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Market 
Strategy 

M arketing 
is essen- 
tial for 

our commercial 
success, now r 

and in the future. 
Making success- 
ful tailor-made 
products de- 
mands that we be 
very aware of the 
needs and de- , 
sires of our cus- 
tomers. Part I of James Kels, chairman this issue,s cover 
story gives an ex- 

ample of how Pergamon staff are s~ccessfully 
bringing a tailor-made product to market. 

It is very important that as a Group we de- 
velop a common market strategy. On an oper- 
ational level this calls for a more uniform ap- 
proach to marketing tactics, much more 
homogeneous than it has been in the past. We 
must work closely together on formulating and 
carrying out our marketing tactics. 

After all, marketing is teamwork, which 
implies a common understanding of the de- 
mands of the market, thus ensuring that all 
members of a marketing team contribute fully 
to the ultimate goal. 

Part I1 of the cover story describes how 
commercial staff in Amsterdam - publishers, 
acquisitions editors and sales staff, as well as 
the marketing and promotion managers them- 
selves - have been attending special work- 
shops designed to improve their marketing 
skills. 

Roland Dietz, the new director of market- 
ing in the Amsterdam publishing division, is 
bringing about a marketing-by-teamwork ef- 
fort in the APD publishing units. Gathering 
market knowledge by using a new planning 
tool - MASTRA (market attractiveness and 
strategic advantage) - enables staff to con- 
struct their unit's market strategy. 

All the information gathered is not only 
important for assessing Elsevier's current mar- 
ket position, but will also be used as input for 
long term planning and budgets. 

Taking the demands and wishes of the 
market seriously is the key to formulating our 
strategy. It will ensure the Group's future suc- 
cess. I believe it is vital to keep this motive of 
marketing in mind. 



!l 
I B U L L E T I N  B O A R D  

Active Scientists at ANATECH '92 

ference that bridges 
p between analytical chemistry 
S industrial applications, was 

organised by Elsevier for the third year 
in successio,n. Following the tradition 
of holding the meeting at remote 
locations, this year the scientists were 
"isolated" at Lake Lanier, near Atlanta. 1 

P utting 200-odd scientists in made Lake Lanier (Atlanta's 
an isolated location is per- principal water supply) was close 
haps taking market segmen- enough to a major airport to make 

tation to its extreme, but it seems it easy to reach. cottages a short distance away. A nificant contribution to the suc- 
to work. This year's ANATECH, ANATECH '92 attracted small, but surprisingly well re- cess of this first ANATECH in the 
the third conference on applica- some 220 participants (75% from ceived exhibition (21 stands) was USA. From Elsevier's point of 
tions of analytical chemistry or- the USA, 25% from elsewhere), squeezed into any remaining view, we had scientists from a 
ganised by Elsevier, was held at of which 95% came from indus- space that the hotel could find. segment of the market in which 
the Lake Lanier Islands Hotel; an try. We had hoped for about 250, The vast majority of partici- we are increasingly active for a 
isolated site about 50 minutes but the budget restrictions on pants was happy with both the newjournal(ProcessControland 
north of Atlanta, USA. The travel in the 'recession' (every- "isolation" concept, the scientific Quality, from APD Chemistry & 
choice of such a location was de- , one's excuse) played a part inlim- sessions and interaction, and the Chemical Engineering). The 
liberate in order to retain the iting attendance. Nevertheless, facilities themselves. In particu- ANATECH proceedings repre- 
"meeting in the middle of our complete hotel block booking lar, the involvement of the sent an extra volume for the jour- 
nowhere" concept which previ- was taken up (to the relief of a fi- Instrument Society of America nal. 
ous ANATECH meetings have nancial controller or two) and we and the Center for Process It is almost impossible to or- 
enjoyed. The venue, on man- had to put primp narticipants in Analytical Chemistry made a sig- ganise a conference without 

Murphy's Law showing its hand 
somewhere. On this occasion, 
however, and to the credit of the 
contracted local organiser and ho- 
tel, almost nothing went wrong. 
In view of the location, we had 
contracted a bus service to take 
participants to and from the air- 
port for free. However, the local 
shuttle service from the airport 
felt this was unfair competition 
and made their own signs to greet 
unsuspecting ANATECH partic- 
ipants. Only when these partici- 
pants arrived at the hotel did they 
realise that they had been taken 
for a ride (forgive the pun). 
Fortunately, there was no loss of 
goodwill. The unlucky ones 
who'd had to pay accepted their 
fate graciously. 
-Keith Foley 
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!! a Active Paper 
Did you know that glossy paper is 
radioactive? Not to the high lev- 

March 1992) two Canadian sci- 
entists, B. Singh and H.W. 
Taylor, reported that they had 
measured the gamma rays emitted 
by various paper samples from 
scientific journals. Newsprint and 
photocopy paper were used as 
controls. Among such prestigious 
publications as Nature (the US 
edition) and Science, two Elsevier 
journals were tested, Nuclear 
Physics, published by APD 
Physics & Materials Science, and 
the Journal of Environmental 
Radioactivity by Elsevier 
Applied Science. 

The high-gloss paper used by 
Nature, Science and Nuclear 
Physics all showed relatively high 
thorium/ radium ratios. The 
Journal of Environmental 
Radioactivity - true to its caring 
name and the scope of its subject 
material -had one of the lowest 
radiation levels of all the papers 
tested. According to the authors 
the radioactivity comes from the 
fine clays that are added to basic 
paper pulp in the production of 
glossy paper. The dose of the 
more radioactive paper is about 
the same as the minimal dose a 
person would receive working in 
a brick or masonary building. 

FOOTNOTE: Alert readers 
will have noticed that Elseviei 
Science World is now printed or 
matt paper - not because we 
were worried about radioactivi- 
ty(!) but to make the magazine 
easier for you to read under stan- 
dard office lighting. 

B U L L E T 1 . N  B O A R D  

4 Active Library @ Launched 
Elsevier's first hypertext1CD-ROM product, The Active Library on 
Corrosion (ALC), was launched to great acclaim at the Corrosion (May) 
'92 conference in Nashville. One delegation from the Corrosion Society 
of China paid cash on the spot and immediately afterwards rushed into 
Nashville to buy the hardware needed to use it, after watching Arie de 
Ruiter put ALC . He observes, "People couldn't seem 
to stay away fro on." Some 24 corrosion engineers ex- 
pressed definite interest in ALC and he is confident that this interest will 
convert into firm commitments to purchase the novel product. 

ALC contains a vast amount of practical information on corrosion 
-text, graphics and hundreds of colour photographs -that engineers, 
researchers or students can access in the blink of a nanosecond by acti- 
vating the super user-friendly hypertext links. It was developed by 
Elsevier as part of one project in the European Strategic Programme for 
Research and Development in Information Technology (ESPRIT) and 
is published in association with NACE (the US National Association of 
Corrosion Engineers), the world's largest publisher of corrosion tech- 
nology. 

In-house development of the innovative active library began five 
short years ago. It was originally conceived as an "active book" incor- 
porating the case histories presented in the famous Corrosion Atlas com- 
piled by E.D.D. During. Several prototypes later, the product had ex- 
panded into a veritable library containing not just the Corrosion Atlas, 
but another five NACE book titles and two materials selection databas- 
es - as well as a "reference cube" holding general corrosion informa- 
tion and a "chapter" on corrosion control authored by the editors of ALC, 
Professer Walter Bogaerts and Dr Klaas Agema, from Leuven 
University in Belgium. 

At the pre-launch party in Amsterdam attended by staff involved in 
ALC's design and production, Arie de Ruiter handed over the first copy 
to Professor Bogaerts and paid tribute to him, Dr Agema, and their co- 
worker, Hans Arents. He praised the support of management, including 
Pieter van Wiechen and Herman Frank, and also the contributions of 
staff including Paul Mostert, Henry Renfurm, Theo van Diepen, Klaas 
Douwes, No1 Brouwer, Jeroen Soutberg, Evelyne Eckmann, Herbert van 
Zijl and Nicoline Kwakkelstein. He closed by wishing Patrick Jackson 
and his staff much success with the marketing of ALC. 

