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serves as an intermediary between 
researchers and all those who are 
looking for information - the latest 

research results - in universities, 
industry and the clinical world. 

E lectronic distribution of informa- 
tion is fundamentally changing 
the way scientists work and com- 
municate. This change is having 
an impact on both publishers and 
libraries. It will affect how we 

develop the new opportunities to be 
found in an electronic environment, and 
it will also alter the operations of 
libraries. 

Over the years the steady growth in 
the volume of literature has created the 
well-known information ovefflow for 
scientists. This still increasing flow of 
scientific information has urged scien- 
tists to adopt new, structured means of 

: retrieving information. 

Information technology is providing 
useful tools for storing, selecting and 
retrieving information. In order to meet 
the changing requirements of the market, 
Elsevier Science is investing consider- 
able time, energy and resources in trans- 
forming the scientific information it pub- 
lishes into a highly structured electronic 
format. If, however, scientists are to 

Closer Librar Cant?-~t with 1 '-Y'Y-Y 7 
- b 

rogress in science is highly dependent 
i(n good communication among 
researchers worldwide. Elsevier Science 

Jarnes ..-.-, -..-.. ...-.. -. -.--.. 
i 

1 All Aboard 
enjoy full use of the added value we cre- S ubject to the fulfilment of certain 
ate, then libraries will also need to keep statutory requirements, the 
up with electronic innovations. Supervisory Board of Elsevier NV pro- 

poses that Herman Spruijt, vice chair- 
Publishers and libraries have man~ man of Elsevier Science, Nigel 

interests in common when it comes to Stapleton, chief financial officer of 
establishing new and effective means for Reed Elsevier els ill^ 
reliable communication of refereed Cusworth, chairman of Butterworths, 
information. That is why we want to 
involve our library partners in the long- 

be appointed to Elsevier's Executive 

range developments we foresee. We need Board from April 1995. 

to create a framework in which we can Herman Spruijt, who joined 
jointly plan for the future. This means our Elsevier in 1987 as managing director 

library partners will be able to contribute Of the then Sciences 

and respond to these plans and it will Engineering Division (now part of 
enable them to facilitate enhancements to will succeed James Kels as 
their service to readers. Elsevier Science chairman upon Mr 

Kels' retirement next April. 
Our objective is to strengthen our Part of Reed Elsevier's legal and 

relationship withlibraries by improving medical publishing Seg'nent, 
communication. We aregoingtointensi- Butterworths celebrated its 175th 
fy the contact with our most important anniversary in 1993. It is the leading 
partners. After all, closer communication legal and tax publisher in the UKand 
about the future will undoubtedly benefit also has significant interests in 
us all m Elsevier Science, our library Australasia, North America, South 
Partners and, of course, all the scientists Africa and the Far East. Besides pub- 
we serve. lishing authoritative legal reference 

works and textbooks, Butterworths 

&& , has built up electronic databases on 
key areas of practice, and the informa- 

' tion can be accessed online by search- 



B NewsRash Out Now h. orldwide 

0 n 1 January 1995, the port- 
folio of journals published 

by Butterworth-Heinemann (BH 
-not to be confused with 
Butterworths, but a business unit 
in Reed International Books) 
will transfer to Elsevier Science. 
The portfolio comprises some 
120 journals in applied science 
and social policy, including such 
market leaders as Polymer, Fuel 
and Computer Aided Design. 

During 1994, BH journals 
staff in the UK will relocate to 
ESL, and BH journals published 
in the US will transfer from 
Boston to ESI New York. 
Pergamon Open Learning staff 
and the rest of the ESL non-post- 
graduate book publishing pro- 
gramme will transfer to BH on or 
before 1 January 1995. The 
intention is to achieve the 
changes with minimum disrup- 
tion to the publishing pro- 
gramme and staff. Meanwhile, 
BH and ESL are working closely 
together on strategy as well as 
technological, marketing, finan- 
cial and distribution issues for 

E LECTRONIC ZNZTZA- 
TZVES NE WSFLASH 

(NewsFlash) is a new electronic 
newsletter zapped to staff in 
Elsevier Science's world via the 
in-house global network (ES- 
net). NewsFlash is part of an ES 
group initiative to gather market 
intelligence on electronic infor- 
mation issues - significant new 
electronic products, projects, 
pricing matters, corporate 
alliances, etc. 

The launch issue, disseminat- 
ed widely on 20 April, contained 
news about recently announced 
electronic journals such as the 
Chicago Journal of Theoretical 
Computer Science (MIT Press), 
Applied Physics Letters Online 
(OCLCIAmerican Institute of 
Physics) and American Chemical 
Society Journals on CD-ROM 
(American Chemical Society). 
Included in the projects sections 
was news about the ELVYN 
Project (a British Library-funded 
project not dissimilar to TULIP) 
and the CICNet Project (an elec- 
tronic journal archive initiated 
bv Committee on Institutional 

items serendipitously or have 
made an effort to gather them, 
say at a conference, please send a 
copy to one of the These people: 
Mayur Amin (Oxford), Valerie 
Ainscough (Amsterdam) and 
Judy Weislogel (coordinating 
editor, New York). 

Archives of information on 
electronic initiatives will be 
maintained by the three men- 
tioned above in their respective 
locations. Further information, 
where available, on the items 
presented in NewsFlash may be 
obtained from these archives, 
but please note, resources to pro- 
vide a photocopy service are very 
limited (so consult the archives 
personally whenever possible). 

NewsFlash is supplied as an 
ASCII test file designed to be 
readable on screen andlor saved 
locally and printed. If you (ES 
staff only) would like your name 
to be added to the e-mail distrib- 
ution list, please notify Juliet 
Miles (coordinator) in Oxford. B 

both the book and journals pro- &operation (CIC), Illinois). In 
grammes. addition, the launch issue cov- 

ESL managing director Mike ered a range of general items and 
ine 

Boswood says, 'These changes news-in-brief about current 
ensure that BH's journals and activity on the electronic pub- 
staff benefit from ESL's exper- lishing front. 
tise in the scientific research Future issues may contain 
community and that ESL's non- few~r items in the interest of 
postgraduate book programme more rapid dissemination. 
benefits from BH's Reed NewsFlash relies on the sup- 
International Books' scale and port of all staff to help in gather- 
pre-eminence in the book ing relevant material for inclu- 
market.' B sion. Whether you come across 

I Help is On the b a y  I 
H aving problems deciding on editorial board appointments? 

Wondering where a promotional campaign should be targetted? 
Trying to decide what journal to launch next? The Science Indicators 
Committee (SIC) is about to release a brochure of bibliometric tools 
to help tackle every day issues faced throughout the group. By using 
bibliometrics to analyse trends in science publishing we can learn a 

CD-i Alliance 

R eed Elsevier Medical, 
Wigant Interactive Media 

and Philips Interactive Media 
are collaborating on a new ven- 
ture called The CD-i Alliance, 
which is focussing on developing 
CD-i (compact disk-interactive) 
projects serving the marketing1 
communication needs of the 
medical-pharmaceutical indus- 
try, as well as interactive training 
tools for medical specialists and 
general practitioners, and infor- 
mation packages for patients. 
The CD-i Alliance is initially 
working on projects in Benelux, 
Scandanavia, Germany, 
Switzerland and the UK.The 
strength of CD-i lies in its ability I 
to combine multimedia - text, 
visuals and sound - in highly 
interactive ways (see the story on 
Elsevier's Interactive Anatomy in 
ES W8/4,1993). 

The three partners are each 
bringing their own brand of 
expertise into the new alliance. 
Philips, the inventor of CD-i, is 
contributing CD-i hardware, I 

after-sales service and technical 
assistance with installing the 
apparature. Netherlands-based 
innovator of CD-i products, 
Wigan Interactive Media is con- 
tributing its skills in designing, 
developing and producing the 
CD-i programmes. And, as a 
full-service information special- 
ist with a long record of serving 
the medical market, Reed 
Elsevier Medical is in charge of 
sales, marketing and project 
management and will also be 
looking after the medical aspects 
and graphic designs for the CD-i 
projects. For more information 
on the CD-i Alliance, contact 
Hans Hoogeweegen on 
(+3120) 515 3340. B 

great'deal about science activity and the performance of our products. 
Interested? See Marthyn Borguis (Amsterdam) or Mayur Amin 
(Oxford) for more information. 
David Hoole B 



Amsterdam launches New Local CD-ROM Network 

E lsevier Science has dona B usiness Information Centre (BIC) and main user group (publishing, marketing and sales 
ed close on 2000 books, Information Centre (IC) staff in Amsterdam staff), but also desk editors, secretaries - just 

have joined forces to launch a local CD-ROM net- about anyone in fact. An added benefit is getting 
some titlespub- work. Amsterdam staffwith networked PCs run- people at all levels conversant with CD-ROMs. 

lished in Amsterdam last year, ning on Dos 5 or higher can now search the CD- After all, we are a multimedia publisher and if we're 

to 18 scientific and medical ROM titles subscribed to by BIC (see below) via making CD-ROM products ourselves, what better 
their own PCs, without having to leave their offices. way of finding out what they can do than by using 

libraries in war-tom Croatia. The CD-ROM network went fully operational them on our own network.' 
The donation to Croatia ,,,L after a trial conducted by IC's Hans Staring (end- For more information on contents or search :. X, 

came about in response to a 8%; user applications consultant). 'Testing went well for protocols, call Valerie Ainscough (OM 871) or 
the end-users and also gave us the chance to solve Bella Goossens (OM 864) at BIC. For technical 

plea by Guardian Angels, a 
<,  . the technical problems that came up. We discov- information or user support call Hans Staring 

zagreb-based humanitarian @$h. 
ered, for example, that some fine-tuning needed to (MW 525) or the InfoDesk staff (MW 523). 
be done to a few PCs in order to run some of the By the way, there is another local CD-ROM 

association, received by Paul%: network mounted in Kidlington. ESL's Norman 
Snijders of the Trade Relations Hans adds, 'The powerful PC server running Paskin (Information Systems director) says there 

