3F model 72—4, 181-2, 208
5Ps 88
7-S Model see McKinsey and Company
ABC see activity based costing
ABCD-WOW, benchmarking 148-55
access issues
see also data . . .
information 49-53, 128-30
accountability
concepts 4-5, 14, 63—4, 65. 22
227-30
corporate governance, 9%
responsibility contrasts \63—4
accountancy systems  102-3
see also financiai statements
achievable SMAR'T" objectives 646,
88, 131-2, 136, 213
acquisitions see mergers . . .
action plans
faults 140-1
operational action plans 141
triple redundancy approach
95-6
active intelligence gathering 54-5
activism, shareholders 217
activity based costing (ABC),
concepts 259
Adair, Professor John 58
addictions 179-80
addition component, Mad Cards
innovation 109-10

INDEX

administraters; wulitary model of
candidaie selection 211-13
advertisiig costs 95—6, 98-9
advise s
see-also consultants
concepts 28, 196-7, 200-1
flotations 196—7, 200-1
stakeholder concepts 28
A.G. Edwards 24
agencies, market research 112-13
agendas, meetings 219
AGMs see Annual General Meetings
aids, marketing directors 33-56, 157-72
AIM 198-9
see also stock markets
aims 66—7
AJAX design 170-1
akrasia 179
‘all searchable’ databases 49
alternative directors
see also directors
concepts 5, 6
analytical skills, creative thinking 81-3
Annual General Meetings (AGMs) 9,
14-15, 92, 219, 252
agendas 219
concepts 1415, 92, 219, 252
minutes 219
annual reports 224-57
annual statements see financial statements
Ansoft matrix 168



278

..................................................

appendices 219-57
Apple 79
appointments, directors 219, 227, 237,
246
appropriations account 188-9
Archangels 31
Archer, Jeffrey 216
Arthur D. Little life-cycle matrix,
concepts 259
Articles of Association, concepts 2-3, 6,
15, 215
arts marketing model 71-4, 105-7
Ascend Communications 59-60
assistants, tips 35—6
AT&T 55
attribute-dependency component, Mad
Cards innovation 109-10
audit committees
concepts 236—8, 23942
corporate governance 92, 228-9,
236-8, 239-42
membership 239
roles 240-2
audits 39, 101-3, 197, 219, 239-42,
274
computers 44-5
DOA (dead on arrival) trick 101-2
quality issues 39
tricks 101-3
Augustine, Norman 195
autocratic leaders 1757
see also leadership
Avis 133

Bain & Co. 72
Baker, Professor 182
balance sheets 68, 186—7, 189-90
balanced scorecard (BSC)
concepts 38, 67-71, 130, 139, 161,
164, 260-1
critical success factors 74—5
flexible BSCs 139
Bank One 216
bankers
see also financiers
competitive rates 26
concepts 267, 185-7
stakeholder concepts 26—7
Bared, Jill 216
Barger, H. 207

...................................................

BCG see Boston Consultancy Group
bear markets 18, 191
beauty parades, flotations 197, 201
believability curves 182-3
Bell Atlantic 46, 55
benchmarking
ABCD-WOW 148-55
computers 145-9
concepts 52, 53, 54, 71-2, 145-55,
210-11, 261
costs 149
date stamps 151, 155
Full Spectrum Benchmarking 146-8
McKinsey and Company 7-S
Model 146-55
optimisation uses 145-4
project planning 1544
reviews 151
teams 154-5
uses 145—-6; 216-11
best practices, ARCD-WOW of
bercamarking 148-55
betterment-timeline principle,
breakthrough marketing 87
Bevan, Aneurin 215
Libliography 275-6
Big T types 179-80
Blair, Tony 177
blame cultures 14
blogs 40
board level implications 1-15
board meetings
see also meetings
chairman 35
concepts 6, 12-16, 34-5, 235-46
corporate governance 92, 235-46
frequency 14-15, 236
quorum 15, 236
reasons 34-5
resolutions 3, 14—15
tips 34-5
votes 12-15
boards of directors
see also directors; leadership
business planning process 131-43
C4ISR. (command/control/
communications/computers/
intelligence/surveillance/
reconnaissance) functions 4,

36-46, 56, 58-76



.....................................................................................................

corporate governance 4, 92, 223-57
decision-making processes 12—14,
131-43
democracies 175-6
effective/ineffective boards 10-12
employee-safeguarding function 3—4
flotations 196202
functions 3—4, 131-43, 174-83
minimum numbers 2
mission 3, 36, 131-5
paranoia 173-83
passengers 10
policy decisions 3
political factors 173-83, 217
regulatory-compliance function
3—4, 14, 94-5, 215, 224-57
risk attitudes 178-83
roles 2—4, 131-43, 174-83, 215-17
shareholder-safeguarding
function 3—4
SMART objectives 131-2, 136
stars 10-12, 15
STORM committee 143
threats 173-83
values statements 131-2, 135
vision 3, 36, 66—7, 131-5
Bonoma, T. 209
bonuses, employees 117
Boston Consultancy Group (BCCyj;
Growth Share Matrix 168208,
261, 264
bottom-up/top-down aporoaches,
marketing advantage '57-89
BP 133
the brain 81-2
brainstorming 108, 111
Brand Franchise model 208
BRC see British Red Cross
breakthrough marketing
application 88-9, 139
concepts 83-9, 112, 139
Japanese model 87-8
principles 84-7, 112
British Red Cross (BRC) 18-23
BS 7911 112, 127
BS EN ISO 9001 38-9, 78, 127,
150-1
BSC see balanced scorecard
budgets 39, 121
Buftett, Warren 91

bull markets 18, 191
Bush, George 177
business angels, concepts 25, 30—1
business planning
see also planning
boards of directors 131-43
concepts 105-30, 13143
critical assumptions 137-8, 140-3
date stamps 137-8
marketing 105-7
one-page plans 139
process issues 13143
reviews 137-9
scenario testing 137-8, 142, 165-8
time frames 137-9
business plans 36
business reviews, corpaorate
governance 255
Business Week 21¢
business-to-business 31
Buzan, Tory a1, 165
Buzzell -1*. 208