But Herman Frank had the last word. He said, "Without Arie de 
Ruiter's unceasing enthusiasm as project leader, this unique product 
would never have got off the ground." 

Active Support 

, "because everyone 
should know what type of support 
we provide." The services are 
largely administrative and deal in 
the main with contracts, royalties, 
reprint rights & permissions, 
translation rights, and credit con- 
trol of travel expenses. The de- 
partment's new title was adopted 
on June 1st. "We like our new 
name," says Jan. "It describes 
what we do, and is very like the 
names of two departments in our 
equivalent group at Pergarnon, 
Support Services directed by 
Anna Moon." 

.Tan van den Heuvel heads the re- 
:ently renamed APD Publishing 
Support & Services Department. 

Active Ads 
The colourful recruitment ads 
;rested by Dutch advertising bu- 
reau BvH for the Group's 1991 

awareness campaign in 
ere amongst those 

Magneten, a prize awarded annu- 

Celebrating the hunch of The Active Library @ on Corrosion are en in BvH was 
(l-r) APD publishing director Herman Frank, CO-authodeditor the frontrunner in a tough cOmPe- 
Professor Walter Bogaerts and Arie de Ruiter, APD research & de- tition but* missed Out On the 
velopment manager. prize. 



Active Textiles 

e the line of communication for 

worldwide. It offers read- 
alatable mix of news, re- 
on applications and 

meetings and events, a product 

features. Each issue 
overs myriad facets of the in- 

on high performance fibres and 
:gthe latest uses of textiles in the 

transport industry; for example, 
there is a very informative, well 

,.: illustrated story on the growing 
!opportunities for airbag safety 
"systems in cars. Though clearly 

rected at experts, the stories 
ay also interest the general read- 
. For instance, there is an item 

n Coppelius, a mannikin devel- 
ped by scientists in Finland that 
mulates the production of heat 

.::$and ,sweat in humans, and mea- :g  sures the influence of clothing on 
the transfer of moisture from skin 
to its surroundings. Imagine the 

.;usefulness of Coppelius -no re- 
;$ilation (?) to the ballet-dancing 

'doll Coppelia - in developing 
fabrics destined for the tropics or 

Technical Textiles Interna- 
tional is published by Guy 

tteringham. The editor is Nick 
utler. "Even at this early stage," 
ports Nick, "it is clear that the 
agazine will be a great success." 

Watch for a detailed account 
of TT1 in a forthcoming issue of 
Elsevier Science World. 

,. . . ; ' '$?,  

B U L L E T I N  B O A R D  

e Exchange with Faxon 
ESP &SW started a five month online experiment in June with 
E l m m i c D a h b r c h a n g e  (EDI). That involves exchanging despatch 
t r a m d o n  the subscription agent Faxon. Instead of informa- 
tion an missing;. i m s *  for example, being keyed in on computers in 
Ansteidbvn, sent by pastto Faxon in Westwood (close to Boston in the 

yed in again on Faxon's computers - 
in once before being sent down an elec- 

In STM publishing, the International Working Party for Electronic 
M&@ Transfer, a group of publishers and agents (including Elsevier, 
Pergamon, Wolter-Kluwers, Faxon, Swets and Readmore), has devel- 
oped worldwide standards for exchanging data on subscription renewals. 
Now the International Committee for Electronic Data Interchange for 
Serials (ICEDIS), chaired by Kluwer's Herman Pabbruwe and  with 
Elsevier's Jan Willem Dijkstra (director of Sales & Sales Services) and 
Jan de Wad (information manager, Logistics) among its members, has 
developed the X12 standard for despatch transactions. 

Jan de Waal pioneered the installation of X12 at ESP Amsterdam. 
He explains, "It has nothing to do with computer hardware. The joy of 
it is that it's a common standard that allows communication between 
different computers. It uses less labour, is faster and that equals better 
service. Clients can get answers to their questions overnight instead of 
having to wait for days and days." 

For some time Pergamon has been using EDI for subscription re- 
newals and despatch data. "Pergamon has been working with floppy 
disks for their despatch data, but we are exchanging ours online, that's 
the difference," adds De Waal. "Brian [Cox, Pergamon's director of 
Journal Business] sent us over one of his floppy disks and it was a great 
help when we were establishing the formats of our standard messages." 

The source data for the Faxon experiment comes from what is keyed 
in at the Diemen Distribution Centre managed by Eddie Goedhart and 
Marja van Loon. The online version is being backed-up by the tradi- 
tional paperlpost method but Jan de Waal is confident that it will be a 
success. "Technically X12 is very good," he maintains, "so we don't ex- 
pect any electronic faults. It's a nice project but, of course, it depends 
bn good organisation and discipline." 

N O W  managed by Media ~ e c h n o l o ~ ~  Development (project leader 
Rob Derksema). "the experiment is Elsevier's first real step towards on- , . 

line interchange of commercial data," considers JA de Waal. 
"Fulfilment & Distribution is the first user, but it could be easily applied 
in other parts of the Group." 

however, eventually c 
demise. 

Rather than stay tied to a slow 
multi-user system, it can be more 
efficient to have local intelli- 
gence units (PCs) linked to a lo- 
cal area network so that users en- 
joy the speed of personal 
computing power and can send 
electronic mail as well. Paul 
Mostert and Pieter van Wiechen 
(from the Media Technology 
Development Group) advised re- 
placing CEO with PCs some time 
ago and this recommendation 
was put in ESP Amsterdam's 
longterm plan for Office 
Automation. 

Replacing CEO occurred in 
phases, and although in some cas- 
es it caused inconvenience to staff 
and managers, on the whole it 
happened so smoothly that many 
staff won't have noticed that CEO 
has made its final exit. The pro- 
cess ended nine cost-saving 
months ahead of schedule. 

Jan de Waal is informution manager, Logistics, for Fulfilment & 
Distribution at ESP Amsterdam. 
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This Product Went to Market 

In July '92 Pergamon launched the latest in a line of highly 
acclaimed major reference works: the Encyclopedia of Higher 
Education. How did this tailor-made product get to market? 

ir~cles  don't happen in marketing. Nothing is left 
to chance, especially when you are dealing with 
a huge investment like the Encyclopedia of 

Higher Education (EHE): in the region of half a million 
pounds. But before revealing how this - not so little - 
product got to market, here's a resum6 of what was in- 
volved in publishing it. 

"Although most of us are familiar with more small- 
scale reference projects," says Glenda Kershaw, edito- 
rial manager of Pergamon's encyclopedias in Education, 
"EHE is the first four-volume project our team has en- 
countered. The first volume caused us the most work 
in terms of editing because it contains articles on the 
higher education systems of over 130 countries. These 
articles sometimes went through changes as late as 
page-proof stage. Why? Because in the two-three 
years that the project has been underway, there have 
been fundamental changes in the governments, and 
thus the education systems, of countries around the 
globe. After all, the past few years have seen the 
unification of Germany and the fragmentation of 
the former Soviet union, to mention iust a couple 
of instances." 

Angela Moar (editor), Peter Lewis and Ally 
Dunnett (both editorial assistants) according to 
Glenda, "slaved away on all the work from 
manuscript stage to camera-ready copy. When 
one bears in mind the international nature of 
EHE, it's easy to realise the enormity of the 
task of turning the contributions of non- 

- - 
On the other hand, departmeit secretary 

ie Herbertson had the mammoth challenge of en- 
suring that contributors' contracts were issued and that 

The Encyclopedia of 
Higher Education (EHE) 
provides a worldwide state- 
of-the-art review of higher 
education. Multi-level sub- 
ject and author indexes, 
full bibliographic entries 
and extensive cross-refer- 
encing make it easy for 
readers to pursue a given 
topic further. 

the editors-in-chief, section editors, contributors, and 
freelancers were all paid - a total of 310 people. 

