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Mark it in your calendar today!

Special Thanks To Volunteers & Sponsors

As we approach the halfway mark of the BCAMA 2001/2002 year, | would like to offer special thanks to
everyone contributing to making this year a success.

Our Marketer of the Year Award was awarded to Ipsos-Reid in the fall. Diana Mulvey, Director of Special
Events, coordinated an outstanding evening that showcased Ipsos-Reid’s marketing success.

Janet Andersen, Director of our Breakfast Seminars, and Dean Fleming, Director of our Professional
Marketer Seminars, have been working diligently to provide you with an extraordinary lineup of presenters
this year. BCAMA Members have shown tremendous support and interest in these well-attended events.

Katherine Emberley, Director Marketing Communications, Mary Milovac, Director of Member Services,
Erin Robinson, Director of Volunteer Relations, and Lisa Graff, Collegiate Relations Director, are all working
tirelessly to create a broader awareness of our association. Their outstanding effort enables us to be a
leading AMA chapter.

Susan Archibald, Director of Vision 2002 Conference, is collaborating daily with the Vision Committee to
ensure a dynamic all day conference on May 8, 2002. (Details inside this issue.) You won't want to miss it!

Sheri Wisnowski, Web Site Director, has given our site a new look. Thanks to Sheri and her team, you will
find our site much easier to navigate. Katherine Anderson, Director of Creative Services and Production,
has led the team responsible for developing our collateral pieces to better reflect our brand. Well-done!
Donna Burton, Editor of marketline, continues to equip our newsletter with thought-provoking articles
from industry professionals. This issue brings us “Back to Basics”—a review on how to make the most of
our marketing initiatives.

Our Executive Team: Theresa Mackay, President Elect, Sue Semeniw, Vice President, Susan Stuart, Treasurer,
Tammy Towill, Past President, and myself would like to offer our gratitude and thanks to all Board Members
as we move forward with this year's agenda.

Last but not least, we would like to give special thanks to our sponsors: BC Business; Wasserman & Partners
Adbvertising Inc.; Benwell Atkins; Hot Digital Dog; Signs Now Yaletown; Quebecor; Cinanet; Gowlings,

Lafleur, Henderson; Canada NewsWire. Our sponsors are an integral part of our association, making it
possible for the BCAMA to serve the marketing community successfully.

' Maureen Rutherford, BCAMA President
Cover>Vision 2002
Career Corner>Hear What Industry Professionals Have To Say

Feature Articles>Back to Basics

The Role of Marketing Within Your Organization: Aligning Marketing With Your
Business Model — John Harris, VP Marketing & Sales, Ballard Power Systems

Marketing Technologies: A Front-end/Back-end Look at Technologies
That Maximize Marketing Efforts — Lance Bracken, President,

Corporate Communications Training College

Developing Your Brand Personality: How Do You Differentiate Your Products
From The Rest? — Cindy Stewart, Evolutionist, WOW! A Branding Company

Brand Building in Tough Times — Alvin Wasserman, President, Wasserman &
Partners Advertising Inc.

Creating A Marketing Plan: A Practical How-to-Guide - Linda Lee and Denise
Hayes, Principals, Strategex Consulting Group
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imiplicatons for marketers.
Diavid Foot is the best-salling
author of Boom, Bust and Echo
and a University of Toronto
professor

This Year's Speakers

CLIFF FREEMAN
Leam about Ciiff Freeman's
VIEWS 0N communicating with
consumers, The craator of
Wendy's “Where's The Besl?
campaign and Meunds / Almond
«Joy's “Somatimes You Feel Like
A Nut, Somatimes You Dan';
winner of 87 Glios, 34 One
Show awards, and 41 Cannes
Liong: and a highly respectad
Bgency creative, Ciiff Fraeman
is Chairman and Chief Creative
Officer of Ciiff Freeman & Parinars,

TONY PIGOTT KEITH REINHARD
How do you relmagorate a |
brand and how da you handie
ﬂhfﬂﬂdnﬂﬂ.ﬁ?l.hlnguu

studies and a global approach

In his presentation, Tony Pigati

will speak on energizing and
revitalizing famous, established
branded businesses. Tony Pigot

Is Pregadant and CED,

JWT Group Canada,

in brand bullding.
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*All persons registersd by end of business day, April 5, 2002 qualily for the Early Bird fee and will be emlensd 1o win
a three-day, two-night Whistlar Northvwind Reil Tour. Somsa restrictiona may epply. All registrations must be accom-
panied try full payment. Il more than one person lrom your organization ks regislenng, please call the BCAMA
office.

Cancefiation policy- All cancellations recesved by end of business day, Apnl 23 will receive a full refund.

1 would like 1o pay by:

Credit Card {check one). Visa _____ Master Card ______ Amernican Express
Card Mumber Expiry Date

Cardholder’s Name Cardholder's Signaturs

\ Season Tickets: (9 Early Bird, 11 late): # tickats
mamgae  Pleass charge my credit card with the balance owing i | don have enough lickets.
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The Exhibit Builders

\
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The Market Builders

Design » Fabrication « Graplics « Logistics « Supervision « Exhibit Management

CTM Comprehensive Tradeshow Marketing Inc.
Pl (604) 244-1740 Fx (604) 244-1731 (888) 608-0896
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CAREER

Company

Title with brief job
description

Route to
present job?