C4iS\ (command/control/
communications/computers/
intelligence/surveillance/
reconnaissance)

concepts 4, 36—46, 56, 58-76
support systems 58-76

Cadbury Report 92

call centres 44, 107, 130

CAP schemes 101

capital growth funds 25, 187

CAs see critical assumptions

cash flows 187

cavalry, military model of candidate
selection 211-13

CD USA 126

CEOs see chief executive officers

CFOs see chief financial officers

chairman

CEOs 92, 237

meetings 35, 243—4

roles 10-12, 35, 92, 224-5, 2334,
236-7, 243—4

charismatic leaders 180

charities 2, 6

Chartered Institute of Marketing 17,
128

chartists, stock markets 191



..................................................

chasm concepts, product life-cycle
model 967
checklists, ABCD-WOW of
benchmarking 149-55
chess analogies, marketing
directors 29-30
chief executive officers (CEOs) 24, 31,
69, 92, 216, 236
chairman 92, 237
corporate governance 92, 236—7
roles 24, 31, 92, 2367
severance packages 216
chief financial officers (CFOs) 26—7
chief information officers
(CIOs) 159-60
chief marketing ofticers (CMOs) 1-2,
18
see also marketing directors
CIA see Competitive Intelligence
Acquisition
CIOs see chief information officers
Cisco Systems 69, 117, 152
Citicorp, interaction analysis 262
Clark, B. 209
Clinton, Bill 203—4
cloning 203—4
closed domain markets, concepts 126,
262
CMOs see chief marketing officers
Coca-Cola 216
the Code see Combined Coce 2003
codes of conduct, marke: 1esearch
128
colours, priorities. 41-2; 489
Combined Code 2003 (the
Code) 223-57
command function
see also instructions
C4ISR. 4, 36-8, 61-6
communications 61-6
concepts 368, 61-6
committees
see also audit . . . ; nomination . . . ;
remuneration . . .
corporate governance 92, 227-8,
235-46
terms of reference 238
communications
C4ISR function 4, 37, 40-3, 61-6

command function 61-6

...................................................

concepts 27-8, 40-3, 48-9, 61-6
converging technologies 58-9, 61-2
definitions 61-2
feedback 48-9, 62-3, 65-6, 132
internal communications 27-8
meeting of minds 61-2
methods 40-1
mobile devices 40, 58-9
Rol 206
technological factors 401, 58-61
companies
see also organisations; private . . . ;
public . . .
acquisition 24, 152, 176-7, 192, 195,
199
failed companies 25—6;.27-8, 967,
98-103, 173-83, 218
finance sources 20—/, 185-94
flotations 195202
legal definition, 2
legal ‘Perion’ 2
stakeho!ders 23-32
tynes 24 6, 31-2, 80-1, 91-103,
125-202, 226-57
Coripanies Act 215, 225, 255
Company Registers 15
Compaq 97-8, 146
competition 51-3, 54, 71-2, 77-8,
107-11, 113, 145-55, 259, 261,
2712
benchmarking 52, 53, 54, 71-2,
145-55, 261
CIA 51-3
industrial espionage 53, 54,
55-6
intelligence 24, 27, 29-30, 46,
51-6, 71-4
competitive advantage 52-3, 77-8,
107-11, 113, 145-6, 2712
Competitive Intelligence Acquisition
(CIA) 51-3
competitive position, Arthur D.Little
life-cycle matrix 259
compliance requirements 3—4, 14, 92,
94-5, 196, 224-57
computers 4, 37, 40, 43-5, 55,
58-61, 109, 145-9
see also software; technological factors
audits 44-5
benchmarking 145-9



benefits 58—61

C4ISR function 4, 37, 43-5, 5861
challenges 58-9

Compaq/Dell contrasts 97-8
concepts 4, 37, 40, 43-5, 55, 58-61
converging technologies 58-9, 61-2
costs 58-9

disaster recovery plans 44

hackers 55

human side 59

integrated systems 43—4

IT departments 60—1

laptops 109

legacy systems 61

PDAs 59, 109

productivity 58-61

.....................................................................................................

committees 227-8, 235—-46
concepts 4, 91-103, 222-57
definitions 91-2

ethics 253—4

Europe 93, 225-6

external compliance 92, 94-5, 196
FRC Code of Conduct 92-5
FTSE 350 disclosures 94-5, 222-57
Greenbury Report 92

internal controls 92

returns 93—4

shareholders 91-2, 252

SOX 4, 2256

statistics 93—5, 222—-57

Turnbull Report 225, 247-51
UK 92-5, 222-57

security issues 49-53, 55-6 US 225-6
Conesco 216 corporate social restonbilities,
conjoint analysis 106 concepts 2554
connection component, Mad Cards corporate systems ‘157-72

innovation 109-10 corporate websies 24, 31

consultants cost of sa.es 1188-9

see also advisers costs

brief 62-3 ADC model 259

concepts 28, 62-3, 66, 135, 1501, benchmarking 149
196-7, 200-1 computers 58-9
flotations 196—7, 200—1 CPR see Customer Problem Resolution
mission statements 135 creative thinking
stakeholder concepts 28 see also ideas; innovations
terms of reference 66 analytical skills 81-3
consumerism 28 concepts 22-3, 81-3, 108-11, 165-7
continuous improvemen:s 150 Mad Cards innovation 108-11
contract risks 44-5 new ideas 81-3
control function creditors 186—7

see also perferiance 1ssues; quality . . . see also financiers

BS EN ISO 9901 systems 38-9, 78, critical assumptions (CAs)

127, 150-1 compromised situations 143
C4ISR 4, 36, 38—40, 66—71 concepts 132, 136, 140-3, 262
concepts 4, 36, 38—40, 6671, date stamps 137-8

157-72, 225, 247-51 testing 142
evaluations 39 critical success factors, BSC 74-5
internal controls 225, 247-51 CRM see customer relationship

converging technologies 58-9, 61-2 management

Coopers & Lybrand 135 CSV 170

core competencies 166—7 current assets 189-90

corporate governance current liabilities 189-90
benefits 93—4 Customer Problem Resolution
business reviews 255 (CPR) 60
Cadbury Report 92 customer relationship management

Combined Code 2003 223-57 (CRM)



282

..................................................

concepts 43, 72-3, 1201, 158, 159,
161-2, 262-3, 271
definition 161
origins 161-2
customer satisfaction research 116-21,
130, 169-72, 207-13
customers 18-23, 43, 72-3, 116-21,
124-6, 130, 158, 159, 160-2,
169-72, 207-13, 260, 262-3, 271
acquisition 161-2, 260
BSC view 68, 70, 74-5, 2601
coordinated contacts 76
loyalties 21-3, 119-21, 160-2, 210
market research 76, 169-72
marketing directors 17-23
perspectives 18-23
publics maps 21-3, 1246
retention 21-3, 161-2, 260