D ~ ~ ~ ~ ~ ~ ~ ~ ~ .  snijders recalls, the CD-ROM network - a Tulip 486 computer are plans afoot to install a multimedia 'playpen' as 
located in BIC - has the capacity to handle up to well. For more news on ESL's end of the network 

the Guardian 21 CD-ROMs at once so we can always expand the action, watch this space. 
Angels' letter arrived just when service as and when required.' 

we were deciding where woul The network licences taken out for the various Networked CD-ROMS currently 
CD-ROMS apply to only one site: ESBV available in Amsterdam 

be the best place to send a do1 (Amsterdam). The price of networking a CD-ROM 
tion. ~t~~ always a difficult dec is usually based on the number of people who can Ulrich's PLUS 

access it simultaneously. Pricing arrangements dif- SciTech Reference PLUS when there are many fer from publisher to publisher so some of the LISA PLUS 
thy countries, and so the time licences are for ten, eight, five people or even only Gale Encyclopedia of Associations 
arrival of their letter made t one person searching at the same time. You might Geobase 

want to search a title and be given the message that ISSN Compact 
choice a bit easier.' the maximum of people are already searching it. In The CD-ROM Directory 

Gratefully acknowledgi this case just wait a few minutes until someone else Phone Disk Quickref 

the donated books, Profes has finished. The system can put you on a waiting CRIB (Current Research in Britain) 
list and will, when the CD-ROM is available again, COMPUTER SELECT 

M. Fuckar-Marasovic of automatically start the retrieval session for you. 
Guardian Angels said: 'We a BIC's Valerie Ainscough says, 'The network At your CD-ROM network service (I-r): Bella Goossens, Hans 

will have something for everybody, not just the 
especially touched by y Staring and Valerle Ainscwgh. 

readiness to help us in o 

ing the war difficulties and 

shortages. This gift has con- 

firmed your deeper understand- 

T- 
ing of humanitarian help in 

life requires only materi 

hat we do not live "by bread 

alone" but by "word" as well.' 

Elsevier Science has also 

made a similar donation to 

libraries in the Federation of 



I CSL Info Systems Reorganis1 

T he Information Systems (IS) department, directed by Norman 
Paskin at Elsevier Science Ltd, has been reorganised to provide an 

improved service and a better fit with strategic aims. 
The department has been structured into two main teams: (1) 

Business Systems, managed by Anne Mander, and (2) Publishing 
Systems, managed by Stuart Eaton. 

The business systems team is responsible for all ESL areas of fulfil- 
ment and distribution, including VISTA applications and support for 
other companies (Elsevier Science Inc., The Lancet); financial sys- 
tems, including all CODA applications; management systems, includ- 
ing the IFS Information for Strategy project; and related business 
analysis activities. 

The publishing systems team is responsible for all ESL areas of 
production including CAP implementation, editorial support, sales 
and marketing, and a new role for the department - product develop- 
ment, which includes support f ~ r  development of electronic publish- 
ing projects using e.g., Internet or CD-ROM. 

In addition to these changes, a new function called Desktop 
Systems has been created in the Data Centre Network Support 
department, managed by Tony Treadwell. The desktop systems team 
is responsible for the growing area of development and support for PC 
databases and applications, e-mail, workgroup software and develop- 
ment including Windows, and R&D of new product tools. See People 
File on page 22 for IS staff changes in detail. W 

y\ I ESIRG Award 

T he 1993 ElsevierILibrary and 
Information Group (LIRG) 

Research Award has been pre- 
sented to Elisabeth Davenport of 
Queen Margaret College, 
Edinburgh. She will use the 
award to defray the expenses of 
her investigation into costing 
and charging for academic net- 
wor\ked services. 

LIRG, an independent pro- 
fessional group working 'in asso- 
ciation' with the UK Library 
Association, was formed in 1977 
to bring together all those with 
an interest in library and infor- 
mation research within the pro- 
fession and elswhere. LIRG 
activities include organising 
meetings, publishing mono- 
graphs and the periodical 
Library and Information 
Research News. 

Funded by Elsevier Science, 
administered by LIRG, the 
ElsevierILIRG Award was 
launched in 1990. Presented 
annually to outstanding profes- 
sionals in the field, the award is 
designed to encourage research 

and innovation in library and 
information science, particularly 
research intended to improve the 
accessibility, retrievability and 
usefulness of information. 

On behalf of Elsevier, Peter 
Shepherd, ESL publishing direc- 
tor (Journals and Reference 
Works), presented the 1993 
award cheque to Elisabeth 
Davenport at LIRG's annual 
general meeting held recently in 
London. Peter reports: 'At this 
meeting she outlined the aim and 
scope of her study which stimu- 
lated much discussion. It is antic- 
ipated that the results of her pro- 
ject will be ready in September 
1994.' W 

A PD Engineering & 
Technology (E&T) has been 

discontinued as a publishing 
unit. Its list has been combined 
with related publications in three 
APD units: Physics & Materials 
Science (Mechanical 
Engineering), Mathematics & 
Computer Sciences (Electrical 
Engineering), and Economics & 
Operations Research 
(Production Engineering). 

The change was made in 
response to a noticeable trend 
within academic research 
towards more applied work. As a 
result, the borders between fun- 
damental and applied research 
and engineering are becoming 
more obscure. APD publishing 
director Henk van der Rijst 
explains, 'Combining these 
aspects gives Elsevier the oppor- 
tunity to provide a fuller range of 
information to researchers and 
professionals. By bringing all the 
related publications together we 
are also increasing our competi- 
tive power to react to opportuni- 
ties and challenges.' 

I lsevier Science Inc.'s 

, €Biomedical Journals (BMJ) 
1 group, led by associate publishr 

loan Parker, has started up the 
~fficial journal of the prestigious 

Society for Gynecological 
Investigation. The launch issue I 
the new quarterly, Journal of thr 
Society for Gynecologic 
Investigation (JSGI), edited by 
Zogerio A. Lobo, MD, UniversitJ 
)f Southern California (Women' 
iospital, Los Angeles), appeare 
!arlier this year. 

The new journal publishes l 

~utting-edge research on all 

aspects of reproductive biology, 
and includes coverage of recent 

advances in the diagnosis and 
reatment of disorders such as 

bvarian cancer, eclampsia, and 

tolycystic ovarian syndrome. 
Joan Parker points out that 

this journal complements BMJ's 
other 1994 start-up, Primary Care 

Update for OBIGYNS (PCU) quit 

well. 'The Society backing JSGl 
a highly select, international aca 

emic group which draws twice a 
many people to its annual meeti 

as there are members. Where 

JSGl provides high level researc 
to its readers, PCU covers pract 
cal, clinical concerns faced by 

physicians caring for patients.' 
Vice presidentlpublishing 

director Paul Weislogel adds, 'lr 

working on the ex-E&T list. pldll, U U i l l s  

units, but the dual role played by 
Bas van der Hoek, formerly head 

The integration has meant 
little actual change for staff 

~ o s t  are continuing to do the 
same work, albeit in different 

of E&T and ~athematics& I '*'ruuenwto bi-monthlv next 



I Cat on lnternet 

W ork is proceeding full 
speed ahead to put 

Elsevier Science's Complete 
Catalogue on Internet so that 
end-users (researchers) connect- 
ed to Internet anywhere in the 
world can enjoy easy electronic 
access to details of all the compa- 
ny's publications. 

Marketing manager Hans 
Kort heads the task force that is 
looking after the Internet version 
of the catalogue. He explains: 
'The crux of the work we're 
doing lies in developing the spe- 
cial software required for distrib- 
uting it on Internet. We're also 
looking at ways of making it as 
easy as possible for end-users to 
respond to the product informa- 
tion. If end-users want to receive 
a sample copy of one of our jour- 
nals, we'd like it to be a relatively 
simple matter for them to ask for 
it by using, for instance, e-mail.' 

Putting the 'cat' on the 'net' 
follows on from last year's CD- 
ROM version of the catalogue, 
which for the time being is con- 
tinuing to be distributed free of 
charge to customers (librarians, 
booksellers, agents) upon 

r request - see Creating a 
barn le s s  CO-tion in ES W 
:.8/$1993. Hans van der Nat from 

APD marketing services reports 
that over 6,500 copies have 
already been sent out to satisfied 
customers. 'The response has 
beetl very good,' he says, 'but ' 'that's not stopping us from try- 
ing to make the service even bet- 
ter through a personalised mar- 
ket research project that is 
investigating hotK customers are 
actually using the CD-ROM cat- 
alogue.' 

Incidentally, this electronic 
version of the catalogue is also 
available on ESnet (the in-house 
network). Contact your local 
InfodeskIData Centre for details 
on how to obtain access. 

If all goes according to plan, 
the catalogue will be on Internet 
by @e time you read this item. 
Watch this space. U 

m Ryino EMDOCS 

E MBASE has expapded its 
product range with the intro- 

duction of EMDOCS, the 
EMBASE Document Delivery 
Service. The tesult of an agree- 
ment between EMBASE and 
Article Express International, 
Inc. of Westbury, New York, 
EMDOCS will provide article 
retrieval from the EMBASE core 
collection of more than 3,500 
international biomedical jour- 
nals. In addition Article Express 
is forming alliances with US and 
international institutions in 
order to provide rapid access to 
materials maintained outside the 
current collection. 