Best advice that
impacted
your career?

What was or is
your biggest
career challenge?

What do you like
most and least about
your job?

What advice would
you give someone
thinking of entering
your line of work?

Salary range
expectations

career corner marketline 7

Telus Corporation

Executive Vice-President, Enterprise Marketing
and Chief Marketing Officer. | provide
leadership across all TELUS business unit
marketing teams to ensure an efficient,
effective and unified marketing effort on
behalf of TELUS. | also ensure our company’s
strategic plan is executed from a marketing
point of view.

| joined BC TEL, as it then was, in 1969 as a
systems analyst after obtaining my degree in
computer science. | was intrigued by the
marketing side of the company and started
down a path towards it, alternating between
operations and marketing. | have been an
executive at BC TEL and TELUS for the last
15 years, mostly running business units and
leading our marketing efforts.

I've been significantly influenced by Peter
Drucker, who has had tremendous insight into
how businesses should be led and managed.
Tom Peters has also been a big influence. The
data and findings of his work are so practical
to enable direct implementation.

Speed. To be competitive in any industry, but
particularly in the data, Internet and wireless
communications world, you've got to be able
to adopt and adapt fast. My challenge is to
ensure, from a marketing perspective, a large
company like TELUS moves quickly enough
to stay ahead.

The opportunity to be innovative and creative
and to lead in new territories is exciting and
rewarding to me. What can be tough is tied
to the previous question: staying on top of
changes in the market and industry and
ensuring our strategies move ahead quickly.

Do two things exceedingly well. First, relate
and translate the corporate strategy into a
meaningful and effective marketing strategy.
Second, once you have your strategic marketing
plan, you must tenaciously execute the strategy.
You can get the strategy 80 per cent right,
but it must be 100 per cent executed.

Salaries are as varied as the number of
marketing-related positions and companies
and agencies that exist. But, imagination,
execution and professionalism are rewarded.

Ken MacAlpine

Medbroadcast

Director, Business Development. I'm respon-
sible for the development, implementation
and management of strategic sales initiatives
for the company. | coordinate all sales activities
between Medbroadcast and our sales team
at CanWest Interactive, sell site sponsorships
and other communications services and lead
the development of new revenue producing
programs.

| developed a background in medical research
by working in a research laboratory. Later |
moved on to pharmaceutical and medical
equipment sales and marketing. About 10
years ago | began to specialize in marketing
communications for health care. This job
allows me use my medical and communications
background in the development and promotion
of unique, web-based consumer health care
information products.

Maintain your resolve because you may suffer
some setbacks along the way. But, if you have
chosen a path that you love and have
confidence in your abilities, you can shake
off the setbacks, learn from them and move
on to achieve your objectives.

As a freelancer in the communications business,
it was a challenge to manage project flow
against income and to avoid the “feast or
famine” revenue cycle.

Most: Wearing many hats! | get involved in
planning, editorial, production, business
development and sales of communications
products in print, web and television.

Least: Not getting things done fast enough.

The most important thing is being able to
“tune in” to client needs. Start on the client
side of the desk and get familiar with the
business and its customers. At the same time,
keep an open mind and explore the various
communications techniques and tactics available
and how they might apply to your business.
When the time is right, move to the agency
side and apply what you've learned as a client.

Total compensation should be in the
neighbourhood of $75,000 +.

John Ridley

Global Television
Network —BC

Director of Promotion, Community Relations
Manager. | manage the promotion depart-
ments for Global BC and CH Vancouver Island,
primarily focused on strategy and the
production of all television creative that
position brands in BC.

My career began as a freelance producer in
commercial production to commercial writer-
producer, and then creative director. In 1992,
| became promotion director in the original
CanWest television operation CVKND. After
five years, | managed the network brand
rollout of U.TV in Vancouver — Global. In 2001,
I moved to BCTV to direct the re-brand to
Global BC and the re-brand of CHEK to CH
Vancouver Island.

Know your target audience and produce
creative that delivers a clear, concise message.
Don't get into a hunt for awards, it distracts
you from your mission. When you feel totally
stressed, just look back at what you've accom-
plished. Your heart rate will come down.

With the launch of the CHUM brand in BC
and CTV's strategy to position itself as closely
to the old BCTV look as it can, the present
environment is the most challenging. We have
maintained a loyal audience to the BCTV
News brand over decades and integrated it
into the Global culture of the top television
programming in the market.

Most: The Changes. The broadcast industry
is constantly evolving with new technologies,
more programming options and the uncertainty
of the web's presence in relation to audiences
and the entertainment industry.

Least: Having to say no to a not-for-profit that
needs your support for their initiative. When
you're big, demand is heavy and occasionally
you turn some marvelous charities over to
your competitors.

Start in a small market. You'll get the opportunity
to multi-task, which you won't in big markets.
Experience is key. Learn to do it the hard way,
where the resources are thin.

Depending on education and responsibili-
ties, an experienced broadcast manager on
the production/marketing side could make
from $60,000 to $100,000+ in a major market
in Canada.
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CAMAMET Sfub-os

Visuall Refreshlng Web Design

We take pride in our
craftsmanship of clutté
easy-to-navigate, vi
refreshing web sites
marketing direa or
design a free p
illustrating how ¥
can be improved to outst
your competitors.

