

endorse or create, and recommend to 

Council the manner of participation by the 

institute in such activities; communicate 

with members through council regarding 

availability of professional and educa-

tional conferences and seminars which the 

committee perceives as relevant to the 

aims of the institute; to coordinate the 

ÐÕÚÛÐÛÜÛÌɀÚɯÐÕÝÖÓÝÌÔÌÕÛɯÐÕɯÊÖÕÍÌÙÌÕÊÌÚɯÈÕËɯ

seminars as directed by Council. 

This Fall, Humber College is hosting 

the Ontario Colleges' Marketing Com-

petition 2011. This two day event 

brings together top business di-

ploma students from across On-

tario's colleges. As the host college, 

Humber will plan, organize, and 

manage this event which takes place 

on November 24 and 25. The HUM-

BER OCMC 2011 blog is the official 

blog of the competition to keep peo-

ple informed about the latest infor-

mation on events, participants, op-

portunities, results, and more. See 

http://

humberocmc.blogspot.com/2011/03/

guest-blogger-considers-ocmc.html?

utm_source=feedburner&utm_medi

um=feed&utm_campaign=Feed%

3A+HumberOcmc2011+%

28Humber+OCMC+2011%

29&utm_content=FeedBurner 

 

This year the Canadian Institute of 

Marketing is a bronze sponsor and 

will field at least one judge. The In-

stitute has been a supporter of the 

competition for several years. Fellow 

Dwight Dyson, FCInst.M was one of 

the founders of the competition, and 

represents our organization 

annually at the event. 

Dark side   continued from page 14 
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http://humberocmc.blogspot.com/2011/03/guest-blogger-considers-ocmc.html?utm_source=feedburner&utm_medium=feed&utm_campaign=Feed%3A+HumberOcmc2011+%28Humber+OCMC+2011%29&utm_content=FeedBurner
http://humberocmc.blogspot.com/2011/03/guest-blogger-considers-ocmc.html?utm_source=feedburner&utm_medium=feed&utm_campaign=Feed%3A+HumberOcmc2011+%28Humber+OCMC+2011%29&utm_content=FeedBurner
http://humberocmc.blogspot.com/2011/03/guest-blogger-considers-ocmc.html?utm_source=feedburner&utm_medium=feed&utm_campaign=Feed%3A+HumberOcmc2011+%28Humber+OCMC+2011%29&utm_content=FeedBurner
http://humberocmc.blogspot.com/2011/03/guest-blogger-considers-ocmc.html?utm_source=feedburner&utm_medium=feed&utm_campaign=Feed%3A+HumberOcmc2011+%28Humber+OCMC+2011%29&utm_content=FeedBurner


Page 16 

Marketing Canada Volume 7, Issue 3 Summer 2011 

Growth of sales revenues, volumes, 

market share and profitability are on 

the lips of all marketers, across all 

industries. The truth is that growth is 

what business organizations require 

and strive for regularly. 

 

There are quite a few effective mar-

keting strategies, that can be imple-

mented, for growth , such as: 

 

1. Introduction of new products. 

2. Expansion into new markets. 

3. Growing mature markets. 

4. Growing through collabora-

tion. 

 

1. Introduction of new products. 

A very exciting and popular method 

of achieving growth. History is filled 

with examples of innovators, who 

through their foresight, developed 

and launched new products, success-

fully. 

 

By launching new products, a com-

pany can pre-empt competition, 

keep its sales force interested and 

focused and rise above the general 

clutter of the marketplace. All these 

can contribute to superior growth in 

revenue and profits. Consider the 

example of Gillette. Gillette's reputa-

tion and growth was challenged in 

the 1980s, by disposable razors such 

as BIC. Gillette responded through a 

strategy of launching new products, 

such as the Sensor, Sensor Excel and 

Mach 3 shaving systems. These new 

products, saved the Gillette brand 

and also helped to grow it. 

 

New product introductions are de-

pendent on the ability of listening to 

customers. A clever strategy would 

be to bring in customers at an early 

stage in the new product develop-

ment process. For example, super-

markets could have loyalty customer 

clubs, and this would be the logical 

forum for new product and service 

ideas / suggestions. (even test mar-

keting). 