Darwin, Charles 178
dashboards 38, 164
see also balanced scorecard
data
see also information
concepts 45—6, 49-53, 714,
114-15, 170-1
definition 45
DIKI (data/information/knowledoc/
intelligence) 71-4, 89, 114-1¢,
181-2
‘garbage in garbage out’ 154
overload problems 52
pattern-recognition-ekilis 81-3
retrieval systems 4J-4, 49-53,
114-23
storage systems. 43—4, 49
databases 49-50, 58, 113—14, 162
date stamps
ABCD-WOW of benchmarking 151
benchmarking 151, 155
business planning 137-8
De Bono, Edward 81
de Geus, Arie 165
de Vinci, Leonardo 81
debt finance
concepts 185-7, 1901
gearing 190-1
decision-making processes
boards of directors 12—14
delegation 35-6, 37-8, 61-6

...................................................

declining industries, Harrigan—Porter
end-game analysis 265
delegation 35-6, 37-8, 61-6
concepts 61-6
definition 63
steps 63—4
Dell 97-8
democracies, leadership 175-6
Department of Trade and Industry 50
diary/calendar time-management
techniques 34
dictators 1757
DIKI (data/information/knowledge/
intelligence) 71-4, 89, 114-16,
1812
dilution problems, training 78-9
Directional Policy mattix. 168
directors
see also marketir.g directors
accountability issues 4-5, 14, 63—4,
227-3C
appointmeats 219, 227, 237, 246
election’ 219
zoiuen parachutes 216
wcegrity 21-3, 17883, 215-17
leadership 4-5, 14, 57-8
legal definition 2, 3
liabilities 4
nomenclature 2-3
pay scales 12—14, 216
perks 12—14
political factors 173-83
remuneration 12-14, 216, 228-9,
236-8, 243-5
risk attitudes 178-83
roles/responsibilities 1-15, 35—46,
215-17
severance packages 216
synonyms 1-2
types 5—12
disaster recovery plans 44
disclosures 26, 94-5, 196, 222-57
see also corporate governance
discounts, valuations 69—70
displacement component, Mad Cards
innovation 109, 111
Disraeli, Benjamin 121
dissemination, DIKI 71-4, 114-15, 160
dividend rate, definition 193
dividends 186—7, 188-93



.....................................................................................................

division component, Mad Cards
innovation 109-10
divisional structures 267
DOA (dead on arrival) trick,
audits 101-2
Dolly the sheep 203—4
dot.coms 191
Dow-corning strategy matrix,
concepts 263
Drucker, Peter 32, 157, 207, 208
due diligence 197, 204-5
duplication of effort, market
research 117-18, 149
dusters 107-8
Dynamic Insight 51, 74-5, 129,
168-72, 263
advanced features 170
benefits 169-70
concepts 74-5, 129, 168-72, 263
graphs 171
modularity benefits 172
overview 170-1
partner/site/business unit reports
171
statistics 171
Dz 158-9

e-mails 40-1, 60, 122-3, 177-8
communications 40-1, 60
politics 177-8
surveys 122-3
time management 41
earnings yield, definitian. 193
Easyjet 199-200
economic factars, CEST
analysis 269-71
economies of scale 210
effectiveness issues, control function 39
efficiencies, productivity 67-70, 207,
260
EGMs see Extraordinary General
Meetings
Einstein, Albert 81
clasticities, loyalties 119-20
election, directors 219
employees
board functions 3—4
bonuses 117
capabilities 37-8, 63—4, 79-80, 166

command function 37-8, 61-6

concepts 3—4, 27-8, 37-8, 61-6,
79-80, 140-1, 142-3
customer satisfaction research
116-17, 130
ENT networks 47-9, 117
faults 142-3
feedback 63—-6
1P 112, 128
industrial espionage 55-6
instructions 37-8, 61—6
as investors 25
McKinsey and Company 7-S
Model 77-80, 146-55, 267-8
marketing directors 27-8, 37-8
priorities 42
recruitment 80, 121, 135
responsibilities 47—
safeguards 3—4
stakeholder concents 27-8
STORM (€trascgic, Tactical,
Operatior ai, Review) 140-1,
142-3
traiing 37-8, 63—4, 78-9, 128
tuinover rates 121
noigy suppliers 142
wnron 26, 92, 100, 207
enterprise neuron trails (ENTs),
concepts 47-9, 117, 137-8, 143,
263
enterprise resource planning (ERP)
concepts 158, 159, 160, 163—4, 264
definition 163
origins 163
entrepreneurs, risk takers 178-83, 204
ENTs see enterprise neuron trails
environmental issues, corporate social
responsibilities 253—4
equity finance
see also shareholders
concepts 185-7, 190-1, 195-202
ERP see enterprise resource planning
Estee Lauder 133
ethics 46, 51, 135, 216-17, 253—4
corporate governance 253—4
values statements 135
Euronext 225
Europe, corporate governance 93,
225-6
Excel 170
exception reporting 39



284 INDEX

.....................................................................................................