Aside from managing her busy department on a day- 
to-day basis, and chipping in to help with the editing and 
proofreading on occasions, Glenda's most important 
role is to have a good working relationship with editors- 
in-chief. "This involves almost daily contact via tele- 
phone andlor fax," she explains, believing that the ex- 
change of information between publisher and editors is 
vital to maintaining the impetus of such large projects, 
especially when EHE's editors, Burton Clark and Guy 
Neave, "are enthusiastic novices. It's also gratifying 

when we get encouraging and helpful responses from 
authors to our queries about the substance of their arti- 
cles," adds Glenda with a smile. "The rare cantankerous 
ones can be quite alarming." 

Angela, Peter, Ally, Lucie and Glenda - the 
Education editorial team - look forward to EHE being 
a commercial and academic success. "Perhaps it will 
even win a prize or two," hopes Glenda. 

With the help of Pergamon's marketeers, as usual 
employing their unique brand of 'push & pull' market- 
ing for major reference works, that ideal sales-stimulat- 
ing circumstance might very well happen. 

Push & Pull Marketing 
Most people consider that marketing deals with the four 
PS: price, product, promotion, and position (in the mar- 
ket). The 's' on PS also stands for the fifth and sixth el- 
ements of marketing - sales and service. But some- 
where there should be a C and an R and an A as well, 
because marketing is all about reaching clients and ac- 
tually starts off with research and analysis. 

How did Pergamon's marketing team apply these 
principles to EHE? 

Mayur Amin is general manager, Innovation, and 
heads a small team within Pergamon's centralised 
Marketing Department. "Market research and analysis 
is done at the stage of decision-making, when you are 
deciding to go ahead with the product or not, " says 
Mayur. "Not after you've made a commitment to the 
product and the costs involved." 

Production and overhead costs must be covered by 
the ultimate price of a product, but pricing is influenced 
by many other complicated elements, including the 
number of potential purchasers. "Our major works are 
not published in isolation from the journal pro- 
grammes," explains Toby Green, general manager, 
Promotions. "We look at the subscription figures for our 
journals to get a feeling for how many institutions out 
there are likely to be interested." 

Mayur adds, "Right from the start we know rough- 
ly the maximum we are going to sell because there are 
only so many institutions in the world. So all you can do 
is make sure that people know about it." And that means, 
of course, promotion - communicating with the mar- 
ket, either in person at conferences, through booksellers 
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or, more often than not, by means of direct mail. 
Promoting a major reference work begins well ahead 

of its actual publication date. "Ideally at least 15 months 
before," says Toby. "We began announcing EHE in a 
quiet way by including it in our catalogue of encyclo- 
pedias. Then, when the contents and the complete edi- 
torial board were established, we stepped up the cam- 
paign by putting together a special brochure, which not 
only described EHE but, most importantly, publicised 
the special pre-publication offer." 

The nuts and bolts of the direct mail work fell to 
James McNaughton, marketing manager for Education, 
who used his experience in promoting Pergamon's 
growing education journal programme to build a set of 
mailing lists that he was confident would get the mes- 
sage out to the market. 

Sales teams on both sides of the Atlantic were also 
hard at work informing Pergamon's regular wholesalers 
that EHE was on the way. While direct mail was creat- 
ing a demand for the product at the user level, the sales 
departments were making sure booksellers were keen to 
take an active role in selling EHE. In Oxford, Judy 
Ennals, general manager, Sales, was using her long es- 
tablished connections to sell hundreds of copies to book- 
sellers in the East while in Tarrytown, Rebecca Seger, 
sales and exhibits manager, customised leaflets for the 
American market to generate sales there, as well as 
working on firm orders from wholesalers. 

Considering the job in America and the rest of the 
world, Kim Cavellero, associate director, Marketing, at 
Pergamon Press Inc. regards the roles of the Tarrytown 
and Oxford teams as completely different. "In the states 
we are dealing with one solid geographical area. I think 
it's a bit more complicated standing in Della [Sar, 
Pergamon's marketing director] or Toby's shoes be- 
cause they have got to do the same magic for Japan as 
well as France, as well as Germany, India, you name it, 
and those situations are completely different from coun- 
try to country. It's more cut and dry in the US, even 
though the market is changing significantly with respect 
to books. A respectable proportion of our sales are di- 
rect to institutions, but like Elsevier we do rely on the 
trade." 

"You need to have the trade on your side when 
you're selling encyclopedias," maintains Toby, "and so 
we push it quite firmly at them." 

Clearly 'push' means promoting EHE and similar 
works to the wholesalers and distributors worldwide 
who, given the incentive, will help sell the work on to 
individuals. 

But what about the 'pull' aspect of Pergamon's prc 
active marketing approach? 

Let's go back to that promotion brochure mailed to 
thousands of potential buyers around the world. Besides 
the pre-publication offer, it invited people to ask for a 
prospectus which contains sample pages, the complete 
contents list of EHE and preview quotes from leaders in 
the field (proofs were sent off in advance to the big 
names). As Toby puts it, "We provide a lot of informa- 
tion ahead of time so that the market can judge the qual- 
ity of the product being offered." 

Here the mechanism by which the major works are 
sold matters. "We always sell them as complete sets 
which I think the market really appreciates," adds Toby. 
"Complete means you're talking about a significant in- 

vestment and this focuses people's at- 
tention on deciding whether or not to 
buy it. The pre-publication discount 
price helps them make a purchase deci- 
sion. If they delay they are going to have 
to pay much more for it. All these fac- 
tors contribute to people taking our 
whole marketing campaign very seri- 
ously. It pulls them to get their orders in 
now, not wait until after publication." 

"Right," agrees Kim, "and then 
hopefully the firm orders start coming 
in." In fact this 'pull' campaign result- 
ed in hundreds of requests, for the 
prospectus, and orders before the pub- 
lication date in July. The team at Pergamon Oxford who per- 

as if we get the formed the mammoth task of publishing the 
in before publication," Toby clarifies, Encyclopedia of Higher Education (lmr): 

carry On afterwards. Glenda Kershaw, Angela Moar, Peter Lewis, 
Certainly getting the Dartmouth Medal Ally Dunnet and Lucie Herbertson. 
helped the Encyclopedia of Education 
keep on selling [see 'The Social Side of 
Science' in Elsevier Science World May '921. It's actu- 
ally being reprinted. That was our first in the education 
field so we needed the proof that the quality of the prod- 
uct was there and the medal gave us that. I'm sure it will 
help in selling this new one [EHE], because the market 
will know it comes from the same stable and therefore 
it should be of the same quality." 

Pergamon has built up a good image in publishing 
high quality major reference works. And image has ev- 
erything to do with what is meant by the final P of mar- 
keting: position. By itself and as part of the Elsevier 
Science Group, Pergamon is a market leader. The 'push 
& pull' marketing campaign for the Encyclopedia of 
Higher Education is helping Pergamon hold on to that 
leading position. 

Some members of Pergamon's marketing team, (l-r) Della Sar, Kim Cavellero, Mayur 
Amin and Toby Green on a recent visit to Elsevier headquarters in Amsterdam. says 
Della, "Major reference works like the Encyclopedia of Higher Education are the on- 
ly type of product that Pergamon does that are dqferent from what Elsevier does and 
where we have totally integrated OxforaYTarrytown campaigns. Elsevier and 
Pergamon journal campaigns are much the same. It's important for Elsevier and 
Pergamon to retain individual identities in terms of attracting journals and authors, 
but certainly not in terms of our marketplace. We are in the same business." 