 

Customization is the latest challenge 

in new product development and can 

be very profitable, if managed effec-

tively. The "Hello Kitty" character, 

succeeded in the western world, only 

when the cat's physical characteristics 

were adjusted to reflect the culture. 

(Independence Vs dependence). Mat-

tel's sales of Barbie dolls in Japan, 

succeeded only when the doll's 

physical characteristics were adjusted 

to reflect the culture. 

 

2. Expansion into new markets.  

New markets can be considered as 

new geographical areas or new mar-

ket segments. A domestic marketer 

can expand geographically, within 

the home country and / or in overseas 

markets. This is often the most popu-

lar method of market expansion. In 

growing geographically, many or-

ganizations adopt different strategies. 

Some enter underdeveloped markets 

early to establish themselves. Others 

enter only when the confidence levels 

are high on success. For example, 
© 2011 Canadian Institute of Marketing 

globally McDonalds has preferred to 

move into markets early. The reason 

is that many lessons have to be 

learned in food retailing, and this 

takes time. These include menus, cus-

tomer food habits, consumption be-

havior and cultural / social etiquette. 

 

In addition to expanding geographi-

cally, growth can also be achieved  

through new market segments (i.e. 

identifying groups of customers that 

have not been targeted before). Com-

panies marketing tobacco have tar-

geted new segments / users such as 

teenagers, young women and offered 

products which are in keeping with 

their specific needs. Another example 

is Johnson's Baby products. Due to 

the slow down of birth rates, John-

son's identified new users for their 

baby products, namely young girls 

and young women. (Good for baby, 

good for you) 

 

Besides new users, new market seg-

ments can be identified in terms of 

new uses. (different methods of us-

age) For example, a tomato ketchup 

marketer can promote the different 

usages of the product (i.e. as a dip, 

for cooking and frying, as a spread 

on toast and biscuits). The chemical 

giant, Dupont, has identified ex-

panded uses for nylon and other fi-

bers it produces. It is important when 

deciding how to grow uses to under-

stand how customers actually use the 

ÍÐÙÔɀÚɯ×ÙÖËÜÊÛÚɯÝÌÙÚÜÚɯÐÕÛÌÕËÌËɯÜÚÌÚȭ 

 

3. Growing mature markets. 

In mature markets, growth rates start 

to decline and competitive intensity 

is quite severe. However, a loyal cus-

tomer base is present and the onus is 

on the marketer to keep them ser-

viced. 

 
      continued on page 17 
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have one thing in common; they in-

volve growth through their own as-

sets. However, in complex and com-

petitive markets, organizations have to 

be able to think beyond their home 

turf to achieve sustainable growth. 

This requires collaboration with com-

petitors through strategic alliances, 

joint ventures, or even acquisitions. 

Although the levels of risk can be quite 

high, the return too is quite attractive, 

provided that the collaborative ar-

rangements are well managed. 

 

Examples of many successful collabo-

rative arrangements can be found from 

around the world. Acquisitions are a 

way of buying yourself growth. Gil-

lette, bought Parker to grow its share 

of the global pen business. Gillette also 

owns Papermate. Bacardi, makers of 

rum, bought Martini and Rossi. The 

reason was to gain access to the Euro-

pean market, where Martini and Rossi 

have a well established distribution 

network. 

 

Acquisitions are not the only way for 

growth through collaboration. Merg-

ers and joint ventures are often effec-

tive methods of achieving market 

share growth. Glaxo and Smithkline 

Beecham merged operations and 

called themselves Glaxo Smithkline. 

Both these organizations, prior to the 

merger, were spending extensive re-

sources on R & D. By merging, they 

are now sharing resources and avoid-

ing duplicating efforts, especially in R 

& D. Furthermore, their combined 

share of the global pharmaceutical in-

dustry is quite substantial. Another 

significant merger was between Chrys-

ler and Mercedes Benz. DaimerChrys-

ler as it is now called, was formed to 

capitalize on the synergies that each 

partner can provide. 