executive directors financial view
see also directors BSC 67-70, 260-1
concepts 5-6 concepts 6770, 185-94, 2601
roles 5 financiers
expectations, marketing see also bankers
performance 211-13 concepts 267, 185-7
external audits 39 stakeholder concepts 267
Extraordinary General Meetings fixed assets, balance sheets 189-90
(EGMs), concepts 14-15 flexible BSCs 139
extreme sports, risk perceptions 179 see also balanced scorecard
flotations
fact, 3F model 72—4, 169, 180-1, advantages 195-6
208 advisers 196-7, 200-1
failed companies 25-6, 27-8, 967, beauty parades 197, 201
98-103, 173-83, 216 boards of directors 196—202
fairness, corporate governance 92 concepts 195-202
‘faith’ disadvantages 196
3F model 72—4, 169, 180-1, 208 management tean's 196—7, 199-201
valuations 69 marketing direccors 197-202
family-run businesses the media 197 -3, 201-2
concepts 7-10, 175-6 plans 197-9, 202
management issues 8—9 profits- 197, 199, 200
nepotism 9-10 prospectuses 197-8, 201
ownership issues 9 steps 1967
politics 175 viile management 197-8
shareholders 9 iheus groups 1067
split-personality problems 7-8 folders, priorities 41-2, 48-9
successors 8—9 force 176-8, 180-3
Farley, Frank 179-80 Ford, Henry 131
fashions 198 formats, information 121-2
feedback fraud 100-1, 120, 217
see also communications FRC see Financial Reporting
concepts 48-9, 62-46. 132 Committee
employees 63-6 Frederick the Great 51
fiction, 3F modei 72—4, 169, 180-1, FTSE 100 94-5, 227, 228-55
208 FTSE 350 94-5, 222-57
finance Full Spectrum Benchmarking 1468
see also debt . . .; equity . . . see also benchmarking
concepts 26—7, 185-7 functional structures 267
roles 26—7, 185-7 functions, boards of directors 3—4,
sources 26—7, 185-94 131-43, 174-83
finance directors, responsibilities fund managers
267, 185-7 see also institutional investors
financial markets 1914 concepts 25
see also stock markets fuzzy logic, concepts 264
Financial Reporting Committee (FRC),
Code of Conduct 92-5 Gale, B. 208
financial statements 68, 186-91, 224-57  Galt, Miriam 165
see also balance sheets; profit and loss ‘garbage in garbage out’ 164

accounts Gartner Group 163, 264



.....................................................................................................

gearing, concepts 190-1
General Electric matrix 264
Gillette 133
globalisation 52-3
glossary 259-74
GMAS (Global Marketing Advantage
System) 50-1, 78, 95, 101-3, 207,
263, 273
golden parachutes 216
Goldman and Sachs 9, 79
Goodman, Paul 208
goods returned 101-2
Google 40, 69, 165
governance issues
see also corporate governance
responsibilities 1-2
governments
agencies 2
quangos 12
GPS applications 59
Grahame, David 30
Grant Thornton Research 94-5,
221-57
background 94-5, 257
contacts 256-7
FTSE 350 disclosures 94-5, 222-57
graphs, Dynamic Insight 171
Gratus, Jack 34
Greenbury Report 92
Gross, 1. 208
gross profits 188—9
see also profits
Grove, Andy 173
Growth Share Mat:ix; BCG 168, 208,
261, 264

hackers 55

Half, Robert 105

Harrigan—Porter end-game analysis,
concepts 265

HEC ESC in Paris 40-1

helicopters 210-11

Hewlett, William 145

hexagonal thinking 165, 166

see also creative . . .

Hibino, Shozo 83—4

high-tech companies 31

Honda 133

honesty 178-83, 215-17

honour 215-17

Horan, Jim 139

How to Lie with Statistics (Huff) 175
Howell, Sydney 272

HP 44, 46, 51, 79, 98, 1467
HSBC 133

HTML 170

Hulff, Darrell 175

human side, computers 59
hypotheses, error types 180-3

IBM 97
Icahn, Carl 177
ideas 81-3, 105-30
see also creative thinking; innovations
generation methods 108—11
Mad Cards innovatior~ 10811
negativity 81-3
Idon 124, 165-6
IIP see Investors ir. People
impact factors; cuscomer loyalties 120-1
implementaion ‘ults 142-3
income gencration funds 25
incenre growth, shareholder value
57-70, 187, 260
income/Profit Gap analysis 168
ricremental improvements,
concepts 106, 107-11
industrial espionage
concepts 53, 54, 55-6
employees 55—6
industry groups 25-6
infantry, military model of candidate
selection 211-13
information
see also data; knowledge
access issues 49-53, 128-30
categories 50-1
CIOs 159-60
concepts 45-9, 50-1, 714, 112-23
definition 45
DIKI (data/information/knowledge/
intelligence) 71-4, 89, 114-16,
1812
duplication of effort 117-18, 149
ENT networks 47-9, 117, 263
formats 121-2
intelligence 45-9, 71-4
needed research 112-23
qualities 115-23
relevance issues 112-23, 124—6



INDEX

..................................................

reliable information 112-13, 122-8
the right information 47-9, 112
SEC levels 50
usage issues 115-16, 118-21,
128-30, 151-2
valid information 112-13, 122-8
value 46-9
Initial Public Offerings (IPOs) 197-202
see also flotations
innovations
see also creative thinking; ideas
concepts 105-30, 160
Mad Cards innovation 108-11
insider knowledge 215-16
insolvency 186—7
institutional investors
see also fund managers
concepts 25, 197
loyalties 24—6
instructions
see also command . . .
employees 37-8, 61-6
understanding 61-2
intangible resources 6971
integrity 21-3, 178-83, 21517
Intel 173
intelligence 4, 24, 27, 29-30, 37,
45-6, 479, 51-6, 71—4, 11423
see also knowledge; marketing
intelligence
3F model 72—4, 169, 208
acquisition 51-6, 86
C4ISR function 4-37,45-6, 56,
71-4
competitions 24, 27, 29-30, 46, 51-6,
71-4
concepts 4, 24, 27, 29-30, 37,
45-6, 479, 51-3, 71—4, 114-23
DIKI (data/information/knowledge/
intelligence) 71-4, 89, 114-16,
181-2
information 45-9, 71—4
interaction analysis, Citicorp 262
internal audits 39, 23942
internal communications, marketing
directors 27-8
internal controls 92, 225, 247-51
internal view, BSC 68, 70, 260—1
Internet 40
see also e-mails; web . . .

...................................................

intranets 50-1
investment syndicates 25
investments
see also share . . .
market research 756
productivity 58—61, 67-70, 260
valuations 24, 68-70, 1914,
203—4
investors
see also shareholders
intelligence leaks 24, 27, 29-30
marketing directors 30-2
relationships 25-6, 28-9
requirements 30-2
types 25-6, 30-2
Investors in People (ITP)~112, 128
IPOs see Initial Public<DiFerings
Iraq 177
irrefutable researcl. concepts 112-14,
265
ISO 9001 289,78, 127, 1501
ISO 20252 112, 127
IT departrmients
ceculso computers
critique 60—1
17y League colleges 135

Jager, Durk 216

Japan 53, 87-8

Java 146

Jaworski, Professor Bernard 51-2
J.D. Edwards 163

junk mail 41

Kaplan & Norton 67-71
key performance indicators (KPIs)
39, 48, 113-14, 141
King’s strategic-issue analysis,
concepts 265
knowledge
see also information; intelligence
concepts 49-53, 58, 71-4, 113-14,
174-7
databases 49-50, 58, 113—14, 162
definition 45
DIKI (data/information/knowledge/
intelligence) 714, 89, 114-16,
181-2
power 174-7
security issues 49-53, 55-6, 174-83



.....................................................................................................