N O N  S O L U S  M A R K E T I N G .  P a r t  I I  

els 

Building Marketing Teams 

Roland Dietz, the new director of 
marketing in Amsterdam, is working to 
strengthen each unit's marketing team 
of publisher, acquisitions editor & 
marketing manager 

t oland Dietz is new to STM pub- 
lishing, having joined the 
Academic Publishing Division 

just three months ago. He is not at all 
new to marketing. Roland hails from 
Philips Consumer Electronics where he 
followed a management traineeship 
(June '83 to March '89) and came most 
recently from Tulip Computers (May 
'89 to March '92) where he was inter- 
national marketing manager. He was in 
charge of all marketing and strategic 
planning activities for Tulip Computer 
companies, including product manage- 
ment, marketing communications, 
market research, training, and sales 
promotion and support. 

He has given and taken part in 
many marketing workshops and cours- 
es, holds a degree in electrical engi- 
neering (Delft University of 
Technology), and is a guest lecturer 
and coaches students for the MBA cur- 
riculum in international marketing 
(Erasmus University, Rotterdam). 

With such a background, Roland 
Dietz seems admirably suited to his 

Roland Dietz, the new marketing director in Amsterdam: "On an oper- 
ational level I always want to know every single detail before I take any 
action. I'll talk to the people doing the work andflnd out from top to bot- 
tom how they do it. Then I might make a suggestion and ask the people 
concerned i f  they agree. I've often experienced, especially in my previ- 
ous jobs, that managers talk to managers about things they don't un- 
derstand because the actual work gets done by other people. You've got 
to look at things steo bv step. Tiny details are important." 

new role at Elsevier Science: APD mar- clsevier and Pergamon are doing, every one knows 
keting director. He sees himself as a coach, helping staff what we are up to at once. That means we,ve got to stmc- 
create the right (infra)structure required for tactical ture our activities step by step, and not stick to a wait- 
marketing operations. He is the coordinator of various and-see attitude. That,s very dangerous. IBM played 
marketing activities and acts as the liaison between wait and see on the PC front and look what happened 
management and the marketeers themselves, passing on - it is now the victim of its competitors~ 
market signals and staff feedback in both directions to "There is a fine line between wait and see and a pro- 

(and the strategy to active approach," Roland continues, "and that is the key. 
maintain its leading market position. We must be careful not to do things too quickly, or we'll 

"As a market leader youpare far ahead of the rest," be throwing money away, but we be too slow in 
says "On the other hand that makes you setting up a structure so that market signals can be act- 
nerable because you are visible in the market. You can ed upon fast and flexibly.w 
see that reflected in all sorts of news reports on what It sounds as if the new broom wants to sweep clean 
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(as they say) but the APD marketing structure that 
Roland is talking about has been in process for some 
time and was actually put in motion by his predecessor, 
Hans Roosendaal, now APD deputy director, Planning 
& Acquisitions. "It's not as if I'm starting off at point 
zero," Roland agrees with a smile. "I'm surrounded by 
many quality people who know what they are doing. 
For me the challenge lies in introducing them to, I sup- 
pose, a purely market-directed way of thinking. It's not 
that they aren't doing enough of this, but more a matter 
of drawing their energy into one direction, and coach- 
ing them into having a common sense of purpose."At 
Tulip Computers marketing is structured differently to 
the way it is set up in APD. "At Tulip you have one 
product manager responsible for a given product line," 
says Roland. 'That person is in charge of market re- 
search, pricing, and the functions, features and benefits 
of all the products in the line. Translate that to the APD 
situation i d  you can see that here we have three peo- 
ple working on different facets of the same thing." 

The publisher holds end responsibility for his or her 
product/market areas (scientific disciplines). Product 
management, in the sense of profitfloss accountability 
for a product line, is done by acquisitions staff. And the 
marketing managers, in Roland's opinion they are most 
often concerned with the third P of marketing: promo- 
tion or market communication, organising direct mail, 
attending exhibits, and so on. 

The Three' Marketeers 
With operational tactics being decided by at least three 
marketeers per APD unit, the ability to work in tandem 
becomes highly important. Roland explains, 'That's 
why so much emphasis was placed on inter-relation- 
ships at the marketing training courses staff have been 
attending recently ." 

Organised by the Group's training officer 
Boudewijn Smits and presented by Ome Gemtsen, 
Coen Bijlsma and Max Kohnstamm from Science & 
Strategy, a (Dutch) international marketing consultan- 
cy, this two-day course was designed to acquaint 
Amsterdam marketeers - not just from APD but from 
EPD and its Sales & Sales Services group as well - 
with a new and uniform marketing methodology. 

Many people are familiar with the traditional 
SWOT model (strength, weakness, opportunity and 
threat) which marketeers use when they are analysing 
given producVyket combinations. But at the course, 

I staff were taught how to use another model for portfo- 
lio analysis, MASTRA (market attractiveness and 
strategic advantage). The model was tailored as far as 
possible to the field of clinical medicine by a team of 
people from APD and Science & Strategy. 

Ome Gerritsen considers, "The MASTRA model 
is meant to be an aid. It's a practical tool that can give 
you insight into your portfolios by combining market 
analysis with competitive analysis. The main benefit is 
that it makes it easier to develop marketing scenarios." 

The participants' response to the course was gener- 
ally guarded - most rated it "adequate". Those new to 
marketing felt that they had learned more than those 
who had lots of marketing experience, which stands to 
reason. 

"Any course given to a diverse public with varying 
levels of knowledge will always have its problems," 
Roland concedes. "For some it's new, for others it's not, 
but is that such a problem? I'm more concerned with 
the criticism that MASTRA doesn't always work, and 
that SWOT is better. It's not a question of one being 
better than the other. From a purely academic stand- 
point, it doesn't matter what model you use. No one 
model is going to work in 100% of cases, we know that 
in advance. But with a bit of good will and some extra 
effort, you can adapt MASTRA so that it works in most 
cases. It all boils down to attitude." 

But the true objective of the course - its not so hid- 
den agenda - was to get people thinking and working 
together. 

"Teamwork. That is the essence of the whole sto- 
ry," considers Roland. "It goes so much deeper than just 
learning a new technique. That could be done in two 
hours, not two days, but that's not the point. Being able 
to use the model together in daily life, that's something 
different and involves a longer learning process. It's es- 
sential, not just desirable, so I think two days should not 
be considered too long." 

Following this training, it is now up to APD staff to 
tailor MASTRA to current business needs in their own 
publishing fields, a process being coordinatedRoland's 
central marketing staff. 

Why is it important to introduce a common mar- 
keting planning system in the APD? What is wrong with 
the old independent approach? 

"Ask anyone higher up in the organisation to define 
marketing," replies Roland, "and they will say: 'Yes, 
individual tactics are important but there's a strategic 
dimension at stake.' We need uniform marketing plan- 
ning to help us attain our strategic goals. The competi- 
tion is right behind us. If we don't care to keep the lead 
then someone else is going to do it. It could be that a 
great deal of the value added by the Group will go to 
somebody else. Do we really want that?" 

The confident smile of Roland Dietz answers his 
own question. 

No, this is not a group singalong of 66Let's get together", the old hit by Hdey Milk 
(remember her?), but a close encounter of Amsterdom marketeers at a workshop on 
marketing by teamwork. 
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Stephen Lock, CBE, MD, FRCP, FACP, and 
editor-emeritus of the British Medical 
Journal Born in England (1929), he trained 
at the University of Cambridge and the 
Medical College of St Bartholomew's 
Hospital in London. Lock then trained in in- 
ternal medicine, specialising in haematology, 
andpractising as a paediatric haematologist. 

One of his greatest concerns results from 
the emphasis placed on quantity, rather than 
quality, in the biomedical literature. "I walk 
into the library of the Royal College of 
Physicians and see shelves - no, floors - 
ofjournals which hardly anyone ever reads." 