 

A less risky approach to collaboration 

is through strategic alliances: doing 

There are methods of achieving 

growth, even in markets where de-

mand has plateaued. One obvious 

way is to take market share from 

competitors, across-the-board. When 

the cake does not grow in size, you 

have to start nibbling from others! 

Many global examples include Coke 

Vs Pepsi (Cola wars), Gillette Vs BIC 

(Razor wars), Nike Vs Reebok 

(Sportswear wars), Hertz Vs Avis 

(Rent-a-car wars). An important as-

pect to note when taking share from 

competitors is that it works best on a 

selective rather than on an industry 

wide basis. This highlights the rele-

vance of a clear market focus. 

 

In mature markets, the emphasis is 

normally on customer retention and 

loyalty. Growing in partnership with 

key accounts becomes a logical and 

effective strategy. Organizations tar-

get certain large customers in a de-

liberate effort to gain and retain loy-

alty. For example, the jeans manufac-

turer Levi-Strauss has developed key 

partnerships with global retail cloth-

ing chains to sustain and improve 

sales and profits. Another example is 

Intel. By partnering global computer 

manufacturers, Intel attempted to get 

their high speed chips into computer 

models made by their partners. 

 

To grow market share through part-

nership, a considerable degree of 

openness and co-operation is re-

quired. Open lines of communica-

tion, open books of accounts, and 

trust is required. Typical confronta-

tional and manipulative buyer/seller 

attitudes must be set aside. 

 

4. Growing through collaboration 

Growth through introduction of new 

products, expansion into new mar-

kets, and growing mature markets 

© 2011 Canadian Institute of Marketing 

business jointly in an alliance. A stra-

tegic alliance is an informal collabora-

tion between firms that does not in-

volve the setup of a joint venture 

company. Alliance partners agree on 

some important aspect of mutual in-

terest such as R & D, technology, and 

production, and then work on ex-

ploiting the same through the infor-

mal working arrangement. For exam-

ple, the airbus consortium that devel-

oped the Airbus competed with Boe-

ing. No single company could have 

achieved this alone, given the enor-

mous resources required and the 

risks involved. Toyota and General 

Motors are competitors, when it 

comes to marketing of cars. However, 

they collaborate in the manufacturing 

of them. 

 

As can be observed, growth in sales 

and profits are possible through col-

laborate arrangements. The essence 

of all this is that an organization does 

not need to grow alone! It can do so 

in partnership, provided it can iden-

tify a suitable partner and manage a 

relationship. 

 

Conclusion 

In this short article, I have focused on 

a vital component for business suc-

cessɭgrowth. There are many ave-

nues to attain growth. What method 

is selected depends a lot upon the 

situation, and the inherent opportu-

nities and threats prevailing. Much 

depends on executive judgment and 

intuition! 

 

"Why limit productivity advances, 

to what your firm can do alone?"  

 
Contact Prasanna at prasannaper-

era@mail.ewisl.net. 

Growth   continued from page 16 
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Olds College  

marketing program 

accredited 
The Canadian Institute of Marketing  

accredited the Diploma Business Ad-

ministration - Marketing and Sales 

Major of Olds College on July 14, 

2011.  

 

Graduates of the Diploma Business 

AdministrationɭMarketing and 

Sales Major) may apply to the Cana-

dian Institute of Marketing for 

Graduate, Associate, or Professional 

membership. Our Registrar would 

review the application of the candi-

date and grant a level of member-

ship based on academic achievement 

in marketing, which may extend be-

yond Olds College, and include 

length and depth of experience. An 

applicant who has graduated from 

the Diploma Business Administra-

tionɭ(Marketing and Sales Major) 

would be granted at least Graduate 

Membership. 

 

Olds College is an Alberta public 

post-secondary institution located in 

Olds, Alberta, established in 1913 as 

Olds Agricultural College. The col-

lege opened its first satellite campus 

in Calgary in 2006 in partnership 

with the Calgary Stampede Board. It 

celebrates 100 year in 2013. 