John McPherson
Marketing Dii
Tel: 604.7

[ N- G S Gowling Lafleur Henderson LLP | Barrister’s Solicitors | Patent & Trade Mark Agents

ADVERTISING, MARKETING
& COMPETITION LAW

Pre-clearance of advertising copy, contest and promotion clearance, pricing, discounts and related marketing practices legal advice, trade-
mark and copyright clearance and registration.

We also provide legal services in the areas of merchandising, litigation, securities, licensing and technology law as well as all areas of
corporate, business and labour law.

Robert B Mackay* 2300 - 1055 Dunsmuir Street,
Tel: (604) 682-3761 © Fax (604) 682-1291 PO. Box 49122, Bental IV,
*Denotes Professional Law Corporation Vancouver, BC V7X 1]1
John G. Leckie www.gowlings.com

Tel: (604) 443-7603  Fax (604) 683-3558

MONTREAL ¢ OTTAWA ¢ TORONTO « HAMILTON ¢ WATERLOO REGION ¢ CALGARY ¢ VANCOUVER ¢ MOSCOW

www.bcama.com
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NJA8 -BASICS

Moving forward with our marketing initiatives often means reflecting on whether or
not we have all the basics covered, especially during times of economic uncertainty.

Are you a seasoned marketer? New to the marketing industry? Regardless of your level
of experience, it is easy to lose sight of the basics of marketing that contribute
greatly to success.

Over the next few pages, leading industry professionals share their insight and
expertise on various topics and provide us with fundamental marketing principles that
will help see us through the tough times and beyond.

The Role Of Marketing Within Your Organization: Aligning Marketing With
Your Business Model — John Harris, VP Marketing & Sales, Ballard Power Systems

Marketing Technologies: A Front-end/Back-end Look at Technologies That
Maximize Marketing Efforts — Lance Bracken, President, Corporate Communications
Training College

Developing Your Brand Personality: How Do You Differentiate Your Products
From The Rest? — Cindy Stewart, Evolutionist, WOW! A Branding Company

Brand Building in Tough Times — Alvin Wasserman, President, Wasserman &
Partners Advertising Inc.

Creating A Marketing Plan: A Practical How-to-Guide — Linda Lee and Denise
Hayes, Principals, Strategex Consulting Group

marketline winter 2002
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The Role of Marketing within Your Organization:
Aligning Marketing With Your Business Model

By John Harris, Vice-President Marketing and Sales,
Ballard Power Systems

If you ask someone outside of the marketing profession

for their perceptions of the job, you will likely hear
comments that conjure up images of glossy ad campaigns
and new product launches complete with glamorous
models and gala events. Others may relate the classic
Dilbert cartoon series where Dilbert, an engineer at a large
company, is transferred to the marketing department and
finds a utopia where people continuously socialize under a
“Two Drink Minimum” sign that hangs over the department
bar. The reality, however, is that most marketing work is
conceived and executed in a much more down-to-earth
environment. While glossy campaigns and posh events work
well for marketing luxury goods, successful businesses
follow a strategy that aligns marketing with an incisive
understanding of target users and their needs.

Given our current business status and customer profile
that spans industries from backup and portable power
products to the auto industry, Ballard’s marketing
activities today are far removed from mass-media
television and billboard campaigns. Instead, our efforts
have focused on building strong relationships with our
customers and working closely with them in their product
development process to integrate Ballard® fuel cells into
products for their customers. Building on our vision,
“Power to Change the World®"our customers clearly
recognize and value our commitment to support them in
developing a new generation of products that maintain
their leadership positions within their own industries.

It is through the success of these close partnerships that
we are able to understand our ultimate market, the end
user, and ensure that our business is structured to deliver
products that provide a real benefit. From research to
product development to manufacturing, the customer’s
voice and our ability to respond are paramount in
ensuring we maintain our competitive lead. The process
of building these relationships has been focused, steady
and productive. Ground-level foundation activities
include ongoing attendance at strategic industry trade
shows and conferences, articles in a wide variety of
publications, and participation in key seminars and
speaking engagements. Such activities have been
invaluable in allowing us to interface with partners and
customers to understand their needs, concerns, and
expectations. Even more important are the ongoing face
to face meetings and other communications that keep a
relationship alive and moving forward.

www.bcama.com

Without our proactive business to business marketing and
relationship building strategies, supported by truly
superior products, it is unlikely that Ballard would have
the strong customer base we enjoy today, nor our
industry leadership position. However, as a company
producing a unique new technology with the potential for
use in virtually any application that requires power, we
recognize that our business success is not based on
technology-push alone. The end user’s voice is vital to
direct us in creating beneficial products for businesses,
industrial power stations, consumer homes and the
highways of the world. Ultimately, it is the tremendous
power of consumer demand that will drive mass
acceptance of Ballard’s products, just as it did for
automobiles, television, personal computers and cellular
phones during their respective early years.

With consumers bombarded with information and product
messages daily, like any other organization trying to be
heard, we need to focus and reach the key early adopters
who will help us expand into majority markets. At the same
time, marketing budgets are under increased scrutiny and
pressure for results that can be clearly measured, if not
immediately seen on the bottom line. As a result,
marketing departments today must find new and creative
methods that reach target audiences in a manner that
achieves the absolute best return for dollars invested.