Since retiring Lock has "become a con- 
sumer rather than a provider of medical in- 
formation." Retirement means that he can 
spend more time enjoying the Suffolk 
(England) countryside and listening to mu- 
sic, "anything written before Stockhausen", 
with his wife Shirley, a professional musi- 
cian. He still gives many talks, is completing 
a book on fraud in medicine and has plans to 
write a history of medical journals. 

Dr Stephen Lock, editor-emeritus of the 
British Medical Journal, is a mild-mannered 
personality whose capacity for seeing the other 
person's point of view belies his sharp criticism of 
the publish-or-perish attitude rampant in the 
biomedical sciences. None of the partners in the 
publishing process is exempt from his judgement that 
"we could all do better" 

D r Stephen Lock has always had an inter- 
est in writing and editing, perhaps influ- 
enced by his father, who was an English 

master. Having freelanced for the British 
Medical Journal (BMJ) and edited the St 
Bartholomew's Hospital journal during his 
time spent in medical practice, he joined the 
staff of BMJ in 1964. Appointed editor in 1975 
and subsequently chief executive of the BMJ 
Group, which also publishes 14 specialist med- 
ical journals and a number of books, he has de- 
voted time to scrutinising and improving the 
process by which articles are selected for pub- 
lication. 

"We [academic editors] are in the business 
of 'failing' papers," he says. Some 85% of the 
manuscripts submitted to the BMJ are reject- 
ed. With ironic reference to Michael Faraday's 
axiom "work, think, publish" Lock adds, "but 
almost all of these rejected papers will find 
their way to publication somewhere if the au- 
thor is persistent enough." 

Papers submitted to the BMJ (established 
in 1832) have been peer-reviewed since the 
1860s, but Lock set to work to refine the pro- 
cess and also conducted a number of scientif- 
ic studies to test out different approaches. He 
instituted a 'hanging committee' consisting of 
two BMJ staff, two external advisors, and a 
statistician, which met weekly to review the 
referees' reports and to decide upon accep- 
tance or rejection. He was the first medical 
journal editor in the UK to ensure that all pa- 
pers were scrutinised by an expert biostatisti- 
cian. He developed a stratified referee form 
and introduced to the journal the practice of 
sending the authors of rejected papers a copy 
of the referee's report - hitherto, authors had 

simply received a polite letter of refusal from 
the editor, without stating the reasons. And he 
introduced an appeal procedure to review pa- 
pers again if authors felt that their work had 
been judged unfairly. 

More recently, the BMJ has adopted the 
policy of requesting authors to provide struc- 
tured abstracts itemising the objectives, de- 
sign, setting, and results of their study. Several 
American journals also follow this approach. 
Lock believes it is instructive for the author, in 
assessing whether his study is worth present- 
ing for publication, as well as the editor and 
eventual readers. 

The BMJ policy is for the referee reports 
to be unsigned. Lock admits, "There is a case 
to be made for signing reports but while this is 
intellectually correct, referees in untenured 
positions may be reluctant to sign their name 
to a critical review." He refers to a recent study 
which claimed that the quality of reviews pro- 
duced by the under40s, who often have fur- 
ther to go in developing their careers, are of su- 
perior quality to reviews by the tenured 
over-40s. 

A more useful measure, Lock feels, is for 
papers to be reviewed blind, by taking off the 
title page before the paper is sent to the refer- 
ee or even requiring the author to eliminate 
from his paper all internal evidence of author- 
ship and location. Several American journals 
are doing this. 

"Studies have shown that many referees 
take no more than half a minute to review a pa- 
per," Lock observes. "They look at the author's 
name, the centre, the title of the paper and skim 
the abstract, and then read the paper to confirm 
their prejudice." Removing the clues to the 



V I E W P O I N T  

source forces the referee to study the 
manuscript more objectively. A sound review, 
he believes, requires four hours of the refer- 
ee's time. 

Lock has influenced the thinking of scien- 
tific editors far ~ e l d .  He was the instigator of 
the International Committee of Medical 
Journal Editors, the Vancouver Group, which 
issues guidelines to bring uniformity into the 
submission procedures and standards of pre- 
sentation of medical papers submitted to jour- 
nals, and publishes consensus statements on 
such issues as multiple authorship and ethical 
considerations. More than 600 biomedical 
journals worldwide now support these guide- 
lines. Lock defends the Vancouver Group 
against the observation that publishers are not 
included in these discussions. "One of the 
founding members was a publisher from the 
American Medical Association and we also 
have input from the National Library of 
Medicine. Publishers have tended to focus too 
much on where to put the semi-colons in ref- 
erences. We take decisions on a consensus ba- 
sis and we need to be free from external pres- 
sures." 

Lock was also the founder president of the 
European Association of Science Editors 
@ASE). "I would like to see more Elsevier and 
Pergamon staff joining us at EASE meetings," 
Lock considers. "These discussions are richly 
rewarding." 

He is quick to point out that the lack of sci- 
entific rigour may not apply equally to all dis- 
ciplines. "In physics, for example, I under- 
stand that two out of every three papers are 
suppressed before they are submitted to a jour- 
nal. But medicine," explains Lock, "is an art 
&well as a science, and it is difficult to apply 
rigour." However, he believes that the medi- 
cal community could usefully re-examine its 
priorities. For example, a recent Science Watch 
article showed that the most prolific medical 
author in the world, the respected gastroen- 
terologist Stephen Bloom of the Hammersmith, 
Hospital in London, puts his name to a pub- 
lished article every 4.7 days. "Bloom is one of 
the world's top-cited authors in any disci- 
pline," notes Lock, "but lesser mortals are 
tempted to copy, w ' t  cope, and end up in- 
venting studies in the middle of the night." 

Deceptive Practices 

which could not possibly have been performed 
on the centre's equipment and patients." This, 
and other worrying signs of an escalation of 
deceptive practices, prompted Lock to conduct 
his own enquiry in the UK. 

Lock wrote confidentially to a number of 
medical colleagues asking them to enumerate 
any suspicious instances. This yielded 57 re- 
ports. He claims, "Deception is increasingly 
prevalent in family practice medicine: gener- 
al practitioners receive a fee for each patient 
enrolled in a clinical trial, but are not neces- 
sarily trained in keeping adequate notes and 
records. This leads to the temptation to 'in- 
vent' the data on a Saturday afternoon." He 
persuaded the Royal College of Physicians to 
set up a Working Party, on which Lock served 
as secretary. In 1989 the College issued a set 
of guidelines for reporting and investigating 
such cases, and, especially important, recom- 
mended how to prevent such cases through es- 
tablishing policies on, for example, author- 
ship, and retention of data. Lock is now 
CO-editing a book on fraud in medicine which 
will be published by the British Medical 
Association in October 1992. 

Agreeing that publishing has contributed 
positively to the advancement of medical 
knowledge, better treatment, and improved 
quality of life for patients with previously un- 
treatable diseases, Lock takes as an example 
from his own field the enormously improved 
chances of survival for children with 
leukaemia. He also concedes that the suppres- 
sion of studies before publication can lead re- 
searchers to waste time repeating previously 
attempted but unreported studies. "Perhaps 
there is a case for filing all studies in central 
repositories and for inventorising negative re- 
sults, but this has to be done wejl." 

Again, playing devil's advocate, he points 

out that the retrovirus which causes AIDS had 
not yet been discovered when he became edi- 
tor of the BMJ (1975), "but now there 18 spe- 
cialistjournals on all aspects of AIDS. If I were 
in a high-risk group for AIDS, I would proba- 
bly not regard this as too many." 

With regard to over-proliferation in the 
biomedical literature, he has words of caution 
for each of the partners in the publishing pro- 
cess. 