Kotler, Philip 149
KPIs see key performance indicators

LANSs see local area networks
laptops 109
leadership
see also boards . . .
autocratic leaders 175-7
charismatic leaders 180
concepts 4-5, 14, 57-8,
175-83
definition 57
democracies 175-6
marketing directors 4-5, 14, 57-8
responsibilities 4-5, 57-8, 63—4
setting examples 57-8
styles 175-6, 179-80
teams 57-8, 63—6
learning and growth view, BSC 68,
70-1, 261
leasing companies 185-6, 210-11
LeBaron, Dean 143
Ledru-Rollin, Alexandre 57
left-brain-dominated individuals
81-3
legacy systems 61
legal ‘Person’, companies 2
legislation, changes 52, 215
lessons learned 55-6, 80—1
liabilities
balance sheets 189-90
directors 4
limited partnerships 7
Link Lakers 79
liquidations 186=%
listening benefits+35
Listing Rules
see also flotations
Plcs 196, 226, 231-2
The Living Company (de Geus) 165
local area networks (LANG),
concepts 265—6
London Stock Exchange (LSE) 198-9,
225
see also stock markets
Lowe, Simon 224
loyalties
customers 21-3, 119-21, 160-2, 210
elasticities 119-20
impact factors 120-1

institutional investors 24—6
PAs 36
shareholders 24—6

Ltds see private limited companies

McDonald, Charles 667
McDonald’s 133
McFee, William 139
Machiavelli 173, 176-8
McKinsey and Company 7-S
Model 76-80, 146-55, 162, 266—8
McKinsey and Company, mission
statement 135
The McKinsey Quarterly 93—4
McKinsey Research 159
Macmillan, Harold 178
Mad Cards innovation
concepts 108="1
Management By Pest Seller
(MBBS) <754
Managemer t Consultants
Associauon 128
maraging directors
see wlso directors
concepts 10-12
imanaging partners 2
margins of error 121-2
market analysts, concepts 24, 25—6
market growth 73—4, 261
market leaders 66—7
market mapping 168
market power 667
market research
see also information; reconnaissance
function
ABCD-WOW, benchmarking 153-5
agencies 112-13
codes of conduct 128
concepts 1-2, 75-6, 105-23, 169-72
customers 76
duplication of effort 117-18, 149
focus groups 1067
incremental improvements 106,
107-11
investments 75—6
irrefutable research 112-14, 265
needed research 112-23
publics/stakeholders maps 124-6
quality assurance 1268
reliable information 112-13, 122-8



INDEX

.................................................

responsibilities 1-2
Rol 206
sources 10623
techniques 111-23
traditional research 111-23
USP 1067
valid information 112-13, 122-8
Market Research Society 127-8
market risk, concepts 95-103
market share 101, 168, 209-10, 261
market simulation modelling 168-9
market/product led approaches,
marketing directors 30-2, 66—8
marketing
business planning 105-7
campaigns 95-103, 162
concepts 28-32, 1057
marketing advantage
concepts 57-89
top-down/bottom-up
approaches 57—89
Marketing Audit Workbook
(McDonald) 66—7
marketing directors
see also board . . .
accountability issues 4-5, 14, 63—4
aids 33-56, 157-72
BSC 70-1
C4ISR (command/control/
communications/computers/
intelligence/surveillance
reconnaissance) functions 4,
3646, 56, 58-7¢
chess analogies. 29-20
customers 1725
employees 27-8, 37-8
flotations 197-202
integrity 21-3, 178-83, 215-17
internal communications 27-8
investors 30-2
leadership 4-5, 14, 57-8

market/product led approaches 30-2,

66-8
open minds 81-3

product/market led approaches 30-2

responsibilities 1-15, 36—46, 63—4,
215-17
Rol 206-13

roles 1-15, 17-32, 197202, 205-13,

215-17

....................................................

sales role 32, 207
synonyms 1-2

time management 33-5, 41
tools 33-56

marketing intelligence

see also intelligence
concepts 53—6, 71-4, 210-11
gathering processes 53-6, 71-4, 80,
112-23, 210-11
MI levels 53—6
Marketing Management Services
International Plc (MMSI) 96-7,
127, 133, 16970
Marketing Management Services Ltd 8,
50-1, 57, 74-5, 219
marketing performance
see also marketing prbauctivity
concepts 967, 92—103, 207-13
expectations 21113
past/future cuccesses 967, 98-103
perceptiohs 211-13
Marketing Peiformance Assessment
(Bonoma & Clark) 209
maikovng plans 113-14, 139-43
s2¢ also business planning
taarketing productivity
see also marketing performance;
productivity
concepts 207-13
marketing risks
see also risk . . .
concepts 95-103
marketing systems, accountancy
systems 102-3
matrix structures 79, 176-7, 267
Mattel Inc. 216
MBBS see Management By Best Seller
MBNA 24
measurable SMART objectives 64—6,
88, 131-2, 136, 213
the media 25-6, 197-8, 201-2
meeting of minds,
communications 61-2
meetings 6, 9-10, 1214, 34-5, 128,
219
see also Annual General . . . ;
board . . .
agendas 219
chairman 35, 243—4
concepts 12-15, 34-5, 128, 219



.....................................................................................................

minutes 14—15, 219
notice periods 15
reasons 34-5
time management 34-5
tips 34-5
types 14-15
Mehrotra, S. 208
members 3
see also shareholders
Memorandum of Association,
concepts 2-3, 6, 215
mentors 78-9
mergers and acquisitions 24, 152,
1767, 192, 195, 199
Michaluk, G. 207
Microsoft 158, 170
Military Intelligence 55
military model of candidate
selection 211-13
mind mapping software 161, 165
see also creative thinking
mindsets 167-8
minutes 14—15, 219
mission
concepts 3, 36, 131-5
definition 134
examples 134-5
MMSI see Marketing Management
Services International Plc
mobile devices, communicatiens. 50,
58-9
modularity benefits, Dyramic
Insight 172
monitoring
concepts 140,1:11-2, 155, 213
STORM (Strategic, Tactical,
Operational, Review) 140, 141-2,
213
moods, stock markets 191
Moore, G.A. 967
morale 37-8
motor cars 107
moving averages 208
MRQSA 127
multiplication component, Mad Cards
innovation 109-10
mystery shoppers 54-5