 

Olds College offers over 30 pro-

grams. They are authorized by the 

Government of Alberta to grant Cer-

tificates, Diplomas, Bachelor of Ap-

plied Science Degrees and Appren-

ticeship designations. 

 

www.oldscollege.ca 

A Quick Response 

Code for the Canadian 

Institute of Marketing 
A QR Code (Quick Response code) 

is a type of matrix barcode (two-

dimensional code) designed to be 

read by smart phones. The code con-

sists of black modules arranged in a 

square pattern on a white back-

ground. The information encoded 

may be text, a URL, or other data. 

Created by Toyota subsidiary Denso 

Wave in 1994, the QR code is one of 

the most popular types of two-

dimensional barcodes. The QR code 

was designed to allow its contents to 

be decoded at high speed. 

 

The Canadian Institute of Marketing 

is upgrading its promotional material 

and will incorporate the QR code on 

all products. The code takes a smart 

×ÏÖÕÌɯÚÊÈÕɯÛÖɯÛÏÌɯ(ÕÚÛÐÛÜÛÌɀÚɯ6ÌÉɯÚÐÛÌȭɯ

The Code can be upgraded to archive 

more data than the URL for its Web 

site, and will occasionally be re-

freshed to take mobile scanners to 

various sites and channels of the In-

stitute. The Code is an important ele-

ÔÌÕÛɯÖÍɯÛÏÌɯ(ÕÚÛÐÛÜÛÌɀÚɯÔÖÉÐÓÌɯÔÈÙÒÌÛɪ

ing tactic. 

Canadian Institute of 

Marketing AGM held 

on July 9 in Toronto 
The Canadian Institute of Marketing 

held its annual meeting at the Acad-

emy of Spherical Arts in Toronto on 

July 9. Elected to Chair is Faythe Pal, 

MCInst.M. 

 

Faythe runs five companies under 

Hands of Time Inc.: Dusk, Fishy Fish, 

Hoti, Off The Cuff Marketing, and 

Sunshine on a Cloudy Day. With an 

extensive background in accounting, 

administration, retail, wholesale, 

management, product development, 

sales, art, scuba diving, music and 

marketing; Faythe brings a distinctive 

combination of education, experience 

and expertise to every project. She is 

very active in the community as a 

volunteer, fundraiser, event planner 

and committee member for a variety 

ÖÍɯÖÙÎÈÕÐáÈÛÐÖÕÚȭɯ%ÈàÛÏÌɀÚɯÊÖÔÔÜÕÐÛàɯ

titles include 1st Vice President of the 

Collingwood Chamber of Commerce, 

Director for Breaking Down Barriers 

Independent Living Resource Centre, 

an Executive Director of the Wasaga 

!ÌÈÊÏɯ6ÖÔÌÕɀÚɯ!ÜÚÐÕÌÚÚɯ ÚÚÖÊÐÈÛÐÖÕɯ

and a Chair of the Canadian Institute 

of Marketing. 

The minutes and members of Council 

are archived on 

www.professionalmarketer.ca. 

 

http://en.wikipedia.org/wiki/Smartphone
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New Members and Membership Upgrades* (to September 2011) 

 

Professional Member  No. 902  Soubash Wickramasekara  Brampton, ON 
Professional Member  No. 903  Sourav Chatterjee   Toronto, ON 
Professional Member  No. 904  Yury Gerasimchuk   Toronto, ON 
Professional Member  No. 905  Leonard D'Souza   Toronto, ON 
Professional Member  No. 906  Elizabeth W. Roimen-Kariuki  Kenya 

Canadian Institute of Marketing Council 
Faythe Pal   Chair    Hands of Time Inc., Toronto 
Ranil Herath   Past Chair   DeVry Institute of Technology, Calgary 
Kevin Palmer   Vice Chair   Superior Image Communications, Thunder Bay 
Shiv Seechurn   Registrar   Canada Revenue Agency, North York 
Tareq Ali       St. Michaelôs Hospital, Toronto 
John Jackson       Professor, Georgian College (CAI) 
Suzen Fromstein      Sun Life Financial, Waterloo 
Chantal Dugdale      Modern Sales, Barrie 
Marcus Aderemi      Global Educational Marketing Corp., Toronto  
Marcello Pitino      Food-Nutrition Inc. (USA)  
Sourav Chatterjee      Rotman School of Business, Toronto 
Reg Sheppard       University of New Brunswick 
Anthony Raman      Education Marketer, New Zealand 
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Membership 
Requirements 
Professional Member (MCInst.M):  

A) Has held an acceptable 
marketing position for 5 years, the 
last 2 at senior management. 
 