Librarians need to exercise greater selec- 
tivity in the publications they stock. "Half the 
medical journals in a medical library are nev- 
er taken off the shelves during any one year. 

"Publishers can play an important role," he 
continues, "by devoting more energy to ex- 
amining what they publish rather than how 
they publish, and by discussing quality control 
actively with their authors and editors." 

Editors can contribute by more rigorously 
filtering the material submitted to them for 
publication, and, Lock adds, "they should not 
think of us as pontificating, they should set up 
their own controlled studies on, for example, 
blind reviewing and structured abstracts." 

But it is the medical community itself 
which comes under Lock's heaviest fire for 
placing such a high value on the quantity, 
rather than the quality, of an author's publica- 
tions - a value which can drive certain indi- 
viduals to the brink of fabricating the data they 
submit for publication. 

"Half the articles published are never cit- 
ed even once," Lock exclaims, "not even by 
the own author, so goodness knows what he 
thought of it." 

Dr Stephen Lock's message could perhaps 
be summed up as: Physician, heal thyself. 
-Judith Taylor 

In the 1980s, following several widely publi- 
cised investigations into possible instances of 
fraud in the USA (see Patchwork Mouse), both 
the American Association of Medical Colleges 
and the National Academy of Science started 
working on guidelines. Lockrecalls, "A friend 
called me in confidence to discuss the case of 
a colleague in' his centre who was travelling 
the world, presenting papers based on studies 
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Innovation and Cultural Change 

Some business meetings 
at companies in Japan on 1 
behalf of Elsevier 
Advanced Technology 
and Elsevier Trends 
Journals made Paul 
Evans reconsider the 4 
Group's approach to 
innovation and cultural 
r.ho,-,m'3 bllallgb 

Paul Evans is general manager, Automafion, for ESP L.td and is 
based at Elsevier Advanced Technology in Oxford. While visiting 
Japan recently Paul was very impressed by the professionalism of 
the Elsevier Science sfaff in Tokyo, "who exude a cheerjkl warmth 
in a busy atmosphere. Masumi Murase tookgood care of me and my 
schedule and Ryoji Fukada (general manager) spared time for in- 
teresting discussions. " 

0 ne of the pleasures of working for a com- 

S pany such as Elsevier Science 
,$ Publishers is to feel one is working at the 

leading edge of change. To be engaged in the 
selection and dissemination of such a valuable 
commodity as our authors' information is in- 
spiring especially at a time when the delivery 
mechanisms are now being updated in the light 
of new technology and new demands in the 
marketplace. 

At times we follow market needs. 
Occasionally we may even lead them. It is clear 
that successful publishers in the years ahead 
will have to capitalise on the innovations they 

ieve. For many companies in what is 
a conservative industry this will ne- 

e organisational culture change. Those 
this transformation are un- 

re change requires a willingness to 
others and to look critically at one's 
mingly 'natural' tendencies. 
going to work in other countries 

the advantage of listening careful- 
olleagues in order to realise where 

iffer. Later when they come home they 
itute small changes that reflect some- 

f the differences in perspectives. 

Of course there are also many who protest 
that as the world is becoming a more global 
culture one should draw attention to the simi- 
larities between cultures rather than differ- 
ences. The vital priority is to adapt. Where this 
view is held too strongly there is a refusal to 
focus on the values which underpin foreign 
cultures. This can lead to mistakes - even dis- 
aster. 

Moving West 
In Western society we now face the risk of fail- 
ing to learn from other cultures. Yet if we want 
to engender a culture of innovation to suit the 
so-called post-Fordist era (an era in which cus- 
tomised production will replace mass produc- 
tion through the application of new technolo- 
gy) then we will find much to learn from Asia. 

This is still something of a shock for many. 
In years gone by Japanese industry has been 
characterised by its ability to take innovations 
from the West and then to develop them into 
its own products. Other parts of Asia have gen- 
erally been seen as assembly lines arising from 
the relocation of manufacturing plants in the 
USA, Europe and more recently also Japan. 
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Reactions to this article and other original contributions are 
particularly invited for publication in Elsevier Science World 

Now there is a spreading realisation that in- 
dustrial innovation is a priority in Japan, and 
the newly industrialised countries are them- 
selves conducting research, focusing on new 
fields such as biotechnology, assiduously ed- 
ucating and training their young people. 

The recession has caused some economic 
commentators to conjecture whether what we 
are really witnessing is a restructuring of the 
world economy away from its previous centre 
in the USA and towards Asia. Despite the re- 
cent problems in the Japanese economy (re- 
flected in the dramatic decline of the stock 
market in Tokyo) the rest of industrialised Asia 
is still planning for remarkable growth. Japan's 
slower rate of growth is still enviable when 
compared to other industrialised countries. 

In fact growth and innovation seem forev- 
er to be moving west. However one sees the 
roots of early c~vilisation, whether tracing the 
origin of Indo-European languages back to 
Northern India, or early discoveries in ancient 
China, or emphasising the early forms of writ- 
ing in the fertile crescent of Mesopotamia, it is 
clear that our civilisation has important origins 
in Asia. The sun rises in the east after all. 

Later we see the shift to the Egyptians and 
the ancient Greeks. Then further west to the 
Romans. The advent of printing and the in- 
dustrial revolution marked the West European 
era. But eventually the New World gained eco- 
nomic supremacy and the seat of innovation 
moved across an ocean, still westwards, to 
America. In more recent times, as commters 
have become so important, people have lboked 
to California for new ideas and for successful 
new ventures such as Apple. Silicon Valley re- 
mains more than just an important symbol. 

But it has been harder to accept that the in- 
novation focus has continued to move west. 
The leading edge has been predominantly in 
Japan with the development of such techniques 
as Total Quality Management, Just-in-Time 
and now flexible manufacturing. Advances in 
industrial technique have been at least as im- 
portant as basic research in human progress. 

Meanwhile the future organisation of so- 
ciety and industry will depend upon the low 
cost provision of customised information 
through computer technology. This will mark 
the end of mass manufacturing as the mainstay 
of economic progress. 

on the point of a global society and Elsevier is 
well placed to become a more global compa- 
ny. It is importantly positioned in the provision 
of information which can provide critical en- 
abling technologies from which new industry 
will develop. It is already active in all the ma- 
jor parts of the developed world. But still we 
have all to be ready for the changes in the next 
few years. It will not be a simple transition. 

So if culture change is a fundamental and 
we need to be receptive to new ideas it seems 
appropriate to look harder at the leading edge 
of innovation from a cultural perspective. A 
good starting point is a paper by the Japanese 
academic Ikujiro Nonaka in the California 
Management Review, Spring 1990. The title is 
'~edundant, overlapping -organization: A 
Japanese approach to managing the innovation 
process'. 

"Information redundancy refers to a con- 
dition where some types of excess information 
are shared in addition to the minimal amount 
of requisite information held by every indi- 
vidual, department (group), or organization in 
performing a specific function. While this ex- 
cess information could be considered needless 
or superfluous from a standpoint of efficient- 
ly processing information in quantity, from a 
qualitative standpoint this excess information 
enriches the meaningful functions of the orga- 
nization. When excess information is shared 
within the organization, it clarifies the mean- 
ing of the specific requisite information held 
by distinct individuals and groups." 

Nonaka maintains that this overlapping of 
information assists project teams and leads to 
a development of the creative potential of in- 
formation. For the Japanese this has been em- 
phasised through a "shared division of labour". 
One way to achieve this is to mix people from 
different functions as much as possible and al- 
low them to develop a maximum amount of 
personal contact. Another useful method is job 
rotation. A publisher who has worked in mar- 
keting has a wealth of experience and infor- 
mation sources to add depth and precision to 
his or her function. Other forms of job rotation 
are equally valuable to Elsevier and should be 
actively encouraged at all levels especially if 

Traditional 1 

Employment prospects short term 

Managing Innovation Promotion prospects frequent 
Career pattern specialised 

This does not mean that a company like 'ysterns formal 

Elsevier with its headquarters in Europe is fat- Decision making individual 

ed to stand by and wait for Asian competitors individual 

to steal a march on it. Instead we seem to be Focus On human resources limited 

it increases experience of customer contact for 
individuals in the organisation. 