Nadler, Gerald 83—4
NASDAQ 225

naval analogy, STORM (Strategic,
Tactical, Operational,
Review) 143
needed research, concepts 112-23
needed-information-collection principle,
breakthrough marketing 86
net profits 188-9
see also profits
netmeetings 40
network structures 267
neuro linguistic programming (NLP),
concepts 167, 268
new ideas
see also ideas
negativity 81-3
newsletters, competitor intelligence 29
NHS waiting times 270
NLP see neuro lingtist'c programming
nomenclature, directors 2—3
nomination cemuittees 92, 228-9,
2368, 246
concep's 236-8, 246
carborace governance 92, 228-9,
©36-8, 246
aembership 246
roles 246
non-executive directors
see also directors
concepts 5, 6, 197, 224-57
roles 6, 224-5, 233—4
notice periods, meetings 15
Nucleus Research 159-60

02 58, 133
objectives
see also tasks
concepts 131-2, 13643, 148
critical assumptions 132, 136, 262
SMART objectives 64—6, 88, 131-2,
136, 213
strategy links 137
officers, military model of candidate
selection 211-13
offshore funds 205
OFRs see Operating and Financial
Reviews
oil industry 107, 145
‘On Demand’ services 158—61, 169-71
One Page Business Plan (Horan) 139
open minds 81-3



290

..................................................

Operating and Financial Reviews
(OFRs) 225, 255
operations
action plans 141
STORM concepts 51-3, 78, 99,
139-43, 213, 273
opportunities
concepts 21-3, 168, 203-5, 217,
274
speedy actions 205
SWOT analysis 168, 274
Oracle 73—4, 101, 146, 158, 163
orchard matrix of market attractiveness,
concepts 268
organisations
see also companies
finance sources 26—7, 185-94
flotations 195-202
McKinsey and Company 7-S
Model 76-80, 146-55, 162,
266—8
perspectives 18
threats 168, 173-83, 274
overload problems, data 52

paradigm shift, concepts 95, 97-8,
105-7, 180-1, 269
paranoia, boards of directors 173-83
Pareto Principle, concepts 87-8, 269
partner/site/business unit repasts,
Dynamic Insight 171
partnerships 2, 7
PAs see personal assistants
past performance . ¢5—7,98-103, 191-3
pattern-recogniticnskills, data 81-3
Pattullo, Robert 31
pay scales, directors 12—14, 216
PDAs 59, 109
people-design principle, breakthrough
marketing 86—7
perceived value, concepts 68-70, 121,
203—4
perceptions
marketing performance 211-13
risks 179-80
perceptual mapping 168
performance issues
see also control function; productivity
BSC 38, 67-71, 74-5, 161, 164,
260-1

...................................................

KPIs 39, 48, 113-14, 141
marketing performance 96-7,
98-103, 207-13
measures 207-13
past performance 96-7, 98-103,
191-3
shares 192—4
stock markets 192—4
perks, directors 12—-14
‘Person’, companies 2
personal assistants (PAs), tips 35—6
personnel directors 27
see also employees
PEST analysis, concepts 269-71
Peters, Tom 208
Picasso, Pablo 106
pilots, checklists 1501
PIMS see Profit Impact of Market
Strategies
pink slip market 192
planning
see alss husiness planning
cantepts 105-30, 13643, 165-8,
/-9
1‘oations 197-9, 202
lcs see public limited companies
pleasure, serotonin 179
policy decisions, board functions 3
political factors
boards of directors 173-83, 217
family-run businesses 175
market intelligence 52-3
PEST analysis 269-71
standard protection
mechanisms 177-8
pollsters 122
Porter value chain analysis,
concepts 271-2
Porter’s Five-Forces analysis 274
power, knowledge 1747
power industry 125
PR see public relations
premiums, valuations 6970
press releases, competitor
intelligence 29
price/earnings ratio, definition 194
primary research, marketing
intelligence 53—4
The Prince (Machiavelli) 173, 176
printing companies 98-9



.....................................................................................................

priorities
employees 42
folders 41-2, 48-9
tasks 63—4
private investors, concepts 25
private limited companies (Ltds) 2, 6,
80-1
see also companies
process issues, business planning 131-43
Procter & Gamble 216
product branding 29
product life-cycle model
chasm concepts 967
concepts 967, 259, 272
paradigm shift 97-8
product/market led approaches,
marketing directors 30-2
productivity 58-61, 67-70, 206—13,
260
see also performance issues
computers 58—61
investments 58—61, 67—-70, 260
shareholder value 67-70, 206—13,
260
profit flexibility 101-3
Profit Impact of Market Strategies
(PIMS) 208
profit and loss accounts 187-90
profitability contrasts, profits 208
profits 21-3, 186, 188-94, 197..199,
200
see also returns
earnings yield 193
financial statements. 188-94
flotations 197,199, 200
price/earnings ratio 194
profitability contrasts 208
publics maps 21-3
retained profits 186, 188-9
project brief
concepts 62-3, 64—6
consultants 62-3
project management systems 60
project planning, benchmarking 1546
promotional plans 113-14
property developers 204—6
prospectuses, flotations 197-8, 201
protection mechanisms, political
factors 177-8
prudence 17683

public limited companies (Plcs) 2, 6,
80-1, 91-103, 195-202, 22657
see also companies; flotations
public relations (PR) 29, 31
publics maps
see also stakeholders
BRC 18-23
concepts 17-23, 1246, 134
construction methods 124-6
purposes principle, breakthrough
marketing 85

quality issues
see also control . . .
audits 39
BS 7911 112, 127
ISO 9001 38-9, 78
ISO 20252 112 127
market research. 1268
MRQSA 127
Six Sigmo grality initiative 38-9, 130
quarterly houizons, shareholders
234
Quayie, Dan 137
juosuonnaires 76
see also surveys
quorum, board meetings 15, 236