Article Express is jointly 
owned by Engineering 
Information and Dialog 
Information Services. It is one of 
the world's most sophisticated 
document suppliers, knownlor 
its advanced technological 
expertise, rapid turnaround time 
for even difficult-to-locate arti- 
cles, efficient customer service 
and accurate retrieval, fulfilment 
and billing. 

Senior product manager 
(EMBASE) Geoff Worton com- 
ments, 'By strategically aligning 
our organization with Article 
Express we can take advantage 
of effective systems and services 
already in place. Via EMDOCS 
we will be able to offer rapid and 
affordable access to the vital bio- 
mmical literature contained in 
EMBASE to information pro- 
fessionals, librarians, biomedical 
researchers and clinicians 
throughout the world.' 

EMDOCS will accept orders 
and supply documents via fax, 
express shipping, UPS, standard 
mail service, and over the 
Internet and Article Express' 
advanced interactive communi- 
cations network, xpress~ettm. 
Docunient requests will be 
processed within 24 hours of 
receipt of order. 

EMBASE and Article 
Express share a firm cornrnit- 
ment to adhere to all copyright 
guidelines. Any necessary per- 
missions will be obtained and all 
copyright fees will be paid. W 

1 Save 50% on Reed Books 

A II employees of Reed Elsevier- including Elsevier Science 
worldwide - can order books published by Reed Consumer 

Books (RCB) and Reed Educational Publishing (REP) at half price, plus 
freight for orders from non-UK locations. The sole stipulation for REP 
books (Heinemann Educational and Ginn) is that only one copy of each 
title may be ordered. Multiple copies cannot be bought on behalf of 
schools. 

Major RCB imprints include Hamlyn, Heinemann, Mandarin, 
Minerva, Mitchell Beazley, Secker & Warburg and Sinclair-Stevenson. 
REP is the leading UK publisher in the primary and secondary schuol 
markets. Heinemann Educational's publications include the New 
Windmill series of top quality fiction to suit all ages plus th0 recently 
introduced range of New Windmill Classics. The primary catalogue 
covers National Curriculum textbooks for Mathematics, History, 
Geography, Religious Education, Science and English. Ginn features 
work books and textbooks, including the brand new reading pro- 
gramme AIIAboard. 

See your local ESWcontact person -names are listed on page 2 
-to view the catalogues and obtain the special order forms. Please 

send completed order forms to your local contact person who wil l  for- 
ward them to Reed Book Services on your behalf. U 



C o v e r  S t o r y  

doving outside Elsevier Science, here 

I 
.ve start an occasional series on our 

elations in the Reed Elsevier famill 

3rst up is our Amsterdam-based 

:ousin, Bonaventura, a company m 

I 
n Holland, tell people you 
work for Elsevier and most 
assume you mean the mag- 
azine Elsevier. 

'Absolutely. Dropping 
the name almost gets you 
off speeding tickets,' says a 

smiling Hans Gieskes, chief executive 
of Bonaventura, whose private thrill is 
that he is also the publisher of Elsevier. 
'As a brand name it comes close to 
Heineken as one of the best known in 
the country. Elsevier IS the synonym 
for a news analysis magazine.' 

But say that you work for 
Bonaventura and more than likely 
you'll get a blank look. 'It's a bit like 

' the way it is at Elsevier Science,' Hans 
considers. 'Our readers don't know the 
name Bonaventura. iust as researchers , . 
don't know who publishes your jour- 
nals. But consumers do know our 
titles. Elsevier, Elegance, Autovisie and 
OOR are household names in 
Holland.' 

Where Bonaventura rings out loud 
and clear is in the advertising world. 
'Professional ad agencies know what 
our name stands for,' says Hans. 
'There we have a reputation for quality 
product and business transactions. 
Like Elsevier Science we're a bit strict 

Bonaventura's chid executlw Ham 6ieskos wHh 
bullet-torn journal: 'A rather macabre keepsake 
t h f  I found in Belmi In my days as a salesman for 
Elswler Selmce.' 

thing like this. Bonaventura's business 
is based on 14 titles so it's vulnerable, 
and I like that challenge. In one week 
we can move from euphoria to gloom 
because a big advertiser might have 
pulled out of a contract, or a new TV 

l station has been launched, or another 
publisher announces plans to launch a 
head-on competitor. I like consumer 
marketing because it's more direct, 
more unforgiving than the industrial 
marketing Elsevier Science does, and 

1 does well I might add. 
'It's not the glamour that attracted 

me,' Hans continues, 'although it's 
nice knowing that everyone knows our 
glamorous products. Consumer pub- 
lishing is tough, but a whole lot of fun.' 

I 

about conditions, we don't give much 
discount but we're known for being 
reliable and professional.' 

Why all the allusions to Elsevier 
Science? For those who have been in 
the company for a while it won't come 
as a surprise to learn that Hans Gieskes 
hails from Elsevier Science. He spent 
18 years in science publishing, 14 of 
them with us, starting off as a sales- 
man, ending up as APD director for 
desk editorial, production & typeset- 
ting, and for many years in between he 
was based in the UK as chief executive 
of ESP Ltd. 

'Science publishing is my first 
love,' he reveals, 'so coming to 
Bonaventura two years ago may have 
seemed like an odd move. But I've 
always dreamed of getting into some- 

Business Mix 

Put in roughly rounded percentages, 
Bonaventura derives its revenue as fol- 
lows: 40% comes from magazine read- 
ers, 40% from advertisers and 20% 
from books and software. Of the 40% 
coming from the readers market, 80% 
is derived from subscriptions and 20% 
from newsstand sales. 'These are rough 
figures,' Hans emphasises, 'because 
some magazines diverge substantially 
from this average. On the whole, we 
couldn't have designed a nicer business 
mix.' 

Bonaventura unashamedly aims at 
the top end of the consumer spectrum, 
the so-called AB1 audiences (high 
income, highly educated households). 
'It's not being snobbish wanting to sell 
to well-educated people who make 
money,' Hans says. 'It means our 



products must be of very high editorial 
quality and design quality and have 
high quality delivery. We want to fulfil 
the AB l's information needs with 
magazines, software and books, and 
someday perhaps with more electronic 
products, but for the moment, mainly 
with magazines that are ranked only 
first or second in the market.' 

Why settle for second? 'If you can't 
be number one, then a silver medal 
ain't bad at all,' replies Hans with a 
broad grin. 'Second place, yes, but no 
lower. It's not like in science publishing 
where, for instance, the number six 
journal still makes money. In con- 
sumer terms number six is right out of 
the running. Consumers don't collect 
magazines because they need to. No, 
they buy magazines for the pleasure of 

reading and using them. That means 
they'll take the market leader or, for a 
choice, go for the one in second place.' 

Bonaventura also aims at making 
quality space available at quality rates 
to advertisers wanting to reach the 
AB1 audiences. And there lies the rub. 
Anyone in Reed Elsevier's consumer 
segment can tell you about the slump 
in advertising. IPC Magazines, 
Cahners Consumer Magazines, Reed 
Regional Newspapers and the Dutch 
Dagbladunie have all reported falling 
advertising revenue and Bonaventura 
is no exception. 

'It's very hard,' confirms Hans. 
'Our advertising volume has gone 
down in the last few years. But we're 
stubborn. We're holding onto page 
revenue and at the same time we're sell- 

- - 
' I  n the earlyyears of World War II, J.P. Klautz, then man- 

aging director of Elsevier, met the journalist H.A. 
' .~nShof. They decided to start a new weekly publication 

i d  form a separate Elsevier company to publish it. Casting 
lout for a suitable company name, they found none better 
lan Bonaventura- it means 'good future' in Latin. 

"onaventura was the fifth son of Louis (Lodewijk) Elsevier, 
patriarch of the famous Dutch publishing dynasty (1547- 
1712) whose name graces our h 
"eed Elsevier publishing group. 

ing more new subscriptions and news- 
stand copies to compensate for the loss 
in overall revenue.' 

Bonaventura is battling the slump 
with strict cost control and by invest- 
ing in marketing. 'We have 20 years of * 

B onaventura has just under 300 members of staff focussed on 14 maga- Elegance 
zines and 12-20 other products. Each title in the programme has its Own ~l though ringed by hot competition, Elegance is the 'Golden Lady' par 

team of professionally independent editors and journalists, reknowned for excellence of all Dutch lifestyle magazines. It tops the Dutch glossy marke 
the objectivity of their reportages. Database marketing and advertising Launched in 1937 by amateur wrestlerlpublisher Jules Perel, Eleganc 
sales are centralised resources in the Company. Photos, studio design and wasacquired in 1958. Besides fashion, the monthly devotesfeatures to lit. 
automated production, as well as fulfilment and customer Services, are also erature, travel, interior design, the arts (including culinary) and health. Each 
handled in-house. December issue contains a surprise gift for readers. 

Led by Hans Gieskes, the management team consists of Dirk de Kruif The Golden Anniversary of the Golden Lady was celebrated in 
(Finance; another old Elsevier Science hand), Lex Rozenbroek (Advertising December 1993 in truly elegant style (forthe numerateamong us: 1993 
Sales), Henk Langeveld (Personnel) and the publishers listed below. minus 1937 does equal 56, but Elegance did not appear during the war 
The publishing programme is organised in four sectors: years, from 1940-1 946). Attached to each copy of the Golden issue was a 

News Analysis (Hans Gieskes) Elsevier unique kerstpakket containing an assortment of free gifts (1.6 million in al 
m Special Interest (Ellen Verbruggen) Elegance, MAN and Residence, ranging from super product samples and packets of delicious coffee to 

Autovisie and Autovisie Jaarboek, Hitkrant, OOR and Pop-Encyclopedia diamond rings. 
Management (Mienke Schaberg) FEM, VB Magazine, Holland The usual print run was nearly doubled -and completely sold out- 
Management Review for the anniversary issue. One shop owner sold his entire stock of 30 copies 
Finance & Fiscal (Gert Kroes) Beleggers Belangen, Fiscaal Advies, in 4.35 hours. Most newsstand copies (71,000 in total) were sold out in four 
Account, Money, Plus &nat'IacS and software, the Grate Winkler Prins days of appearing on the shelves. This sales record-breaking issue of 
(encyclooedial and Kramers Woordenboeken (dictionaries) Elegance will be listed in the 1995 edition of the Guinness Book of Records. , 
ElsebmcS. 