Given our stage in growth, mass-market routes such as
television, radio and print advertising have not yet been
part of our matrix. Instead, our tools include targeted public
relations activities that lead to coverage in trade journals,
newspapers, magazines and on television programs around
the world. Whenever a significant news release is issued or
Ballard is in attendance at a key industry trade show, a
media relations campaign including proactive calls and
interview placement occurs. In benchmarking the success of
our activities, research results clearly show that our
messages do in fact reach target business and media
audiences through this method. The approach is also
proving successful with consumer audiences as we field
inquiries daily from consumers around the world and from
today’s students — the consumers of tomorrow.

If our target market were urban North American kids in the
10 to 12 age range, our strategies and programs would be
entirely different. Ads on MuchMusic and MTV, contests
and other promotions would be the norm. That's the
beauty and excitement of marketing — you are able to do
things differently as your business model and audience
changes. There is no doubt that as Ballard's fuel cell
business evolves, so will our marketing strategies and
activities. Perhaps this is the real allure of marketing, both
to those inside and outside the profession; the opportunity
to steadily evolve in creativity and productivity, supported
by an unflagging desire to know and respond to your
customer and markets. This is part of what makes each day

at Ballard more interesting and
BALLARD

exciting than the day before.



Marketing Technologies: A Front-end/Back-end
Look at Technologies That Maximize Marketing Efforts

By Lance Bracken, President and CEO, Corporate
Communications Training College

With the rapid changing world of technologies, and
especially with the addition of the Internet to the equation,
it can be difficult to remain clear about where exactly
technologies fit into the marketing formula. Simply put,
marketing technologies help people become more
productive, efficient and effective in the planning,
management and execution of marketing related activities.

The proportion of marketing technologies used in-house
versus those out-sourced varies between companies, often
depending on the size of the company and how it sets up
its business model. When a new technology is first
introduced, companies do not often have the in-house
expertise to use or utilize this technology. Consequently,
services are out-sourced to commercial specialty
firms/individuals. As the technology matures, the tool-set
standardizes and becomes easier to use, and then over
time, that expertise moves in-house. The introduction of
web publishing over the last few years is an excellent
example of this natural evolution.

To profile technologies as they relate to marketing, | have
grouped areas as they relate to different activities and
separate skill-sets. Broadly speaking, there are five areas
where technology supports marketing:

1. Marketing, Promotions and Sales —
communications/promotions

2. Desktop Publishing — marketing collateral materials

3. Web Design and Publishing — web front-end or
presentation logic

4. Web Programming and Development — web back-end or
business logic

5. Infrastructure Systems — hardware and software
support systems

While we make an attempt to departmentalize the areas
and the ways in which technology supports marketing,
there are definite relationships, overlaps and common
threads in association with these different areas.

Taking each of these areas in turn, the immediate day-to-
day activities of planning, managing and executing
marketing, promotions and sales initiatives are supported
by various technologies. Of the five broad-based areas this
is also the area that drives and directs the other four.
Technology supports executive planning by providing
current client data (databases) for analysis. Spreadsheets
make number analysis efficient, while presentation graphics
provide visual representations of this information. The
integration of phone, fax, e-mail with client/contact
databases, an inner office network and Internet connectivity
are other ways that technology supports those in
marketing, promotions and sales.

feature articles marketline 11

It is obvious how

collateral materials

and desktop publish-

ing support marketing. This

whole evolution of press tech-
nologies has greatly reduced

the cost of production, increased the
efficiencies of time and put the control of materials
production in the hands of businesses. While visual art
and/or graphic design direct all the hardware and software
technology, it is marketing materials that are being
graphically produced. Consequently the technology is
supporting marketing, and marketing is the driving force
behind materials production.

The area of web design and publishing is very similar to
that of desktop publishing. Instead of print material, we
have what we affectionately call brochure-ware. These
technologies provide essentially the same composition
of photos, graphics and text into the graphic
representation of the marketing message. But rather
than printing the materials, they are hosted on the web,
providing further efficiencies of time and saving costs
because materials can be updated in a timely matter
without printing expenditures. The ability to include
animation, video and sound adds to the effectiveness of
the marketing effort as well.

Web programming and development or the back-end of
web technologies is the area of mystery for most
companies when it comes to marketing support. In a lot
of respects, the back-end is a natural evolution of the
front-end of presentation logic. Over the last three or
four years, company web sites have grown in the number
of pages and their complexity. Companies are adding
back-end database-driven infrastructures. These additions
move the web site away from being composed primarily
of static content pages towards being a database-driven
web site, allowing for greater interactivity for the users.
These technologies also allow users greater amounts of
information in a more timely and cost-effective manner.

Infrastructure systems is the foundation for all other areas
of marketing support technologies. Databases are part
and parcel of many aspects of marketing, and when we
think of efficiency being technology’s strongest contri-
bution to marketing, it is easy to see that databases are
central to many marketing related activities. Apart from
database systems, local area networks, internetworking
and web application systems are now fundamental to the
foundation of most businesses.

With the applied use of a full range of Internet,
information and other technology-based systems,
marketers can better use and utilize web-based
technology systems and apply this understanding
to the expectations
placed on them as they
undertake marketing
initiatives.

r CORPORATE
1 COMMUNICATIONS
TECHNOLOGY
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B0ring.