127, 150-1

Railtrack 216

random walks, concepts 272

Ratio Approach model 208

rational thinking, valuations 191

Ratners 25

Raymond, E.T. 4

real options, concepts 142-3, 272

real value, concepts 68

real-time critical assumptions, STORM
(Strategic, Tactical, Operational,
Review) 140-3

real-time right-time systems 74-5,
167-9

realistic SMART objectives 64—6, 88,
213

reconnaissance function

see also market research
C4ISR. 4, 37, 46, 756

recruitment, employees 80, 121, 135

Red Letter Days 207

red tape 29

Registrar of Companies 15



..................................................

regulations
board functions 3—4, 14, 94-5, 215,
224-57
compliance requirements 3—4, 14,
92, 94-5, 196, 215, 224-57
disclosures 26, 196
Sarbanes Oxley regulations 4
Reichheld, Frederick 24
reinventing the wheel, dangers
113-14, 149
relationships 43, 72-3, 120-1, 158,
159, 160-72, 262-3, 271
BSC 38, 67-71, 74-5, 13643, 161,
164, 260-1
CRM 43, 72-3, 1201, 158, 159,
161-2, 262-3, 271
ERP 158, 159, 160, 163—4, 264
investors 25—6, 28—9
publics maps 17-23, 1246, 134
relevance issues, information
112-23, 124-6
reliable information 112—13,
122-8
remuneration, directors 12—14, 216,
228-9, 236-8, 243-5
remuneration committees 228-9,
236-8, 243-5
concepts 236—8, 243-5
corporate governance 92, 228-9;
236-8, 243-5
membership 243
replacement component, Maa Cards
innovation 109-19
research brief, concepie 126
reserves 188—C
resolutions, concepts 3, 14—15
responsibilities
accountability contrasts 63—4
concepts 4-5, 14, 36—46, 47-9,
63—4, 215-17
employees 47-9
ENT networks 47-9, 117
finance directors 26—7
governance issues 1-2
leadership 4-5, 57-8, 63—4
marketing directors 1-15, 35—46,
63—4, 215-17
marketing research 1-2
strategy 1-2
restaurants 99

...................................................

retained profits 186, 188-9
retention, customers 21-3, 161-2,
260
return on investment (ROI) 39, 120,
206-13
see also returns
return material authorisation (RMA),
concepts 273
returns 9, 12-14, 39, 67-70, 93—4, 120,
178-83, 187, 203-13, 260
see also profits
concepts 12-14, 178-83, 187,
203-13
corporate governance 93—4
risks 12-14, 178-83, 187
reviews
benchmarking 151
business planning (1579
STORM (Strateeir, Tactical,
Operatioral, Review) 51-3, 78,
99, 139-43,.213, 273
rewards -iisks 12—14, 178-83, 187
Ridiag the-Storm (author) 101
rig'it-Urain-dominated individuals
31-3
15K assessments 91-103, 142, 168,
178-83, 247-57
risk management 99-103, 142-3,
225-57, 272
risk takers 178-83, 204
risks
Big T types 179-80
chasm concepts 967
concepts 12—-14, 95-103, 142-3,
178-83
measurement processes 180-3
perceptions 179-80
prudence 178-83
quantification methods 97-103,
180-3
real options 142-3, 272
rewards 12—14, 178-83, 187
types 957
RMA see return material authorisation
Robinson R22 helicopters 210-11
ROI see return on investment
Rosen, Leo 80

SaaS see Software as a Service
Saleforce.com 161



.....................................................................................................

sales
managers 31
marketing directors 32, 207
promotion plans 113-14
sales force automation (SFA) 161-2
SAP 161, 163
Sarbanes Oxley regulations (SOX) 4,
225-6
satellite communications 40
SBUs see strategic business units
scandals 26, 92, 100-1, 207, 216-17
scenario planning software 161, 165-9
scenario testing, concepts 137-8, 142,
161, 165-8
Scout movement 134
search engines 49
SEC see Securities and Exchange
Commission
SEC levels, information 50
secondary research, marketing
intelligence 53—4
Securities and Exchange Commission
(SEC) 225
security issues 49-53, 55-6, 174-83
see also threats
sensation-seeking behaviour 179-80
September 11 terrorist attacks 100-3
serotonin 179
setting examples, leadership 57—8
severance packages, CEOs 21&
Sevin, C.H. 207
SFA see sales force autornadion
share prices
earnings yield 1723
performance isiues 192—4
price/earnings ratio 194
volatility 24, 69, 191—4
shared values, McKinsey and Company
7-S Model 77, 80-1, 146-55,
268
shareholder value 67-70, 203—13, 260
concepts 67-70, 203-13, 260
perceived value 68-70, 121, 203—4
real value 68
shareholders 3—4, 9, 14-15, 23-32,
185-7, 196202, 203-13, 217
see also investors; members
activism 217
AGMs 9, 14-15, 252

board functions 3—4

concepts 3—4, 9, 14-15, 23-32,
185-7, 196-202, 205-13, 217
corporate governance 91-2, 252
dividends 186—7, 188-93
family-run businesses 9
flotations 196-202
intelligence leaks 24, 27, 29-30
loyalties 246
quarterly horizons 23—4
safeguards 3
short-termism problems 23—4
stakeholder concepts 23-32
takeovers 24, 192, 195, 199
types 199
short-termism problems,
shareholders 23—4
Siebel Systems 73—4
sign-offs 14, 132
Silicon Graphics 14€
single number reports 121
situational awa -eness 81-3
Six Sigraa quality initiative 38-9,
130
skiils
concepts 77, 79, 267
McKinsey and Company 7-S
Model 77, 79, 146-55, 267
training 37-8, 63—4, 78-9, 128
slogans, vision 133
SMART objectives 64—6, 88, 131-2,
136, 213
sociocultural factors, PEST
analysis 269-71
software 43-5, 5861, 15772, 264
see also computers
audits 44-5
benefits 58—61
costs 58-9
ERP 158, 159, 160, 163—4, 264
integrated systems 43—4
mind mapping software 161, 165
scenario planning software 161,
165-9
Software as a Service (SaaS) 159-60
solution-after-next principle,
breakthrough marketing 85-6
SOX see Sarbanes Oxley regulations
specific SMART objectives 64—6, 88,
131-2, 136, 213
speculators 191-2



..................................................