The inaugural issue of Elseviers Weekblad (weekly), published in newspa- 
per format, came out on 27 October 1945. In 1965 a new magazine format 
was launched alongside the newspaper. Soon after, this edition was retitled 
Elseviers Magazine. In 1986, Elseviers Weekblad and Elseviers Magazine 
were integrated in one publication, now called simply Elsevier. 

Elsevier is the top newslanalysis ('opinion') publication in the 
Netherlands, outperforming even the respected (Elsevier-owned) newspa- 
per NRG-Handelsblad. It presents comprehensive news and objective views 
on politics, finance, economics, art, culture and science taking place both at 
home and overseas. 

Elsevier has an extremely loyal following. It reaches 25% of all Dutch 
decision-makers, has some 6,000 readers who have been subscribing for 
over 30years, and 30,000 readers who have been subscribing for longer 
than ten years. A recent survey confirmed that it is most widely read among 
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young people (students) too. 
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Cover Story 

database marketing behind us,' says 
Hans with a measure of pride. 'We 
have some pretty sophisticated tools 
on a huge database of past and present 
subscribers, which means we can target 
potential subscribers extremely well.' 
This direct mail strategy is reaping 
grand rewards for products like 
VB Magazine. 

And Bonavenrura is investing in 
improving the magazines' quality. 
'Two years ago only half of Elsevier's 
editorial pages were in full colour. 
Now they all are,' says Hans. 'We've 
invested extra, even though advertising 
has come down. You have to do that, 
and it's the same with the other maga- 
zines. Look at Account (a controlled 
circulation magazine for financial and 
legal consultants). It relies on advertis- 

ing income. With quality improve- 
ments Account has increased its rev- 
enue in spite of the recession.' 

. . Growth Strategy 

Newsstand shelves are crowded 
enough in Holland. 'Consumer niches 
are mostly filled,' agrees Hans. 
'There's no room for gigantic growth 
in an overfull market, but there's 
always room for some growth if you 
know your target audiences as well as 
Bonaventura does.' 

In the time-honoured way, 
Bonaventura tends to buy growth. 'We 
bought in Residence and Money last 
year. Residence is tops in terms of qual- 
ity in the interior design market and is 
a superb addition to our Special 

Interests list. As for Money, which 
deals with personal finance,' Hans 
gives a smile, 'we're putting our money 
on Money. It used to be a yuppie maga- 
zine, just for the glamorous rich. We've 
relaunched it for the ordinary rich.' 

He adds, 'It sounds funny, but in 
Holland people are getting wealthier 
-there are around 250,000 people 
with a net worth of more than half a 
million guilders. The baby-boomers, 
comingup to 50, are starting to inherit 
money because their parents' genera- 
tion was very thrifty. These people 
have a good income, a good house, the 
mortgage is (nearly) paid off, so find- 
ing ways of making their capital grow 
for their children is going to become a 
big issue in years ahead. It all adds up 
toa substantial market for Money.: -,,, 



The most recent acquisition is the 

1 Holland Management Review, which is 
targeted at the same decision-makers 
who read FEMand Elsevier. 'The 
cover design looks deceptively like the 
Harvard Management Review,' says 
Hans, adding with a grin, 'it looks like 
an Elsevier Science journal in the way 

I 
it's organised, but it fits in very closely 
with our Management list.'Besides 
acquisitions, Bonaventura is going for 
growth through product development. 
'All our fiscal almanacs are a case of 
product development,' explains Hans, 
'where we started with one and devel- 

I 
oped more. And relaunching FEM, VB 
Magazine and Money is product devel- 
opment too. It's like launching a new 
magazine in some cases - almost as 

, expensive - but we've got to stay 

ahead of the market to give consumers 
what they want. 

'In my view,' Hans Gieskes con- 
cludes, 'if subscribers do not rip open 
our wrappers as soon as they get home, 
then something's wrong. If they leave 
our magazines lying about unread for 
a couple of days then we're in trouble. 
All our subs are personal, not mainly 
institutional like at Elsevier Science. 
The risk of people saying, oh what the 
heck I'm going to cancel, is greater for 
us than in other publishing segments. 
We have to score 52 or 12 times a year, 
whatever, and that puts great pressure 
on people. Everyone puts in a tremen- 
dous effort. That's what I like about 
Bonaventura. Our staff are really 
sharp, they're a class act in consumer 
publishing.' W 

r ake a stroll round a triangular glass-walled building 
in Amsterdam Southeast. The striking thing about 

Bonaventura's place is how much the offices mirror the 
iubjects of their magazines. 

Step into the OOR office and your ears could be blast- 
ed off by heavy metal booming from a superb sound 
'nstallation. 

There's racks of men's clothing - ready for style 
shoots-flanking a wall of a MAN office. 

And in another office, vases of bold daffodils on the 
window sills and vibrantly red, cloth-covered arm- 
chairs placed round a blond meeting table emanate the 
same refined taste in interiors the Residence editorial 
team recommends in their magazine. 

FEM (Financieel Economisch Magazine) 
Fortnightly FEM, launched by Bonaventura in September 1970, is the top 
magazine for general and finance managers in the Netherlands working in 
the corporate and government worlds. The accent lies firmly on the financial 
aspects of management. 

Retooled recently to give it a lighter look, FEM wields considerable influ- 
ence among Dutch decision-makers. If a big corporation based in Holland 
wants to workon its image towards investors, it will advertise in FEM. FEM 
is circulated widelv within coroorations. 

Elseviers Belasting-Diskette 
In 1988 Bonaventura was the first Dutch publisher to launch a software 
package that helps people fill in their annual income tax forms. This soft- 
ware, priced to match the consumer's purse, leads a range of specialised . 
packages developed and suitably priced for professionals in corporate and 
payroll taxes. After Wordperfect and Lotus, Elseviers Belasting-Disketteis 
the biggest-selling software package in Holland -a remarkable exploit in 
professional publishing for a consumer publisher just over 50years old. 

VB Magazine 
Originally called Vrouw & Bedrijf (Woman & Business), VB Magazine 

used to be a controlled circulation, black & white magazine when it was 
acquired (50%) by Bonaventura in 1989. 

Last year VB Magazine was given a total makeover to turn it into a more 

Lex Rozenbroek (Advertising Sales), Ellen Verbruggen (publisher, Special 
lnt8reSt llsl), Gert Kroes (publisher, Finance & Fiscal list), Mienke Schaberg 
(publisher, Management list) end Dirk de Kruif (Finance) 
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HoY to Distribute Your Document's 

value in the electronic world? Paul 

Piombino of Reed Elsevier Technolog, 
gives a useful round-up of the current ~ 

1 problems encountered in electronic , 
distribution and reviews new tools t h ~ '  

can help solve the problems 
i. - - :> 
(.. . 

I 
y now, most of you have 
toiled with some computer 
program to format a docu- 
ment - letter, report, bud- 
get, journal article, etc. - 
to make it present and com- 

municate your data in a form and for- 
mat that develops andor amplifies 
your content and your organization of 
it. This type formatting is most often 
targeted to produce print. 
Professionally organizing and format- 
ting that print is a part of the value we 
contribute to the process of traditional 
print 'publishing'. 

Compatibility 'problems' arise 
when attempting to transfer (distrib- 
ute) particular print representations to 

'different electronic/computer environ- 
ments - different page size, program, 
printer, fonts, typesetter or computer 
screen. Until now this technical prob- 
lem actually precluded electronic dis- 
tribution of a document's format, or 
necessitated manual andlor program 
interven-tion to make the data 'look 
right' in the receiving environment. 
Several companies have now intro- 
duced software to make these transi- 
tions more transparent and their suc- 
cess will ultimately have a substantial 
impact on document distribution and 
electronic publishing. 

ASGII Term* 
problem of trying to exchange data 
electronically is not new. To exchange 
data most of the current purveyors of 
electronic data moved long ago into 
the world of ASCII text (ASCII is an 
acronym for a standard set of 
computer codes which represent the 
basic upper and lower case alphabet, 
numbers, and a few special 
characters). ASCII is typically 
represented by monospaced 
characters formatted somewhat less 
than 80 characters across on a 
computer screen (almost equal to an 
80 column key punched card or a line 
of Courier on an old-fashioned 
typewritten page). This is a primitive 
standard that is generally devoid of 
formatting commands and structures, 
e.g. if one wants a centered head, one 
spaces the head over to 'the center.' 
Handling Bolds and Italics is not a 
problem - they don't exist in ASCII. 

This simplistic 'standard' is perva- 
sive in the electronic world - e-mail, 
the online services, bulletin board sys- 
tems, and many CD-ROM systems 
and remote display environments use 
ASCII. People use it because it is uni- 
versally available and it enables docu- 
ment portability. ASCII is, however, 
not capable of transferring enhanced 
display structure or character empha- 
sis, and complex docvents, scientific 
notations (formulae), and profession- 
ally formatted documents are general- 
ly impossible to distribute if one islim- 
ited to an ASCII representation. If 
these restrictions weren't bad enough, 
the recipient usually has to spend time 
and energy adjusting 'formatting' vari- 
ables to get even ASCII text docu- 
ments to line up and 'look right' or 
'print right' in their specific computing 
environment. 