Who says that research has to be boring? Or expensive, slow, dense, inconclusive,
or run out of an office on Bloor Street for that matter? We don't. We combine
research expertise with digital tools and clear communication to make relevant and
actionable information come alive for you. We thrive on meeting your needs and
exceeding your expectations without breaking your bank. Nothing %oring about that.

Get to know us better at www.prophis.com.

prophis

digital marketing research




Developing Your Brand Personality: How Do
You Differentiate Your Products From The Rest?

By Cindy Stewart, Evolutionist, WOW! A Branding Co.

The Evolution of Brand Personality

A chat with any antique dealer will quickly confirm
that the development of brands existed by the 13th
century. Artisans branded their products with
utilitarian imagery resulting from brand monograms
for date, artist and manufacturer. Brand personality
was in full swing by the 20th century. Santa Claus, as
we know him today, was created by Coca-Cola in
1931 to demonstrate a product’s use as a reward for
a job well donel

Until the mid 70's, brand personality was defined by
brand fashion: logos, taglines, colour stories,
packaging, and creative defining product uses and
attributes. With the onslaught of Japanese competition
in the late 70's, it was product quality that dominated
brand personality development well into the mid 90's.
Quality had become the cost of entry.

Consumers’ marketing sophistication had rapidly
matured and the application of consumer research
entered the mainstream. A brand’s consumer had
evolved from a product end-user to all constituents of
the firm experiencing the brand through every point
of emotional, sensory and physical contact. Consumers
wanted to know more about what a company believed
in not just what the company did. As such, post-
modern branding was born with the introduction of
corporate values, beliefs and social cause.

Post-Modern Brand Personality

Although often thought to be the same, brand
personality is a subset of brand identity. Since
personality perceptions drive purchase interest, there
is no substitute for a unique product personality.
Like people, all products have a personality and the
personality can have a positive or negative
characterization.

Brand personality is the set of human characteristics
associated with the brand by consumers based on
the “Big Five"” personality dimensions. These include
being reliable, strong, modern, creative, simple,
cheerful and trustworthy. The greater the alignment
between the individual’s actual or ideal self and the
brand personality, the greater the brand preference.
Most emotional associations resulting from product
attributes have less impact on building sustainable
competitive advantages because they are easily
attacked and copied.

Brand personality is communicated to consumers
through brand imagery that is created to define the

feature articles marketline 13

ideal user, product HYE
endorsers and employees

of the firm. It is also indirectly
communicated through product
attributes, category associations,
brand name, symbol or logo, price,
advertising style and distribution channel. The trick is
to ensure that direct and indirect communication
consistently expresses the brand personality through
the demographic profile of the actual product users.
For example, The Gap's ideal users are consistently
portrayed as young adults — fashionable, urban casual,
value-oriented and outgoing.

Knowing the brand personality and how customers
relate to your brand allows you to identify the
consumer of your product, the market segment you
should be in and a key way to differentiate. But all
roads from brand personality don't necessarily lead
to brand equity. To leverage brand personality, it must
be consistently reflected in every emotional, sensory
and physical touch point, be compelling to foster
memorable distinctiveness and managed over time.

As product segments and their critical success factors
change, so too must the brand personality. The adaptations
to your brand personality must be consumer-driven.
Changes in the product segment and consumer person-
ality associations documented by marketing research
whether primary or secondary data should be the
catalyst for brand personality modifications.

Making it Real: Developing a Personality
Developing brand personality depends on whether
your product is new and revolutionary.

“If your product and its market already exist, the
brand personality is what the marketplace thinks of
you’, says Dann llicic, Chief Perceptionist at WOW!
A Branding Company. Before you can take steps to
move the brand personality forward you must have a
clear understanding of the existing emotional and
self-expressive associations being made by your
customers. With a futuristic orientation, you then need
to examine the relevance of these associations to the
critical success factors of the product segment and in
relation to your competitors.

Paint your brand landscape, define your product
segment as well as the utilitarian and self-associations
of your brand and you will develop a personality
that will be memorable

to both your consumers '

and your business.
W W

A BRANDING COMPANY
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Brand Building in Tough Times

By Alvin Wasserman, President,
Wasserman and Partners Advertising Inc.

What used to be a subtle interplay between the strength
of the economy and the strength of established brands
has become a lockstep tango (no relation to the quasi-
new airline Air Canada recently rolled out).

Long years of advertising, shelf or consumer presence
and habit have built a fortress for brand leaders in
most categories. The “emerging” brands wishing to
make rapid progress are having a harder time than
ever breaking through and making significant gains.

New media, e-commerce, and database management
have given the newcomers new tools and new hope
but not much else. A well-documented fact is that the
new “models” for brand and business building have
fallen like dominos over the last two years.

But there are signs the momentum may be shifting.
The truth is that sustaining a brand now is no piece of
cake, and some of the brand leaders are stumbling
and losing sight of what got them to where they are.

That said, tough times are often the best times to
build brands. When cost cutting is the magic word,
investment spending goes farther. Now may be the
time to invest in your brand, as competitors are
pulling in and consumers searching. Here are four
thoughts to keep in mind in tough times.

# 1 Localization

In a recent conversation with a manager for a huge
North American chain, the frustrations displayed
were more than the usual out-of-the-loop grousing.
The amount of time needed to get a decision from
a bloated head office, complete with ever-expanding
procedures, checks and balances, was impacting the
business in a major way. It seems opportunities do
not always march in step with corporate timetables.
What a surprise.