B) Holds a recognized qualification in 
any of the following, or mature 
entry instead. 
Å A diploma of an Institute of 
 Marketing; 
Å BA, MA, or Doctorate degree with 
 marketing specialization; 
Å Diploma or University Postgraduate 
 Diploma in Management 
 Studies, or Business  
 Administration with marketing 
 specialization; 
Å Other educational or professional 
 qualification of equivalent or 
 higher standard with  

 marketing input ï approved 
 by the Canadian Institute of 
 Marketing or one of its 
 affiliated marketing institutes. 
 
Registered Professional Marketer  
(RPM) 

A candidate must meet the following 
requirements: 
A) Be a Professional Member 
(MCInst.M) 
 
B) Acceptance by Registrar of written 
case study or examination  
demonstrating competence in  
marketing knowledge of industry  
issues and ethics. 
 
 
 

Associate Member (ACInst.M):  

A candidate must meet the following 
requirements: 
 
A) Has held an approved marketing 
position for 3 years, the last in 
marketing management at a lower 
level than for full membership. 
 
B) With one of the following  
Academic qualifications: 
Å A Certificate of an Institute of 
 marketing or, subject to its 
 marketing component being 
 approved by the CInst.M., a 
 BA or MA in a business- 
 related subject; 
 
 
 

...continued on page 20 



Å Based on leadership, knowledge, 
 experience and sustained 
 membership. 
 

Affiliate (Corporate) Member  
Organizations that wish to be  
Affiliated with the CInst.M. This  
Category of membership does not 
carry the right to vote at Canadian 
Institute of Marketing meetings, or 
carry a professional designation. 
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Marketing Programs Accredited by  

The Canadian Institute of Marketing 

Business Administration  
Marketing  
Marketing Diploma  
 
 
P.O. Box 631, Station A 
Toronto, Ontario 
Canada M1K 5E9 
T: 416.289.5300 
 
 
 
www.centennialcollege.ca  

Business Administration ï Marketing  
Business Marketing  

 

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

T: 807.475.6110 
 

www.confederationc.on.ca  

B) Be elected by the Institute. 
 

Student Member:  
A candidate must meet the following 
requirements: 
 
A) Be registered in a Marketing 
Certificate or Diploma programme; 
 
B) Be registered in the final year of 
a degree programme with Marketing 
specialization. The Marketing compo-
nent must be approved by, and 
the learning institution accredited 
with, the CInst.M. 
 

Fellow (FCInst.M):  

Å Ten years of membership in 
 good standing (exception rule 
 in place) 
Å Vote of College of Fellows, Past 
 Presidents and Board based 
 on nomination and  
 application and review. 
 

Å Diploma or University Post 
 graduate Diploma in  
 business Administration or in 
 Management Studies; 
Å Other educational or professional 
 qualifications of equivalent or 
 higher standard approved by 
 CInst.M. 
 

Graduate Member ( GCInst.M):  

A candidate must meet the following 
requirements: 
 
A) Have successfully completed an 
 approved Marketing  
 Certificate or Diploma  
 programme from a  
 Recognized learning  
 institution, or posses a  
 business-related  
 Bachelor degree. 