Fi k e k ~ n o t h e r  means of 
dealing with data exchange between 
different computer formats is 
sometimes called a software 'filter' or 
conversion program. These programs 
generally read one computer 
program's native storage format and 
convert it to their own native format. 
Thus we have Microsoft Word filters 
that can read or write Wordperfect 
word processing files and vice versa. 
These filters, where they exist (and 
when they work), generally work for 
simple documents and produce 
something approximating equivalent 
output when they're used in systems 
with roughly equivalent printers and 
fonts. If the documents get complex 
or the printers (or fonts) vary, the 
results are not reliable. 

s G H \ L ~ t a n d a r d  Generalized 
Markup Language (SGML) is a 
framework that regiments data into a 
defined classification structure. As a 
by-product SGML tagging enables 
the production of any desired 
formatting from the stored data 
elements through the use of 
preconfigured data definitions. 

Because SGML embodies classifi- 
cation of data, it can enable subse- 
quent systems to produce virtually any 
form of data representation and orga- 
nization including the 'original' form. 
This facility to vary output formats is 
particularly significant when one con- 
siders the future needs of repackaging 
content for different forms, i.e. screens 
and print, etc. SGML is also impor- 
tantly different from prior typographic 
coding structures because it associates 
meaning to 'classed' data elements, as 
well as format and style, and it does so 
using an open standard rather than a 
restrictive proprietary one. 

However, as important as SGML 
is (and will be), today it's still primarily 



1 

a tool of data originators and informa- 
tion system designers - it won't help 
you hold the format of a casually treat- 
ed table in another word processing 
environment or universally reproduce 
your Lotus spread sheet's printed page 
or a newsletter if you happen to switch 
printers. Until a publisher can be 
assured his audience will have access to 
software capable of interpreting and 
formatting their particular SGML 
encoded documents, SGML will be of 
little use in general distribution. 

Srqn@P& Many 
vendors have attempted to create 
universal industry standard viewing 
andor printing formats, including 
Adobe, Apple, IBM, HP and 
Microsoft - and these companies 
and others in different combinations. 
Adobe's Postscript page description 
language and HP'S PPL have come 
closest to becoming universal 
standards and Postscript has virtually 
captured the publishing market as the 
'standard' output format for use with 
the high-quality Laser printers and 
typesetting devices. In each of these 
standards, enabling software is paid 
for by users through the cost of 
software or hardware (e.g., it's part of 
the reason Postscript laser printers 
cost more). Had any one of these 
'standards' become totally pervasive 
there would be no reason for the 
development of the new genre of 

G universal output distribution 
programs discussed below. 

T k  P P o b k J ' l ~ h e s e n e w  
program tools, we'll call them 
'distribution formats' for lack of a 
better term, have come about 
precisely because none of the 
foregoing solutions have worked 
dependably, completely, universally, 
or entirely satisfactorily. The 
'problem' has many renditions and 
causes. We won't sink into the deeper 
explanations but will briefly touch on 
one of the major problems, the 'font 
problem'. 

Those of you who have struggled 
through composition and typsetting 
systems understand the 'font problem'. 
These are the erroneous formatting 
problems that result when different 
printer's or typesetter's fonts don't 
match - which causes some printed 
material to size differently andor print 
differently (mostly erroneously) as a 
result. To date, this technical problem 
and a host of others have effectively 

made reliable electronic mass distribu- 
tion (transfer) of a document's intend- 
ed form to 'all' other office (comput- 
ing) environments effectively 
impossible. 

including Adobe (Acrobat), No Hands 
Softwqe Inc. (Common Ground) and 
Faralloq Computing Inc. (Replica) 
have dev loped new software to allow 
formatte \ document distribution, plus 
some basic text searching capabilities, 
across a widening range of computer 
environments. Each of these compa- 
nies has taken a different approach to 
solve the existing problems and each 
program has differing costs trade-offs, 
strengths and shortcomings. Briefly, 
they all require the recipient to have.a 
laser printers or equivalent, and they 
generally operate in a Windows andor 
a Macintosh environment. 

Each company has a different pric- 
ing plan to make their software 
become the industry 'standard'. In 
publisher terms their pricing strategies 
are important because their costs 
would necessarily become part of the 
publisher's distribution costs. Each 
'system' has a different cost basis for 
the 'build' software required to make 
the initial master 'portable document'. 
Each product set also has 'viewer' soft- 
ware for use by the ultimate customers 
in viewing, searching or printing the 
document. It is in the pricing of these 
'viewers' -either free or very cheap - 
that the company's strategies become 
clear and relevant: to universally get 
their 'viewers' out to the world, and 
then sell the 'build' software one user 
at a time. For publishers these pro- 

I\sorina a RET Bulletin Board Svstem (66s) as: 
) a means of electronically storing and ;etrie'ving informa- 

tion regarding new technology and other management 
issues relevant across Reed Elsevier, 
a place to share and exchange electronic files and informa- 
tion among and between Reed Elsevier business units that 
have a need for an electronic exchange facility, and finally 
as a BBS training vehicle for experimental use by the busi- 

ccess the RET Bulletin Board dial the US 1-215-654-7829 
any PC with a modem and log on as a New User. For more 
led information olease contact Paul Piombino at Reed 

grams will (to varying degrees) enable 
the cost effective electronic distribu- 
tion of professionally formatted print + 
materials to a wider audience than was E 
previously possible. Using these new i' tools Elsevier Science World (or any g 
magazine or newsletter) in its paginat- 7 
ed form could be encapsulated and 3 
distributed electronically via a variety $ 
of electronic media or networks, e.g. * 
diskette, CD-ROM, bulletin board .@ 
system, e-mail, online, etc. In fact 4 check the RET Bulletin Board (see g 
below) - we plan to encapsulate the .$ 
Reed Elsevier Technology Newsletter 8 
using one of the distribution formats -U 

referred to above, as an example of 
how these programs work. g 

Similarly, a publisher could encap- 2 
sulate journal segments or articles in ' G  

this form and distribute or send them, 'g 
on demand, via floppy, CD-ROM, a 

S bulletin board, online, etc. This does p 
represent a breakthrough in the tools $ available to publishers. They will 
make a difference. P 

.E 
Paul Piombino 4 

A S a tool used to structure the logical elements of a document, for example an article, SGMLforms an integral 
part of the computer-aided production process being implemented at Elsevier Science. It is also used to pro- 

duce pre-print services such as the CAPCAS information base, an electronicarchive of bibliographic and 
abstract information for Elsevier Science journals that customers can use to create their own tailor-made c u ~  
rent awareness products. 

'When we talkabout SGML, at least in the media development connection,'says Arie de Ruiter (head of P D n  
Information Technology Development), 'then it's not so much the role SGML plays in presenting your docu- 
ment's lookand feel that is important for us, but its ability to capture the logical structure of a document for elec- 
tronic storage. SGML stands right in the middle of our value addition process, between the enormously varied 
formats and structures of incoming material (manuscripts) and the highly flexible output of processed material 
on different media, in different formats and in different constellations. 

Arie continues, 'We believe there will be institutional customers (big libraries, large corporations, as I 
opposed to individuals) who will want and be able to use logically structured material stored in electronic ware- 
houses because. after conversion. vou can distribute the SGML-encoded information vou receive from various 
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or seven years Hildegund 
Spaargaren has been dividing 
her time between Lausanne 
and Amsterdam. As market- 
ing manager for titles pub- 
lished by Elsevier Science SA 

(previously Elsevier Sequoia), she 
catches a Sunday evening Swiss Air 
flight from Schiphol to Geneva once a 
month just in time for the last train to 
Lausanne, where the same room in the 
same hotel has been reserved for her. 
Then come four busy days in meetings 
and planning sessions with her 
Lausanne colleagues, trying to take 
full advantage of her limited time 
there. On Thursday night she flies back 
to Holland where the youngest of her 
two daughters is still living at home. 
Three weeks in the Amsterdam office 
and she is off again to Lausanne. 

Does she mind living and working 
in two different countries? Not at all. 
In fact, Hildegund believes that as 
Elsevier Science becomes more and 
more international it will be increas- 
ingly important for people to move 
between the various locations in order 
to understand how differences in cul- 
ture can influence their reactions and 
understanding. 

Her colleagues marvel at her stami- 
na and tenacity. 'She's very efficient 
and expects her associates to be the 

I I I same,'says Claire Gaskin of Elsevier 
Editorial Services in Summertown, 
Oxford, where several ESSA journals 
are edited. 'She is kind and generous 

Woman in action: Hildegund Spaargaren in her Amsterdam office, sorting through the material she 
needs to bring along on her next trip to Lausanne. Note the snapshot of her daughters, Petra and 
Lisette, on the map of the world. 

and has had me to dinner several times tion because in Germany at the time 
when I've come over to Amsterdam.' there were lots of educated women in 

'She's demanding of herself, and 
therefore of others,' says Tim 
Devenport who also worked at EES 
before joining the Lausanne office as 
general manager, desk editorial and 
production, two years ago. 'She's got 
her own very precise perhaps some- 
what "Germanic" way of working, and 
the details never get forgotten.' 

professional careers,' she remembers, 
'but finally one prospective employer 
asked to see my certificate, and I got a 
job with Young and Rubicam (Y&R). 
I must say that once I started working I 
never felt that being a woman ham- 
pered me in any way.' 