This centralized approach comes at its own price.
It often equals homogenization and it flies in the
face of what people are increasingly looking for
across almost all categories right now - special
treatment, sense of community, intimacy and what
| call “one-to-one” consciousness.

The time delay between the head office “foot”
and the regional market “pedal” could prove
challenging to say the least.

www.bcama.com

Tying public relations to advertising and web activity
in a blend of image and scrimmage work could be
your most effective weapon on the ground.

#2: Speed

Meanwhile, the barriers facing emerging brands in the
past are starting to be bridged by clever tactics and
can be overcome by nimble marketers. The machinery
for sophisticated Customer Relationship Management
once reserved for the big guns is now becoming
more accessible and affordable on a regional level.

Initiatives that used to take months to execute can
now be done in weeks and even days if the proper
brand prep has been put into place.

Tactics for time crunching are being ever more
creative. The key is taking the extra layers out of
the briefing and approval process.

What we are now seeing are new openings for
marketers brave enough to go beyond the traditional
transactional customer model and on to the next
level, intimacy.

#3: New “Intimacy” Enabling Technology

Technical reality makes it easier to get close to your
customers if you're physically in the same time zone or
if you're mentally in the same universe. Watch for the
now exploding world of email to get significant
enhancements. Making brand imagery the dominant
voice in all communications including e-messaging
sounds easy. Few companies have been able to pull it
off in a consistent manner.

There is an underlying brand reality to all this. A lot of
things have changed, but many things haven't. At the
core of the brand is a relationship with consumers and
it's this relationship that needs to be enhanced in
these difficult times.

#4: Raw Nerve

Larger, more remote control companies, rarely have
the stomach for controversy, edge or limit pushing.
Whether it be in choice of media mix, creative
approvals, budget making based on opportunities
rather than percentages, the entrepreneurial
advantage is again clear. We have many examples
here in British Columbia of marketers who eschewed
the norms of their business sector and grew their
businesses against all odds.

Being bold and
taking some
strategic risks can
pay off big in a static
market. When the
pond is still, one
well-dropped stone
can make big waves.

WASSERMAN cap PARTNERS
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Creating a Marketing Plan: A Practical How-to Guide
This article is a summary of a tutorial that was originally
published by the American Marketing Association’s
MarketingPower, Inc. and is reprinted by permission.
For the full tutorial, go to www.marketingpower.com.

By Linda Lee and Denise Hayes, Principals, Strategex
Consulting Group

Any organization that sells a product or service to customers
needs a formal marketing plan. Depending on your needs,
your marketing plan may be just a few pages or, with
supporting material, run into the hundreds of pages.
However, even in the largest and most sophisticated
organizations, the core marketing plan document should be
clear and concise and state the few key strategies that the
organization will be undertaking.

What a Marketing Plan Does

A formal marketing planning process provides structure and
rigor to decision-making. It culminates in a written plan that
typically is prepared once a year and updated throughout
the year or prior to a significant new marketing initiative that
requires an investment of budget and/or internal resources.

Marketing Plan Structure

There are two key components of the marketing plan:
1. The Situation Analysis

2. The Marketing Plan

The situation analysis is a factual document and analyzes

the information that you have gathered in preparation for

writing the marketing plan. It answers two key questions:

1. What economic and business environments are you
experiencing?

2. What opportunities and problems are you facing?

The marketing plan lays out the objectives, strategies and

sub-strategies for a specific timeframe, usually a year. It

answers the following questions:

¢ What business objectives do you expect to achieve?

¢ What exactly do you sell?

e Who are your customers?

e Why should they buy your product or service rather than
your competitors'?

® How will you communicate your product or service to
your customers?

® Who will do what, when?

* How are you going to measure your progress so you can
learn from the experience?

The marketing plan is not complete or credible without
the situation analysis as it provides the rationale for the

www.bcama.com

decisions being made in the marketing plan. The key

headings in a situation analysis may include the

following:

® Macro environment (the big picture)

® Market (size, share, growth, seasonal trends, etc.)

e Internal Trends (sales volume by month and annually,
revenue, profits)

¢ Product or Service (description of the products or services
you are selling)

e Competition (size, market share, key success factors)

e Consumer or Customer (segmentation, attitudes and
behaviour)

e Distribution Channels (direct and indirect channels)

e Evaluation of Previous Marketing Initiatives

e Strengths, Weaknesses, Opportunities, and Threats

e |ssues Analysis

The key headings in a marketing plan may include the
following:

e Objectives

e Strategies

e Tactics

e Product

® Price

e Distribution

e Advertising and Promotion

e Research and Evaluation

¢ Financials (budget and profit & loss statements)

The types of information that should be included under
a few of the headings are listed in the next section.
Remember that the situation analysis is a factual
document so you should use quantifiable information
wherever possible and always state your sources so you
can find them again next year or delve deeper into the
information at a later date.

The Situation Analysis

Market

This section defines and describes your market. The question
of “What market are you in?" is quite simple but requires
some thought. What is your geographic market — specific
regions of a country, nation-wide, several countries, or global?
What market or industry are you in? If your organization
makes pencils, are you in the pencil industry, the writing
instrument industry, or the communication tools industry?