© 2011 Canadian Institute of Marketing 

 

 
Bachelor of Business Administration  

Marketing Concentration   

 
 

P.O.Box 5300, 1250 Grand Lake Road, 

Sydney, Nova Scotia, Canada B1P 6L2 

www.cbu.ca  

Bachelor of Business Operations Degree  
Sales and Marketing  

 
2700 3 Ave SE 

Calgary, AB  T2A 7W4 

 

www.devry.ca  

Membership 

Requirements 
  continued from page 17 

 
 
 
 
 
 

Executive Diploma in Marketing Practice  

Executive Diploma in  
International Business Management  

Executive Diploma  

in International Marketing  
No: 1A, 1st Floor, Jalan Kapar 

41400 Klang, Selangor, Malaysia 
 

www.asiapacific -openlearning.com  

Business Administration ï 
Marketing (Co -op) 

Business Administration ð 
Marketing  

 
100 College Drive , PO Box 5001 

North Bay, Ontario P1B 8K9 

www.canadorec.on.ca  
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Marketing Programs Accredited by  

The Canadian Institute of Marketing 

 
Northern Alberta 
Institute of  
Technology 
 
 

Marketing Program  
 

11762 106 Street 
Edmonton, Alberta, T5G 2R1 

T: 780.471.7400 
 

www.nait.ca  

 

Business  
Administration  

Marketing Diploma  
 

 

 
N502 Senator Burns Building 

1301 ï 16 Avenue ï NW 

Calgary, AB ï T2M 0L4 
T: 403.284.7248 

 

 

www.sait.ab.ca  

Business ï Marketing  
and Business  
Administration ï 
Marketing  
Business ï Marketing  
 

 
1460 Oxford Street, East, 

P.O. Box 7005 
London, ON N5W 5H1 

T: 519.452.4430 
 

www.fanshawec.ca  

Business Administration ðMarketing  
Diploma  

Two-Year Business ðMarketing Co -op  
Diploma  

 

705-728-1968 
 

 
www.georgianc.on.ca  

Business Administration ï Automotive Marketing  
3 Year Diploma) 

 

Business Administration ï Automotive Marketing 
(Bridge to the Degree, One Year) 

 

Business Administration ï Automotive Marketing 
(4 Year Applied Degree) 

 

http://thecai.georgianc.on.ca  

 
Business  

Administration  

Marketing  
 

 

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

T: 1-800-265-2002 
 
 

www.georgebrown.ca  

 

Higher Diploma in  
Marketing  
 

Management  
Diploma in Marketing  
Management  

 
 

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

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

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

 
Diploma in  
Marketing  
 
 
 

Centre for Continuing Education 
Downtown Centre, 1280 Main Street W., 

Hamilton, ON L8S 4L8 

T: 905-525-9140 
 
 

www.mcmaster.ca  

Diploma Program in Marketing  
 
 

P.O. Box 2034, 
Hamilton, Ontario L8N 3T2 

T: 905-575-1212 

 
 

www.mohawkcollege.ca  

Bachelor of Business Administration  
(BBA Honours ï Four -Year Program,  

Marketing Stream)  
 
 

www.nipissingu.ca  

Business Administration ïMarketing  
 
 

2055 Notre Dame Ave 
Winnipeg, Manitoba, Canada, R3H 0J9 

T: 204.632.3960 

 

 

www.rrc.mb.ca  
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Diploma Business Administration  
Marketing and Sales Major  

(2-year program)   
 

4500 - 50th Street  

Olds, AB, Canada T4H 1R6 
 

www.oldscollege.ca  



The Canadian Institute of Marketing is partnering with Strategy Institute to bring to you the Customer Experience 

Strategies Summit, taking place in Toronto on November 9 and 10. Incorporating Customer Experience excellence is be-

coming an imperative business strategy; a new philosophy that brings departments together to build customer loyalty, 

boosting reputation through branded experience and ultimately increasing revenue through customer acquisition and 

retention. To view the agenda: http://www.customerexperiencecanada.com. The Canadian Institute of Marketing has 

ÚÌÊÜÙÌËɯÈɯƕƙǔɯËÐÚÊÖÜÕÛɯÖÍÍɯÖÍɯÛÏÌɯÙÌÎÜÓÈÙɯÐÕÝÌÚÛÔÌÕÛɯÙÈÛÌɯÍÖÙɯÈÓÓɯÔÌÔÉÌÙÚȭɯ4ÚÌɯ5(/ɯÊÖËÌɯɁ"(,ɂɯÞÏÌÕɯÙÌÎÐÚÛÌÙÐÕÎɯÖÕÓÐÕÌȮɯ

or calling in. 