In Holland the late 60's saw the 
birth of media planning marketing and 

Background 

Hildegund grew up in Marburg, 
Germany, a small university town near 
Frankfurt and got a degree in econom- 
ics in 1965. She started her career in 
marketing with a German ad agency 
selling cigarettes and washing 
machines. Her marriage to a 
Dutchman brought her to Amsterdam 
in 1967 where she confronted the same 
query in job interview after interview: 
'Will your husband let you work?' 

'I was a little surprised at the ques- 

Hildegund was in on the ground floor. 
As part of a group coordinating inter- 
national market research on food, she 
managed to balance her career at Y&R 
with the birth of her two daughters by 
working flexible hours and having a 
child nurse at home. 

After seven years she left Y&R to 
start up her own'company with a col- 
league, 'but I really missed being part 
of a team,' she says and when a head- 
hunter offered her a job in marketing 
research at Bonaventura, the Reed 
Elsevier company which publishes 
Elsevier, Elegance, Hitkrant and other 



general audience magazines (see cover 
story), she jumped at it. 'We were 
doing the first personalized letters 
using databases, and it was a very 
exciting time.' 

Then her husband was sent to work 
for Shell headquarters in London and 
for the first time in her adult life 
Hildegund took some time off from 
work. 'But I wasn't the type to start 
playing bridge at 10 a.m. with other 
Shell wives, so after I had seen all the 
museums, I got in touch with 
Bonaventura and they invited me to 
commute to Amsterdam for two days 
each week,' she says. 'That was my first 
experience working and living in two 
different countries.' 

A half year after the family was 
transferred back to Holland, 
Hildegund's husband died suddenly 
leaving her widowed with children 
aged 8 and 12. She restarted her job 
full-time at Bonaventura, but missed 
the excitement of an international 
business, so the personnel manager 
there made contact with Elsevier 
Science for her which led to Louk 
Bergmans' call. 

Confusion between Lausanne and 
Amsterdam had occurred due to a lack 
of communication. At exhibitions 
sometimes neither location was sure 
which journals should be in the booth 
and who would be responsible. 'As 
managing director of Elsevier Sequoia, 
Louk wanted someone based in 
Amsterdam to market Lausanne's 30 
journals, someone who could commu- 

-aicate with the rest of the company and 
increase the understanding on both 
sides.' - 
'Working in two places exposes one to two com- 
pany cultures, two countries, two currencies, 
two climates, two mentalities, two social lives 
and two places to sleep. Some people might 
become schizophrenic due to such a split life. 
For Hildegund it means the best of both worlds.' 

Louk Bergmans 

Louk also need~d Hih~gund's market- 
ing experience to put the current 
awareness service he had started back 
in 1982 on a professional footing. 
'Louk came out of sales and his 
instincts were to communicate with the 
market, but the mailings he was send- 
ing out lacked the essential ingredients 
to make them effective marketing 
instruments: there was no database. no 
way for the ma ket to react, not even 
an address,' Hi f degund says. 'We 
transformed it jnto a real system.' 

Louk did qsk her during the initial 

interview if she thought she could man- 
age being away from her children for a 
week each month. 'I said, yes, I could 
arrange that, and he said OK,' she 
remembers. 'I left detailed notes for the 
children and the housekeeper when I 
went away, but they were used to my 
working so it wasn't really something 
new. They came with me to Lausanne 
once or twice on school vacations to 
see where it was I went.' 

Communication 

Led by managing director Herman 
Frank, Lausanne's staff numbers only 
40 and Hildegund considers it an 
advantage to work in such a small 
organization where immediate face-to- 
face communication is so easy. 'You 
can walk down the hall and ask for 
sales figures if you need them,' she 
says. Under her guidance ESSA has 
now developed eight current aware- 
ness projects with between 2000 and 
4000 names for each, and Hildegund 
adds, 'very professionally supported 
by Kathleen Bruggemann, who makes 
it all happen.' 

The other part of her job is com- 
municating with the bigger world of 
Elsevier Science and for seven years 
Hildegund has been ESSA's goodwill 
ambassador as well as marketing man- 
ager, spreading the word about what 
goes on in Lausanne. 'It's a rather 
complicated story,' she admits, 
'because some journals are produced 
here, and others are attributed to us 
and produced elsewhere, but I tell the 
story again and again to avoid the 
kinds of misunderstandings that arise 
from lack of communication.' 

She is also vitally involved in the 
development of company-wide sys- 
tems that will take Elsevier Science's 
marketing into the future. As a mem- 
ber of the inter-company group devel- 
oping SIS (Sales Information 
Systems), she is working on bringing 
all the bits and pieces of information 
available throughout the company 
together into a system that can be ana- 
lyzed for marketing purposes. 

'Hildegund has been instrumental in the devel- 
opment of a number of innovating marketing 
techniques such as newspaper editions of jour- 
nals, current awareness services and setting up 
and using carefully controlled databases of 
(potential) authors to whom these products 
were directed. Working with Hildegund is a 
pleasure and challenge.' 

Herman Frank 

In almost every other marketing field, 
researchers have an almost exact pro- 
file of their customers. Selling soap or 
general audience magazines, market- 
ing departments know the educational 
level, age, income, and social class of 
their buyers. 'But we still don't know 
exactly what happens in our market or, 
apart from input factors, how people 
use journals - if they browse in a 
library or find what they need in a 
database,' she says. 'Our readers are 
almost unknown to us. We can only 
know for sure that readers of a physics 
journal, for example, are trained in 
physics, but wedon't know how often 
they read articles or how many. Our 
goal in the years ahead will be to create 
more knowledge for ourselves.' 

Always at the forefront of the mar- 
keting profession, Hildegund has been 
slow to adapt her own personal style to 
the PC. Nicolai Sandborg, one of two 
promotion managers in Lausanne, was 
surprised that she was still handwriting 
messages that need typing. 'Sometimes 
she complains that unfortunately she 
was not part of the computer genera- 
tion,' he says, 'but she's been taking 
courses on the computer and is making 
steady progress.' 

Nicolai appreciates the breadth 
and depth of Hildegund's understand- 
ing and experience. 'She knows the 
company and the business and she 
remembers everything,' he says, 'and 
when she's here she makes a special 
effort to spend time with us and answer 
our questions.' 

Communication during the rest of 
the month goes on by fax and almost 
daily phoning. 'She's such a good com- 
municator, that it compensates for her 
being here once a month,' says Nicolai. 

If her colleagues are worried about 
her at all, it's only that she works so 
hard at the office and hurries home to 
spend time with her children. 'It's true, 
I am very busy,' she admits, 'and I have 
little time for hobbies. Children and 
work, house and garden have been 
quite enough.' 

Hildegund's older daughter Petra, 
22, isstudying chemistry in the UK. 
Lisette, 18, is in her last year at school. 
Are they as determined to have a career 
as their mother has been? 'I think they 
are a little bit ambivalent about com- 
bining a family and a career, especially 
an international career,' says 
Hildegund. 'They have seen that you 
really do have to make choices, you 
can't be two people at once.' 
Can& Harper 



[genius doodling arrows and symbols 

ith pencil and paper. Nowadays 

in Physical Sciences at ESI 
New York. They are writing formulas 
on their computers and sending their At a desk editor's training session in Amsterdam, (standing I-r) Nico Poppelier, Bart Wage and 
latest theories into cyberspace to their Simon Pepping watch Yvonne Phiiippo put LaTeX through its paces on screen. 
colleagues using TeX (the X is pro- 
nounced 'ch' as in the Scottish word ESBV Amsterdam. Nico himself approximately 27,700 pages in 38 jour- 
loch), a method of writing complex 

he had developed with him. loved learning it and I've never regret- 
In 1990 an Amsterdam-based pro- ted all the time I put into it.' 

tables. He thought of it as an exercise ject group started working on a way Training sessions are organized 
for himself and his students, but it for desk editors to process TeX com- when demand arises. 'Becoming an 
turned into a hobby that took 12 years ~usc r i~ t s .  LaTeXwas chosen as the efficient LaTeX editor is more than 

~f his life and became a tool used by most workable TeX variant because it anything else a matter of experience,' 
scientists worldwide. is closest to SGML (Standard Simon explains. 'And we keep a careful 

Corporation that makes TeX more 

The Amsterdam LaTeX Projec 



balance between the theoretical and 
the practical in our workshops.' 

At the end of four days of training 
the group is ready to tackle real LaTeX 
compuscripts - with a lot of supervi- 
sion and help from more experienced 

.'I noticed how much time he was 
putting in,' says Nico who asked him 
to assist him in managing the project. 

Compuscripts Please 

editors like Simon who spends a good 
deal of his time helping colleagues over 
LaTeX hurdles. 

'In the beginning it might take a 
week to edit one article,' says Simon. 
'Each problem you run into is new and 
you have to find someone who's solved 
it before, but by the end of a year most 
of our desk editors are up to speed and 
spend no more than 15-20 minutes per 
(complex) typeset page. Of course, 
pages of mainly straight text take far 
less time.' 

LaTeX editors are learning to leave 
well enough alone, and speeding up the 
process. 'In the beginning we spent 
hours trying to make compuscript files 
meet our very strict typesetting stan- 
dards,' Simon explains, 'but more and 
more we are learning to leave the 
author's submissions alone as long as 
they are good and not confusing. For 
the most part LaTeX files are error- 
free because the scientists themselves 
have proofed them seven or eight 
times. They want what goes out via e- 
mail to be flawless.' 

A big problem with LaTeX com- 
puscript editing is the fact that authors 
can clutter them up with intricate 
macros of their own making. A macro 
is a short command which triggers a 
series of other commands. Elsevier 
stjhe sheets are full of macros. The 
problem arises when the author's 
macros compete with and confuse the 
publisher's. 