Once you have defined your market, you should gather

the facts to answer the following questions to describe

your market:

® How is your industry structured?

® How big is your market? What are the overall trends and
developments in your market?

e Are there segments in your market? If so, what are the
trends and developments in each segment?

® What is the rate of market growth or shrinkage over time?

e Are there any differences in market growth by time of year?

® How big are your competitors? A market share table

should be included here.



. meewwewes

e What are the key factors for success in the market?

For each of these questions, ask the additional questions
“Why?" and “What are the implications for my business?”

Consumer or Customer

This section reviews and analyzes your consumers

and/or customers. The specific questions to answer

include the following:

e Can your consumers or customers be segmented based
on common characteristics?

e Quantify each consumer or customer segment by size,
frequency, profitability, and any other grouping that
makes sense in your industry.

e For each segment, especially the largest and/or most
profitable segments, ask these further questions about
the consumers or customers within them. If you have
some very important customers who make up a large
percentage of your business, analyze their key
characteristics individually.

e What are the demographics of your consumers?

¢ What products or services do each buy?

® How do they buy your products and services?

e Where do they buy your products and services?

e Why do they buy your products and services?

e What are their attitudes toward your product or
service versus your competitors’?

Issues Analysis

This section analyzes all the learning from the previous
sections and lays out the few key issues that your
organization or product/service needs to address in the
marketing plan.

The Marketing Plan

Objectives

The objectives are the quantifiable results that you expect
your marketing plan to achieve and are realistic and
achievable, yet challenging. Objectives are typically stated
as sales volume, market share, profitability, or consumer
awareness to be achieved by a specific timeframe,
compared to a previous timeframe. Make sure that the
objectives you set can actually be measured. For example,
do not choose market share as an objective if you do not
have a method of measuring it. A sample objective could
read as follows: To achieve sales of 35,500 cases of pencils
in 2002, an increase of 5.4% over 2001.

Strategies

Strategies describe the broad direction the organization

will take to achieve the stated objectives. Strategies are

long-term while tactics are short-term actions to achieve

the implementation of a strategy. The questions your

strategies should be answering include the following:

¢ What market or industry will your organization be
competing in?

¢ Who are your target customers or consumers?

e How will your organization or product/service be
positioned?
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¢ Why should consumers or
customers buy your product
or service rather than your
competitors’?

¢ What broad changes do you plan to make to
your product, price, distribution, advertising and
promotion, and research and evaluation?

Tactics

This section describes in detail the tactics or short-term

actions you will use to implement the strategies outlined in

the previous section. You may have several tactics in each

category. Each tactic in each category should be described

in enough detail to answer the following questions:

e What quantifiable objectives do you plan to achieve?

¢ What exactly do you plan to do?

* Why do you plan to do this? How will this improve the
organization?

e Who will be responsible for each action?

¢ How long will it take and when will it be done?

e How much will it cost?

¢ What evaluation mechanisms will you use?

Research and Evaluation

This section describes the ways you will measure the overall
objectives, summarizes the evaluation tools you will use to
track the effectiveness of the strategies and tactics, and
describes the research you will use to obtain any
information that you were unable to obtain for the situation
analysis of this marketing plan.

Financials

The financials should include two documents:
1. A marketing budget

2. A profit and loss statement

The marketing budget includes all the costs associated with
the strategies and tactics that fall in the marketing area of
responsibility. The profit and loss statement essentially
demonstrates the financial effect of the initiatives in the
marketing plan. It covers the business unit or product
category that is the subject of the marketing plan.

Getting Started

If this is the first time your organization has prepared a
marketing plan, it may seem daunting. You may not have all
of the pieces of information you need. First, find out what
information you already have and what you need to obtain.
Then, gather all the information you can for this year. For
the information that you are not able to obtain, either
because of budget or because it would require a research
study, include it as a planned tactic in the research and
evaluation section of the marketing plan.

Writing a well thought-out marketing plan is not easy but the
structure and rigor it brings to decision-making will increase

the ability of your
e L@ b 4

organization to meet its &
-
CONSULTING GROUP

business objectives. »
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DM TREND IS TO FOCUS, FOCUS, FOCUS

By Kim Symons, DM Strategy and Creative Expert,
Vancouver, BC www.kimsymons.com

Recently, while serving as a Judge for the Caples
International Direct Marketing Awards at the New
York University Center for Direct & Interactive
Marketing, | had the opportunity to see the full range
of trends currently in use in direct marketing.

In reviewing hundreds of campaigns from the
gigantic, big budget to the straightforward traditional
letter it was striking how the fundamentals remain the
same. The difference is that we now have the
advantage of greater personalization options, which
can be a tremendously useful tool if used properly.

But in all direct marketing, the first challenge is to
create a piece that is impossible not to open in the

first place. That doesn't

necessarily mean something

cute or clever or funny. It means

showing your prospects up front

that you know them and their needs. Think of it as
being able to say to them something like, ‘Hey Bob, |
heard you have a headache so inside is some aspirin!

That's obviously a simplification but the key point is —
the best advertising is ‘word of mouth’ What great
direct marketing does is build that same kind of one-
to-one conversation on a massive scale.

The challenge is to understand customer data and
then translate that into a meaningful personal
dialogue. The share-of-customer that can be achieved
by doing so is what makes it so important to
continually strive for that goal.