Twelve years ago I taught in Japan as an 
English teacher at a girls' high school. I had 
little culture shock on amving in Japan be- 
cause I searched for similarities and was keen 
to adapt. But recently on a return visit I have 
reflected on how an innovation culture has 
been engendered in Japan and recognise that 
there are many differences in approach. 
Perhaps it is largely a question of degree and 
motivation. However when we look to the cor- 
porate culture changes we will be making in 
the years ahead we could do a lot worse than 
to examine recent Japanese history. 

Asian Example 
Nonaka's paper is a specific example which 
has direct relevance for us in encouraging job 
rotation and increasing the use of multidisci- 
plinary project teams to allow information to 
overlap and to increase innovation. 

Many people now talk of the need for a 
strategic vision in companies. Vision is criti- 
cal but it depends upon a multitude of new 
ideas. As Sir Winston Churchill put it: "The 
emperor of the future will be the emperor of 
ideas." 

Learning from Japan about innovation we 
need to focus on three strategic thrusts related 
to human resources: the notion of an internal 
labour market within the organisation, a 
unique company philosophy and intensive 
group participation throughout working life. 

Writing in the book, Theory Z: How 
American Business Should Meet the Japanese 
Challenge (Addison Wesley, 1981). author W. 
Ouchi described a number of successful 
American companies as Type Z companies. 
They had a number of characteristics which 
differentiated them from a number of more tra- 
ditional and less successful companies. He tab- 
ulated these characteristics and compared tra- 
ditional American, Type Z and Japanese 
companies (see box). 

The comparison is itself a justification for 
Elsevier to look more closely at the advances 
in Japanese corporate life. 
-Paul Evans 

long term life 
infrequent slow 
general general 
informal informal 
group group 
individual group 
organisation-wide organisation-wide 
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An Irish Girl from Queens, NY 

The friendliness of Joan Hagens sparkles in her blue 
Irish eyes and cuts through her brassy New York 
accent. "As much as assisting Ron Schlosser 
(president of Elsevier Science Publishing Company 
Inc.) I find I'm an overall public relations person," 
she says. "There is an open-door policy here. 
Everyone should be free to walk in and talk about 
anything and everything" 

"W hen I first started up here as assis- 
tant to the president, I have to say 

1 I didn't S& a soul." Joan ~ a ~ e n s  
smiles up from behind her desk outside Ron 
Schlosser's office on the fifth floor of ESPC 
New York. "And I thought: 'What's wrong 
with these people? They don't even say hello.' 
They would go past the opening, look in quick- 
ly and then run. I thought: 'What do they think 
we're doing in here?' Then I put a candy jar on 
my desk, and let me tell you, I think we need 

ployees. She came 
assistant to Ron S 
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Shedso made a point of asking department Joan has been in charge of providing in- they moved to Queens, where Joan was bom, 
managers what their jobs were. "I'd go in and formation for the broker and perspective buy- the youngest of six children. From her parents, 
my: 'What do you do all day?' And they would ers of ESPC's book program (see: EIscvier she says, she learned the importame of fami- 
tddl me bits and pieces," she explains. "I Science World March 1992), and has lived ly, and sheis stillvery close to her brothcm and 
@mmcd a lot from asking, and people were thmugh the year in which some employees in sisters. "My one regret is that I haven't mar- 

in giving tht answers, even when I for- the New York office lost their jobs. 'l helped ried," she says, "I would love to have a house 
something and had to ask again." do the organizational charts, and I was &let- full of kids." 
Before coming to ESPC, Joan worked for ing people's names," she says. "It wasn't easy The other bedrock value in her life is her 

b y e a r s  at S t  John's University in Queens (a for me to push that delete button on the c m -  Roman Catholic faith. During a life-beaten- 
b g h  of New York), the largest Catholic puter, because I knew it was affecting so many ing bout with asthma seven years ago, Joanmet 
bvers i ty  in America. She started as a clerk people's lives." a nun who invited her to volunteer for the 
:W worked her way up to supervisor of the One thing she is very proud of is the way parish. She began working in a program to ed- 
Brsduate and Undergraduate Records the Personnel Dqmtment and other staff ac- ucate young converts to Catholicism, and for 
'Z)spartment. One weekend in October 1988 tively helped seek out jobs for the people be- the last three years she has been a eucharistic 
&eaecided she needed a change and handed ing laid-off. 'Tknow the lay-offs hurt Ron, too, minister, bringing the sacrament of commu- 
in her resignation. "By sheer luck I gave my and I felt for him." she says. "Although we nion to patients in a nursing home next to the 

JWUIIC to a person I do volunteer work with, don't communicatethose feelingsin words, we hospital where she was treated for asthma. "I ' 

and she gave it to her daughter who works on realize they are them through the way we look wanted to give back at least a little of what I 
the fourth floor here," Joan recounts. Two or the way we act. We have respect for each had received," she explains. 
weeks later she got a call from personnel di- other!' Many of the nursing home's inhabitants 
rector L y ~ e  Brody inviting her in for an in- Working at ESPC has introduced Joan to suffer from Akheimer's disease and are not 
terview. "I went on a lot of other interviews, an international cast of Elsevier Science per- able to undcrsturd or receive communion. For 
but something kept drawing me to Elsevier," sonalities she has enjoyed getting to know. them, Joan has kind words, a ready smile, and 
Joan continues. "Now I look back and say, it "Just trying to understand these people and a few minutes to listen. "For some ofthem I'm 
h to be the people." their names was a challenge at first." She their only visitor from the outside world,'' she 

After years of running a department and laughs. "We tend to use a lot of slang here in says. "Ofien I hear the same story I've heard 
delegating jobs, it represented a change for New York, and you have to catch yourself that for two years, but I try to make them feel like 
Joan to work directly for one person. "I don't you don't use it with visitors because some- I've nevarssadit befon." 
want to sit at a desk and have someone tell me times they don't understand what you're get- JoaaistbsArstonetotdlyaudutsbsen- 
how to do things," she says. "If1 can learn how ting at and you sure don't want someone to be joys warking at ESPC and has no immdietc 
to do them myself, I'd rather do that, and Ron offended. planstocbmlgt,tn~tsom~wheaedowntheroad 
gives me the leeway to handle a lot of things 'We make Dutch coffee here in the office har &t&d i n c m  to helpfuhw 
OIL my own." now," she continues. "Ron brought it over, but and f r i m m i g h t l e a d t o  acompMely dif- 

Joan sees her main role as keeping the ES- Jan Willem Dijkstra [Amsterdam-based EPD f e m t  vocation. "I can't imagine that I will be 
PC president happy and trying to make his life director, Sales & Sales Services] on one of his sitting at a desk in r business environsreat for 
a little easier. She handles his calendar and visits over here, had to come up from the fourth the rest of my We," she muses. 'l would red- 
fields his calls. "Some days youcome in think- floor and show us how to make it." ly like to do qm&@ that involves needy 

well, I'm all caught up with my work this Joan not only makes Dutch coffee, but people. I @M W s  why I started to do the 
d be a pretty relaxing day." She laughs. finds a place for the inevitable luggage that v d ~ ~  becauoe it made me I b 

2- about 905 the phone starts ringing and sometimes piles up with international guests caa do qtbr 
I wonder where all this stuff came from. coming and going. Finding out what kind of phone &. X 

'There ue ca lks  who demand to speak to food a person likes so she can book the ideal SO if I djuZBs ~ lse~ ion r  ssrid, it's going to be 

ing to sell us property because there is so much 
for sale here in New York city, and they find 
-PI under E in the phone book. They'd sell us B&=k Values 
cbemooniftheypddandthatcanbepretty 



P O D I U M  --- 
New Frontiers in Tarrytown, USA 

Pergamon Press Incorporated has moved from a 
dilapidated, haunted former country club 

in Elmsford to a space-age pyramid 
located at 660 White Plains Road, 

\ Tarrytown, New York State. Here is 

t a guided tour of PPI's new 
office environment by 

I -  JU stin Robinson T he transformation of our work environ- 
ment could hardly be more marked. Over 
the years, the former country club at 

3 3 r -  . Elmsford had grown increasingly ramshackle 
:: and its Victorian demeanour would have suit- 

I 

, . , . . l . I ; .  . .  .. . ,  :. ..,,. , <--, . .  . 