'Editing a "clean" LaTeX file 
doesn't take a long time,' says Bart 
Wage, responsible for the technical 

I side of the LaTeX Project, 'but in reali- 
ty completely clean compuscripts 
don't exist.' Bart, who joined ESBV 
four years ago as a desk editor, became 
so fascinated with f . a ~ e ~  that he used 
his free time to create supporting tools 
for editing LaTeX compuscripts. 

LaTeX files are not what computer 
cognoscenti call 'wysiwyg' (what you 
see is what you get). In other words, 
what you see on your screen when you 
type in a LaTeX symbol or equation 
looks nothing like what you will even- 
tually see on the printed journal page. 
Only after the keyed-in symbols have 
been formatted by LaTeX can they be 
'previewed' in their real form on the 
screen or printed out on paper. Part of 
Bart's job is to ensure the LaTeX inter- 
face with other software keeps working 
even as modifications and improve- 
ments are made. 

Amazing as it sounds in these days 
of high prfced software, TeX and 
LaTeX are available free via Internet 
to anyone who needs them. There is 
even a TeX users' group that answers 
queries about how to write a certain 
formula or how to insert three tables 
before the next chapter heading. 

Because LaTeX is open, free and 
flexible, and readily available, more 
than one way of doing things exist. The 
LaTeX3 Project Team including Leslie 
Lamport, the originator, is working on 
a LaTeX update which will consolidate 
and simplify the different schemes now 
floating around under the LaTeX 
label. 'There are now three or four dif- 
ferent font selection schemes, for 
example,' Bart explains, 'and LaTeX 
2e (to be followed by LaTeX3 in a few 
years) should clear up some of the con- 
fusion.' 

About 40 ESBV desk editors have 
been through the training, and many 
of the 38 journals which include 
LaTeX articles have as high as 70430% 
LaTeX submission rates. A booklet 
explaining the preparation of articles 
with LaTeX is available free to 
authors, and recently ESBV has put 
the word out in its own journals and 
over Internet that submissions in 

LaTeX are welcomed. 
'For a long time the solicitation of 

LaTeX manuscripts depended on the 
individual desk editor,' says Simon. 
'Now we are trying to actively encour- 
age LaTeX submissions in a more 
organized way and to educate authors 
to eliminate their own macros and send 
us "clean" files.' 

Author submission of LaTeX com- 
puscripts has been one of the biggest 
stumbling blocks since the introduc- 
tion of the LaTeX editing program at 
ESI New York in July 1993, even 
though the five affected journals there 
also carry announcements encourag- 
ing LaTeX use. 'We were planning for 
about 4,500 pages in 1994 using 
LaTeX,' says John Mancia, director of 
Editorial, Design & Production at ESI, 
'but the best response we are getting is 
12% for two of the five journals 
involved in the program. Additional 
efforts are expected to double that rate 
in 1995.' 

'TeX is unreadable except by the 
cognoscenti,' says Steven Cherry, ESI 
manager, Publishing Technologies. 
'But it works and authors use it. 
Overall, we're pretty happy with it.' 

'LaTeX is expected to provide 
some real savings in time,' says ESI 
coordinator Charles Hurley. 'Authors 
like it because the long hours they put 
into their TeX "code production" 
hasn't gone to a one-time use.' 

At ESL Oxford, knowledge of 
LaTeX is self-taught from users' expe- 
riences, stemming in the first instance 
from the use of LaTeX to produce zero 
proofs (in-house page proofs) from 
SGML documents prior to investing in 
typesetters. 'We are now experiment- 
ing with producing output from manu- 
scripts supplied in LaTeX,' says Diana 
Gallannaugh from ESL's Review 
Journals/Book Production depart- 
ment. 'Since authors' manuscripts in 
some disciplines will inevitably be sup- 
plied as LaTeX files we are developing 
our knowledge so that we can continue 
to make use of the electronically sup- 
plied manuscripts. We plan to combine 
our experience with that of our 

aTeX at Elsevier Science.' ~ ~~ 

'CO Poppelier, 'certainly in com- 
ith competing publishers.' 
ks to the hard work of all 
, the company is in a good 
to go along with future devel- 
including the latest in LaTeX. 



Hans Brinckman on the Meaning of Market Intelligence 

H ans Brinckman (48) joined 
the company last April as 

head of the newly formed 
Market Intelligence Department 
in Amsterdam, reporting to 
Elsevier Science chairman 
James Kels. 

Hans's career in market 
intelligence spans more than 20 
years. After studying sociology 
at the University of Amsterdam, 
and a one-year sabbatical in 
Brittany, family connections led 
Hans to settle in this western 
region of France. For many 
years he was an independent 
consultant in marketing and 
communication working on, for 
instance, a feasibility study for a 
videotext service mounted on 
France's Minitel to provide 
access to public information in 
remote areas. . 

In 1984 Hans came home to 
the Netherlands to join AGB 
(Audits of Great Britain) 
Business Research, an interna- 
tional market intelligence com- 
pany based in London and sub- 
sequently bought by Robert 
Maxwell. After Maxwell's death, 
a management buyout ensured 
the survival of AGB Business 
Research which, with other 

Dutch AGB companies, is now 
part of Intomart. 

As research director and 
senior consultant. Hans broad- 
ened his experience with a range 
of projects covering - most 
important in terms of relevance 
to Elsevier Science - acquisi- 
tions and business development 
research, customer satisfaction 
research, and market intelli- 
gence. 

Asked to define 'market 
intelligence', Hans laughs. 'At a 
seminar once I presented a study 
of current practice in market 
intelligence. Everyone there 
racked their brains trying to 
work out what the term meant 
and by the end of the day no one 
was much the wiser.' More seri- 
ously he adds, 'To me it stands 
for collecting, analysing and dis- 
seminating information 
obtained by analysis and com- 
parison of data. It involves mon- 
itoring the competition and 
investigating market needs. It's 
all about adding value to data 
and information, thus turning it 
into useful intelligence that can 
support strategic decisions.' 

At Elsevier Science Hans will 
be researching new develop- 
ments in the science publications 
market (e.g. research budgets & 
subsidy policies), researching the 
company's competitive position, 
evaluating results and making 

recommendations for business 
and longterm plans. Among 
other tasks, he will be creating a 
market intelligence infrastruc- 
ture, organising support for mar- 
ket research projects, and initiat- 
ing and managing an up-to-date 
and accessible market research 
documentation system. 

A central department coordi- 
nating both collection and dis- 
semination of market intelli- 
gence in and to all parts of the 
company is totally new for 
Elsevier Science. Hans has spent 
most of his first weeks on the job 
touring the various offices and 
asking many senior staff for their 
views on the potential of the new 
service. 'I've been doing lots of 
listening and reading lots of 
reports,' says Hans, who will be 
working closely with intercom- 
pany committees dealing with 
such issues as licensing & pric- 
ing, copyright, marketing, elec- 
tronic publishing and longterm 
planning. 

With over two decades' expe- 
rience in the techniques and 
methods of market intelligence, 
how does Hans Brinckman think 
he will get on with his rather 
extensive Elsevier Science port- 
folio? 'It's early days yet,' he 
says, with a confident glint in his 
eyes. 'Time will tell.'. 

still if the rest ofus 

a newsworthy visitor. Contac 
Gini Werner in Amsterdam o 
Alan Mutton in Oxford - 
plenty of advance warning, 
)lease - or send in your ow 
napshots with captions list 
he full names of the people 

shown and mentioning the 
purpose of the visitor's visit 
We'll print your VIP (Visito 
with In-house People) photos 
whenever space is availab' 

~a'ks Brinckman and the pastel portratt of his daughter Aude (now ll), which hangs 
In his Amsterdam office. Both Aude and his wife, MarieJosB, were born in France. 

Transitions 

New starters: Bemadette 
Kooloos who comes from 
Corporate Finance in 
Amsterdam has joined ESSA as 
manager, Finance & 
Administration (F&A), replac- 
ing Jacques van Brussel (see 
below). Nicolai Sandborg has 
joined as promotion manager, 
reporting to Hildegund 
Spaargaren (see Profile on page 
18). Nicolai replaces Peter 
Blumenfeld who has left the 
company. Joy Fookes has joined 
the Subscription department, 
reporting to Margot Stuve. She 
replaces Anne Schlaefli, who has 
left the company. Susy Jovanovic 
has moved from Journal 
Administration to the 
Subscription department 

Bernadette l 
Kooloo 

New York 
Jacques van Brussel from ESSA 
has transferred to ESI as F&A 
manager of the Secondary 
Publishing Division reporting in 
New York to Ron Schlosser, 
president of ESI and SPD, and in 
functional terms to Marcel 
Toebak, group controller, and 
Wim Honsbeek, general manag- 
er, F&A, for both APD and SPD 

Tarrytown 
New starters: Teresa Pereira and 
Alayne Bakken have joined 
Journals Production as, respec- 
tively, desktop operator report- 
ing to Paula Fraioli, and produc- 
tion editor reporting to Lori 
Johnson, who is now responsible 
for the journals formerly han- 
dled by Jon Goodnough 

ESL Oxford 
As a result of changes in the 
Information Systems organisa-g . 
tion directed by Norman Paskin 
(see Bulletin Board) the following 



team, managed by Anne   and er, 
Keith Whiter is now business 
support analyst (fulfilment & 
distribution systems), with 
Dennis Brown and Jeremiah 
Budd reporting to him. Wendy 
Wright, from Corporate 
Development, is now business 
analyst and Dave Holcombe is 
now business support analyst 
(management systems). 