 

There are highly qualified speakers at this conference including representatives from: 

 

 

 

 

 

 
 

Registrations can be made online, or directly at 1-866-298-ƝƗƘƗɯÌßÛɯƖƔƔȭɯ,ÌÕÛÐÖÕɯ5(/ɯ"ÖËÌɯɁ"(,ɂɯÛÖɯÙÌÊÌÐÝÌɯƕƙǔɯÖÍÍɯÖÍɯ

the regular rate of investment. Offer applies to new registrations only. We look forward to seeing you at the summit. 

Walt Disney Parks & Resorts JetBlue Airways Adobe 

Telus Temkin Group Air Miles Reward Program 

BMO Financial Synovate Via Rail 

Marriott Hotels & Resorts   

http://www.customerexperiencecanada.com/


www.professionalmarketer.ca  

205 Miller Drive  

Halton Hills (Georgetown)  

Ontario Canada L7G 6G4  

T: 905.877.5369 

F: 905.877.5369 
info@professionalmarketer.ca  

To be recognized by  

business, governments and 

academia as the  

governing and standards -

setting body for professional 

marketers in Canada.  

Marketing Canada is published four 

times a year by the Canadian Institute 
of Marketing and distributed to mem-
bers. Marketing Canada provides edi-

torial coverage of marketing principles, 
standards and ethics in Canada and 
abroad. Information contained in Mar-

keting Canada has been compiled from 
sources believed to be correct. 
 

Marketing Canada cannot be responsi-
ble for the accuracy of the articles or 
other editorial material. Although the 
information contained in this journal is 

believed to be correct, no responsibil-
ity is assumed. Articles in this journal 
are intended to provide information 

rather than give legal or other profes-
sional advice. Articles being submitted 
for review should be emailed to: 

 
Grant Lee, Editor  
info@cinstmarketing.ca  

Canadian Institute of Marketing  
205 Miller Drive  
Halton Hills (Georgetown)  

Ontario, Canada L7G 6G4  
Tel: (905) 877 -5369 

Marketing planning  
Graphic design, print and production  

Web development and online marketing strategies  
Corporate identity and branding  

Corporate and product promotion  
Copywriting and writing for SEO  

Illustration, photography, videography, translation  
 

T: 905-702-9964    C: 905-510-0401 
26 James. St. Georgetown, ON 

eric@commassoc.ca   www.commassoc.ca 

Professional Marketers 

Consulting Services Directory 
Principals of the companies listed are members of the Canadian Institute of Marketing 

 

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

develop branded and private label products 
to fit the needs of targeted markets. 

 

11 Sherk Crescent  
Ottawa, ON K2K 2L4 Canada  

T: 613.592.1468 F: 613.592.0375  

dennis.c@rogers.com  
http://marketingadv.com  

 
 
 
 
 

Technical services marketing for the  
built environment 

 

205 Miller Drive 
Halton Hills (Georgetown) ON L7G 6G4 

T: 905.877.5369 F: 905.877.5369 
glee@aglmarketing.com 

 
www.aglmarketing.com  

65 Overlea Boulevard, Suite 112 
Toronto M4H 1P1, 

Tel: 416-927-0881        Fax: 416-927-1676 

www.warne.com  

 

kevin  

Palmer  

 
 
 

kpalmer@tbaytel.net  
807-473-3648 

www.superiorimagecom.com  
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Canadian Marketing and Creative Jobs  
 

The only Canadian job board dedicated to marketing 

and creative jobs. 

 

Only pre-screened and qualified professionals can 

apply for your job. 

 

100% money back guarantee if you don't find the 

professional you're looking for. 

 

 
 
 
 

Assists job seekers from diverse  
backgrounds to find employment and integrate 

into the job market. The Sales and Marketing 
Connections program of ACCES connects em-
ployers with sales and marketing professionals 

who meet their specific business needs. 
 

www.accesemployment.ca  