--.&&less task knowing that everyone would 
we only by what was forgotten or 

1: his nightmares, the move- was accomvlished 

Celebrating their impending undenvat 

plan offwe in Tarrytown are Melissa Bogen 
and Justin Porter. Linda Trotta says the fruit 
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Farewell to Northprint's 
Thom Guezebroek 

Thom Geuzebroek, Northprint's much loved director for the past 11 
years, retired officially on July 1,1992. His farewell reception took place 
in Amsterdam. It was thronged by many well-wishers from all parts of 
Elsevier (Netherlands) and some typesetters from as far afield as 
England. A long queue formed in the assembly rooms on the l lth floor 
of the Overmolen as colleagues waited in line to say a special goodbye, 
many with a personal gift, to Thom who was accompanied by his wife, 
Ineke. 

Seeing him standing there greeting his friends, often with a quiet 
joke and always with a cheerful smile, no one would ever have known 
that Thom was in physical pain, suffering from a slipped disc and sup- 
posed to be lying flat out on his back in bed. 

In one part of the assembly rooms was an entertaining exhibit, clev- 
erly designed by Henry Renfurm, of the working, social and sporting 
highlights of Thom's nearly 30-year career at Elsevier. He began in 1962 
as a production manager for the North-Holland Publishing Company 
and worked his way up in production, becoming director of Northprint 
typesetters in 198 1. 

No farewell would be complete without a homage or two. Aad 
Abbenbroek and Bea Rikken, who have known Thom for years, spoke 
after an introduction by Frans Visscher and a friendly word from James 
Kels. After thanking him for a very pleasant working relationship over 
the years James Kels said, "Thom, you are a thorough professional and 
have played a vital role at Elsevier. I'm sad to see you go but wish you 
all the best for a very pleasant retirement." 

Speaking perhaps for Northprint's 160 members of staff, Diny 
Robaard (Thom's secretary for 1 1 years at Northprint) said later on, "We 
had a very good time with Thom as our boss and really got to know him 
well. You could always go and talk to him if something was bothering 
you. What I shall miss the most about him is his personality and great 
sense of humour. Eleven years together was quite something." 

Accounts Head Swaps Jobs with 
Office Junior 

Brim Hall could be forgiven for thinking it was time for a change after 
ten years as head of accounts at ESP Ltd, and a radical change at that. 
So he traded places with Canasta Abbott, the office junior, and did all 
her filing (punctually and accurately), served cups of tea and coffee to 
everyone (all departments welcome) and made photocopies as request- 
ed (efficiently and economically). 

Mind you, it was only for one day and all in a good cause. By tak- 
ing up the challenge to participate in Official Trading Places Day he 
earned a healthy £103.54 for charity. 

Brian's sponsors included Margaret Godfrey, Nicola Lane, Dime 
Grice, Sue Buckingham and Julie Pearson, in addition to Canasta, all of 
whom swore to make Brian's life "a complete and utter misery for ev- 
ermore" if the challenge was not carried out to their entire satisfaction. 

Luckily for Brian, who accepted the challenge with typical good hu- 
mour, to the extent of wearing a wild strawberry blond wig the whole 
day, everyone agreed that he made an excellent office inninr 

l .  Brian Hall as he really is..: 
head of accounts at ESP Ltd. 

preparing& take the plunge in, 
to traWng phces. with Canasta 

3. Voih! Transformation corn- d 
I plctc. ~ r i a n  & k i n g  to some 

fria- hints on efiientfiling 
from Canasta (dkguised behind 

Thorn Gcuzebroek admiring the colhgc of wooden 16#6rs mounted in a replica of his beard). As a dc- 
the foyer of Northprint typesetters in MeppeL Afer close on 30 years mure o f i e  junior on o ! M  
with Ekevier Science, the last l 1  as director of Northprint, Thorn has -g ~ ~ e s  Day in the U& 
retired B h n  Hall raised over EZOO for 

charity. 
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Transitions 
3 will have worldwidt 
: Group 

Jan H r, Northprint 

Simon Ross has joined 
Pergamon Press in Oxford a Peter Bolton, Pergamon 
publishing editor in the field Ditha Clason, ESP Services 

Here are newcomers 
contac 

d newly promoted staff wl 
within the Elsevier Scienc 

Cathy Allan and Sue Jakeman 
have joined Pergamon Press in 
Oxford as receptionists1 
switchboard operators. 

Belfield, formerly senior 
ct manager for EPD 

ed Products, has been 
pointed head of production in 
EPD Operations Manage- 

Geo Abstracts in 

ager Ian Woods. She 
aces Jenny Harrisson who 

Albert 
Fischer 

computers, mathematics a Jane Durham. Pereamon 
statistics. Yolanda ~ o h l - ~ e s i e ,  El 

Jos van Rossum, ESP Services 
set 

Albert Fischer, formerly with 
APD Physics & Materials 
Science, has transferred to 
Elsevier Sequoia in Lausanne as 
acquisitions editor. 

Marcel 
Toebak 

ama, AE 
Marcel Toebak, Elsevi 
Science Group controller, ha; Judy Jones as joined ESPC in 

New York as an acquisitions 
editor in the Physical Sciences 
Journals group headed by Nick 
Baker. She replaces David 
Dionne who has left the 

been appointed an Elsevier 
Science staff director. 

van 't 

Egbert van Wezenbeek has 
joined APD Chemistry & 
Chemical Engineering as an 
acquisitions editor reporting 
publisher Patrick Jackson. 

joined Elsevier Adva 
Technology in Oxfor 

Arie Jongejan, head of APD 
Mathematics, Computer Science 
& Cognitive Science, has been 
appointed an APD deputy 
director. 

Kalyani   oh an and Cynthia 
Rahill have joined ESPC in 
New York as editorial assistants 
in the Biomedical Journals 
group headed by Joan Parker. 

Kim Briggs 
Geoffrey Morgan and Susan 
Wood have joined Elsevier 
Trends Journals in Cambridge 
as subeditors of, respectively, 
Trends in Ecology and 
Evolution and Trends in 
Neurosciences. 

Nmoerley (Kim) Briggs from 
ESPC in New York has joined 
the EPD as market services 
group manager. 

inda Visser from the APD has 
ined EPD Marketing Services 

s secretary to Kim Briggs. 

I Services 
Astrid Sliker, EPD 
Martin Taylor, Pergamon 

Eugene Wijnhoven, former1 

Science, has transferred to 
Chemistry & Chemical 
Engineering as a marketing 
manager. 

Ed Reiner has joined ESPC 
New York as director of 
Planning and Development, 
working closely with ESPC 
president Ron Schlosser and 
SSPC finance director Ed 
towan. 



When Me n a d  ZiJ Porter of 6-- 
? plunge into matrimony, J they ended up i 

water off Key Largo, Florida. Less adv wer , 

ted to watch the proceedings from a gl boat as t ht: a L ~ -  

ba divers wrote their vows on slates and exchanged wedding rings 

before the "Christ of the Abyss". Thl lad about 60 minutes of air to 