BCAMA MEMBERSHIP HAS ITS PRIVILEGES

The American Marketing Association is an interna-
tional professional society for members of the
marketing community. Founded over 50 years ago,
the AMA provides an educational and social forum
for marketers and is open to anyone involved in the
marketing industry. The local BC Chapter has over
500 professional and over 100 student members.
Our international membership is quite staggering
with over 45,000 members.

The British Columbia Chapter of the American
Marketing Association (BCAMA) is one of the most
highly regarded chapters of any in North America
based on our success in membership, programming
and financial results. The BC Chapter won the
prestigious international “Chapter of the Year Award”
in 1995, 1996, and “Chapter Excellence” in 1997.

The BCAMA provides its members with various
avenues to tap into marketing expertise at local,

www.bcama.com

national and international levels. Vancouver’s own
Alvin Wasserman, President, Wasserman & Partners
and Advertising, was just one of the many notable
panelists that presented us with a leading edge
seminar on online branding at the BCAMA Vision
2001 Conference. One of Canada’s most notable
national marketers Mr. Alastair McCluskey,

Director of Brand Management at Bell Canada,
Toronto has also shared his insight with us this year
at one of our spring Professional Marketer Series
events. Our 2001 Vision Committee attracted
Barbara Caplan, Partner, Yankelovich Inc., New York
and Tim Love, Global Account Director and
Executive Vice President/Managing Partner Saatchi
& Saatchi, New York.

Membership in BCAMA affords you free subscriptions
to marketline and Marketing News and exceptional
networking opportunities. Find out more at
www.bcama.com.




BCAMA Calendar of Events

Tuesday, March 5, 2002
Topic: Tales From The Rails: Branding Of
The “Trip of a Lifetime”

Speaker: Graham Gilley, VP Marketing,
Rocky Mountaineer Rail Tours

Location: Four Seasons Hotel, 791 West
Georgia Street, Vancouver

Reception and Registration: 5:30-6:30PM

Seminar: 6:30-8:00PM

Thursday, April 11, 2002

Topic: Conflict Skills: Building Relationships

Speaker: Gerrie Waugh, BC Registered
Psychologist, Business Instructor,
Capilano College

Location: Four Seasons Hotel, 791 West
Georgia Street, Vancouver

Reception and Registration: 7:00 - 7:15AM

Seminar: 7:15 - 9:00AM

Wednesday, May 8, 2002

Vision 2002 Conference

Location: Westin Bayshore Resort & Marina,
1601 Bayshore Road, Vancouver

Registration: 7:00AM - 8:00AM

Conference: 8:00AM - 5:00PM

June 2002
BCAMA AGM Wrap Up Party
Location: TBD

To register for a BCAMA event or to obtain
information regarding upcoming events, call
the BCAMA office at 604-683-7718 or visit us

at www.bcama.com.

QOooops... In marketline fall 2001, in the inside section,
Clearly Canadian should have read Clearly Creative.

G

Canada NewsWire
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marketline is published quarterly
by the BC Chapter of the American
Marketing Association.

marketline welcomes input from all BCAMA
members. If you have any suggestions,
ideas or contributions, send your emails to
marketline Editor Donna Burton at
donnaburton@telus.net or call 604.430.9585.

To advertise or sponsor marketline, contact
Vice President & Director of Sponsorship
Sue Semeniw at creategy@home.com
or call 604.351.6614.

To become more involved in the BCAMA,
contact Director of Volunteer Relations
Erin Robinson at erin_robinson@hsbc.ca

or call 604-641-1968.

To become a member of the BCAMA,
contact Director of Membership
Mary Milovac at bcama-member-

services@telus.net or call 604.716.7357.

Opinions expressed are not necessarily
endorsed by the BCAMA, its officers or staff.

The BCAMA Office
PO Box 3019, 349 West Georgia Street
Vancouver BC V6B 3X5
Telephone: 604.683.7718
Fax: 604.683.7547
Email: info@bcama.com
www.bcama.com
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BCBusiness

If you don’t read it you won't know.

REASONS TO GIVE A SUBSCRIPTION TO BCBUSINESS MAGAZINE:

[11  You're on the cover

[21  You're boss is on the cover

[31  Only looks expensive

[41  People will think you understand finance

[51  It's the only business magazine in Canada to mention BC
[6]  Gift certificates are a cop out

[71  It's not owned by CanWest

[81  Your sister works there Peter Brown

Entrepreneur

More Winners

[91  Almost no articles anymore on e-commerce
[101 The photos in Shiftwork prove only beautiful people get hired

BONUS REASON Order today and receive a complimentary copy of Who Dares Wins by BCBusiness publisher, Pefer Legge. We'll
— leave it up to you whether you keep it for yourself or give it sheepishly to your boss as a belated birthday present.

B

| YEAR (12 1SSUES) ONLY $27.77
A SAVINGS OF 46% OFF THE NEWSSTAND PRICE

B(Business delivers articles that are not only informative, but also compelling, reads. From the annual TOP 100

; issue, the definitive listing of B.C.'s leading companies, to the Entrepreneurs of the Year issue, which salutes a group
,ﬂ of wealth and job creators, B(Business keeps readers informed about their world on a monthly basis.

ORDER ONLINE AT www.bchusinessmagazine.com PHONE: 604-299-1023 OR TOLL-FREE 1-800-663-0518