speed-reading time-management
techniques 34
speedy actions, opportunities 205
spherical vision, concepts 273
spin 192
spread betting 192
spreadsheets 1578
staff see employees
stakeholders
see also customers; employees;
financiers; shareholders
companies 23-32
concepts 17-32, 124-6, 134
mission 134-5
perspectives 18
publics maps 17-23, 1246, 134
types 23-32, 124-6
standard protection mechanisms,
political factors 177-8
Standing Room Only (Kotler) 149
Star Trek (TV series) 106
stars 1012, 15
statistics 93-5, 121-2, 171, 222-57
corporate governance 93-5, 222-57
Dynamic Insight 171
Steele, Murray 92
stock markets 24, 69, 185-94,
195202, 225
bull/bear markets 18, 191
chartists 191
concepts 1914, 225
flotations 195-202
moods 191
performance issucs 192—4
share prices 24, 89, 1914
speculators 1912
types 1989
STORM (Strategic, Tactical,
Operational, Review)
concepts 51-3, 78, 99, 13943, 213,
273
naval analogy 143
Rol 213
Storm committee 143
strategic business units (SBUs),
concepts 273
strategic capabilities 701, 166, 261
strategic inflection points, concepts
967, 98-9

...................................................

strategic planning 113—14, 136—43,

165-8
strategic technologies 70-1, 261
strategy
BSC 38, 67-71, 74-5, 13643, 161,
164, 260-1

concepts 1-2, 77-8, 969,
113-14, 136-43, 162, 165-8,
266-8

definitions 136, 266

McKinsey and Company 7-S
Model 77-8, 146-55, 2668

objectives links 1367

product life-cycle model 96-7

responsibilities 1-2

STORM concepts 513, 78, 99,
139-43, 213, 273

strengths, SWOT aralysis 168, 274
structure

concepts 79 1767, 267

McKinsey: at a.Company 7-S
Mea-l 77, 79, 146-55, 266-7

tynes 79, 1767, 267

style

coneepts 79, 267

McKinsey and Company 7-S
Model 77, 79, 146-55, 267

substitution component, Mad Cards
innovation 109, 111

successes 96—7, 98—103, 173-83,
203-13, 216

Sun Microsystems 133

Sun Systems Inc. 146-7

surveillance function, C4ISR. 4, 37, 46,
74-5

surveys 76, 112-28

see also market research;
questionnaires

methods 122—4

SWOT analysis, concepts 168, 274
synonyms, marketing directors 1-2
systems

breakthrough marketing 86, 112

change needs 78-9, 98-9, 131

concepts 77, 78-9, 86, 157-72

corporate systems 157-72

McKinsey and Company 7-S
Model 77, 78-9, 14655,
2667



.....................................................................................................

tactics, STORM concepts 51-3, 78, 99,
13943, 213, 273
takeovers 24, 192, 195, 199
see also mergers . . .
Tandem Computers 44
tasks
see also objectives
priorities 63—4
teams 57-8
tax avoidance 197
teams
benchmarking 154-5
concepts 57-8, 63—6, 154-5
leadership 57-8, 63—6
stars 10—12, 15
tasks 57-8
technological factors
see also computers
challenges 58-9
communications 40-1, 58-61
converging technologies 58-9,
612
PEST analysis 269-71
strategic technologies 70-1, 261
telephones 40-1, 58-9, 61-2, 1224,
126
terms of reference
committees 238
consultants 66
terrorist attacks 100-3
Tesco 133
testing 137-8, 140, 142--3, 155, 161,
165-8
critical assumpticns. 142
scenario testing. 13/-8, 142, 161,
165-8
STORM (Strategic, Tactical,
Operational, Review) 140, 142-3
third parties, ‘On Demand’
services 158-61, 169-71
threats
see also security issues
boards of directors 173-83
concepts 55, 168, 173-83, 274
SWOT analysis 168, 274
types 174
time management
concepts 33-5, 41
e-mails 41

flotations 197-8
meetings 34-5
time-framed SMART objectives
64-6, 88, 131-2, 136, 213
tools, marketing directors 33-56
top-down/bottom-up approaches,
marketing advantage 57-89
trading accounts 188
traditional market research 111-23
see also market research
training
dilution problems 78-9
employees 37-8, 63—4, 78-9, 128
mentors 78-9
transactional research, concepts 274
transparency, corporate gavernance 92
triple redundancy approach, action
plans 95-6
trust 21-3, 178-63. 215-17
trustees 2, 6
truth, believab hey curves 182-3
Turnbull Report 225, 247-51
turrover.rates, employees 121
typie /2 errors, hypotheses 180-3

WK see United Kingdom
understanding, instructions 61-2
unique selling proposition (USP),
concepts 106—7
uniqueness principle, breakthrough
marketing 85
United Kingdom (UK)
corporate governance 92-5, 222-57
FTSE 350 disclosures 94-5, 222-57
Market Research Society 127-8
United States (US) 126, 135, 192,
203—4, 225-6
corporate governance 225-6
Ivy League colleges 135
pink slip market 192
usage issues, information 115-16,
118-21, 128-30, 151-2
USP see unique selling proposition

valid information, concepts 112-13,
122-8
valuations
investments 24, 68—70, 191—4,
203—4



.....................................................................................................

rational thinking 191 Wainwright, Phil 158-9
shareholder value 67-70, 203—13, Walt Disney 216
260 WAN:Ss see wide area networks
value Watergate scandal 55
concepts 67-70, 203-13, 260 weaknesses, SWOT analysis 168,
information 46-9 274
value added 209-10 web 40, 50-1, 122—4
value chain analysis, concepts 271-2 access-based system 50
value-added retailers, concepts 274 casts 40
values statements corporate websites 24, 31
boards of directors 131-2, 135 surveys 122—4
definition 135 web-based applications 40, 60
venture capitalists, concepts 25, 204 Wellington, Duke of 46
verbal agreements, written ‘what if” options 166-8
evidence 177-8 see also scenario . . .
video conferences 40 whistle-blowers 217
videophones 41 ‘why’ tests 118-19, 153
virtue 215 wide area networks "W ANs) 266
vision Wilde, Oscar 203
concepts 3, 36, 66—7, 131-5, 204-5 windfall opporrurities 2045
definition 133 Wolfenshohn, 7..91-2
examples 133 World Bank 912
slogans 133 WosldCam 92, 100
visuals, strategy development 167-8 writter evidence, verbal
Voice-over Internet Protocol (VoIP) agreements 177-8
61
volatility, share prices 24, 69, 191-4 YCDBWYCID acronym 44
votes, board meetings 12-15 Ygnius 124

Index compiled by Terry Hallicay