In the new Publishing 
Systems team led by Stuart 
Eaton, Jamie Smart is now busi- 

j ness support analyst (sales & 

1 marketing systems), with Kevin 
a Ashby reporting to him. Alistai 
? Wood, now in the PCSICCS sec- 

tion, reports to Mike Hutchinson 
(production & editorial 

, systems). 
Dave Kerridge and David 

Hurst have moved to the new 
Data Centre Network Support 
department led by network sup- 
port manager Tony Treadwell 

€S&\/ Amsterdam 
New starters: Wiem Koelewijn 
has joined as assistant to the 
Planning & Development 
department, reporting to Peter 
m Hooff. Maurine Alms has 
joined the company as a trainee, 
reporting initially to Tiy 
Sijpesteijn, publisher of APD 
Medicine, Pharmaceutical & 
Biological Sciences 

Nicola Theobald has joined APD 
as legal assistant, reporting to 
Henk van der Rijst, APD pub- 
lishing director. Mente Nauta is 
now CAP (Computer-Aided 
Production) implementation 
manager. Mark Hietink is now 
project manager, Customer 
Support, in the CAPCAS 
Marketing department, report- 
ing to Roland Dietz. 

Colleen Hedley is now secre- 
tary to both Hans van der Nat, 
head of APD Marketing 
Services, and Chris Kluiters, 
sales development manager. 
Paul van der Meer has joined 
SPD as product editor for cus- 
tomised publications, reporting 
to head of production Lindi 
Belfield. Mary Carpenter is now 
manager, Source Processing, in 
SPD Data Capture, reporting to 
department head Oscar 
Mendonca. Peter Tel, an APD 
desk editorial head, has taken 
early retirement after 25 years 
with the company W 

30 Years 
R.M.A. Gooyers Amsterdam 
A.J. Huysers Amsterdam 
E. J. Vogelezang Meppel 

20 Years 
C.H. Buysman Amsterdam 
A.B. Dempster Amsterdam 
S. Egter van Wissekerke 
Amsterdam 
H.C. van Es Amsterdam 
A.F. Etten-Born Amsterdam 
W. van den Hof Meppel 

1 S Years 
P. Coles Kidlington 
D. Goodson Kidlington 
S. Hulett Kidlington 
C. Pearce Exeter 
J. Rogers Blakelands 

10 Years 
N. Deeley Kidlington 
M.B.A. Hesseling-Wientjes 
Amsterdam 
D. Juvet Lausanne 
R.W. Klaassen Amsterdam 
G. Neufeld Tarrytown 
C. Perrin Lausanne 
J.A. Vecht Amsterdam 
S. W i i n s  Kidlington W 

I ten 
'om ten Hoope bade a fond farewell ro usevier Sc~ence at a com- I bined anniversary celebrationlleaving receo 

Molenwerf restaurant last March. 
Associated with the Amsterdam Book b e  

appointed manager in June 1977 -Tom joined the department in 
March 1964 as the assistant responsible for importlexport work. He 

I looks back affectionately on the early years. 
'At the time Piet Bergmans was the boss,' Tom recalls, 'and when it 

was your birthday he came to congratulate you and give you a book. If 
he was a day late because he'd been away on business, he apologised 
This gave you such a feeling of involvement, you felt part of a family 

I All of us from the early dqys still feel that.' 
Tom continues, 'Everyone was very close. You had a small depart- 

ment, you were responsible for the work from beginning to end, which 
made you feel you were working for yourself in your own little stall in 
the big market, and you got really involved in all the changes coming 
up.' 

~ e b e c t i n ~  on the changes he helped bring about, especially the 
ghanges that moved the company from a manual to the automated 
environment of today, Tom is most proud of the work he did with 
Peter van der Kleij to develop Escort. the first computerised svstem 
used in the Book Department. 

'Building Escort with Peter was a very enjoyable experience, a real 
challenge to get the whole thing together,' says Tom. 'In essence 
Escort matches Vista, the system we're working with now, in terms of 
how user-friendly it was, and that makes me feel proud that we did a 

I good job.' 
l 
I I Elly van Meehelen, head of Fulfilment & Distribution and Tom's 

last direct boss, organised the cosy farewell party that was attended by 
I Iylarchje, Tom's wife, their son Jeroen and two daughters Claudette 
dnd h b e l l e ,  as wellas many members of the much expanded 
Glsevier Science family, including chairman James Kels. He presented 
Tom with De Boekenhut van Oom Tom (Uncle Tom's Bookstall), edit- 
ed by F.D'Elsevier and filled with 'sketches of the life and work of a 

I dynamic book manager, by his colleagues upon the occasion of his 
I retirement'. 

l I Sketch after sketch praises Tom's enthusiasm for the social side of 
I workikg life. He founded (and was the stalwart goalie) of the Elsevier 

Yockey Club, arranged many a memorable cricket match, and organ- 
, ised a Foster Parents club to support a little Columbian boy, James 

dvfartinei: Guerrero. Other sketches poke gentle fun at Tom's occa- 
sidnally abrasive manner of dealing with colleagues' requests and his 
qbjlity to get up gnd talk (and talk). 

I l 
I pis social awareness, oratori- 

1 talent and cleverness at swift 1 1  l 
I yut-downs, not to mention his 
I Managerial experieng, all come I \h, good stead as Tom is &voting 
1 his retirement to locql politics in 

his hometown Heiloo. The local 
1 knterest party Tom belongs to, 

I Hdiloo 2090, won five of the 19 
I qedts in the recent council elec- 
tigns and has formed a 12-seat 
fili&& coalitibn with thd Liberals 
{WD) $?d Labour (PvdA). A 

i fdya ~ouepillor fqr very many 
1 I yyqbs, Toiq h 8 naW bwnelected , 

Ipne pfthrbe a 1 ayrpgn responsi- 
bie for w a g i n g  Heilod'9 
c?oln6il Affairs. II) 

1 l l i i  LcC 



of the National Tr 
niece Catherine o 

Check, mate. Backed by some friends in the Amsterdam Order Fulfilment 
Department, Paul Peter Theulings prepares to d 
become the 1994 Chess Champion for Amsterda 

A 1 

wNew nt! 

T he heaviest element known to 
science was recently discov- 

ered at the Watson Research 
Centre. 

The element, tentatively 
named Administratium, has no 
protons or electrons and thus has 
an atomic number of zero. 
However, it does have one neu- 
tron, 125 assistant neutrons and 
11 1 assistant vice-neutrons. This 
gives an atomic weight of 312. 
These 3 12 particles are held 
together in a nucleus by a force 
that involves the continuous 
exchange of meson-like particles 
called morons. 

Administratium has a nor- 
mal half-life of about three years, 
at which time it does not decay, 
but instead undergoes a reorgan- 
isation in which assistant neu- 
trons and assistant vice-neutrons 
exchange places. Some studies 
have already shown that atomic 
weight actually increases after 
each reorganisation. 

Since it has no electrons, 
Administratium is inert. 
However, it can be detected 
chemically, as it impedes every 
reaction with which it comes into 
contact. 

According to the discoverers, 
a minute amount of 
Administratium occurs naturally 
and tends to concentrate at 
points such as government, large 
organisations and universities. 
Scientists point out that it is 
known to be toxic at any level of 
concentration and can easily 
destroy any productive reactions 
where it is allowed to accumu- 
late. 

Attempts are being made to 
determine how Administratium 
can be controlled to prevent irre- 
versible damage, but results are 
not promising. W 

Our thank, to Hazardous Carso Bulletin 
for the original notlflcatlon of this 
edifyins discovery. 

Poor Lenin 

I am sure that ES W, like all our 
public publicatians, has a high 

quality control and the articles 
are peer reviewed. But what hap- 
pens if no peer is an expert? 

I quote from the cover story 
[ES W9111 page 6.  'Or taking the 
other extreme, what about 
Lenin's famous Five-Year Plans? 
He used those plans to enforce 
his rigid views of the future on 
the Soviet people (whether they 
liked it or not).' 

Poor Soviet people and poor 
Lenin. 

Lenin died 21st Jan 1924. At 
that time it was the period of the 
so-called New Economic Policy 
(NEP), which was a mixed policy 
allowing private enterprises. 
Only after the inter-party strug- 
gles had led to the concentration 
of power in the oligarchic hands 
of Stalin did a Five-Year Plan 
start, replacing NEP. In fact the 
annual industry plan of 1928-29 
was officially declared the the 
first year of the five-year plan. 
Anyway, Validmir Uljanov 
(called Lenin) could honestly 
sing, 'Que sera, sera, the future's 
not ours to see.' 

I truly hope the history of the 
LTP will end in a happier 
metaphor. 

A second point of attention 
might be that Mr Lenin was very 
concerned with bringing female 
labour on equal footing with 
male labour. 

In the article on CoDAS, one . 
gets the impression that this 'new 
electronic avenue' is a men-only 
street. In my daily experience the 
real work is to a large extent done 
by my Mrs Margreet Runge and 
Mrs Janette van der Pol-Young. 
With kind collegial regards, 
Joost Kircz Amsterdam 

We stand historically corrected, 
Joost. Thanks for the refreshing 
lesson visa vis Stalin and lenin, 
andalso for drawing our due 
attention to the 'real'daily work- 
ers on CoDAS. - Ed. . 



esterday I received the lat- 
est issue [ES W9I11. The 

new design is very beautiful, I 
find. I have a little comment to 
make about the content. 

655 Ave. of Americas In diverse places the names 
of Arie de Ruiter or his staff are 

Elsevier Sci Pub Bv mentioned and in most cases the 

Sci And Tech Div they are identified as belonging 
to 'R&D' (Research & 
Development). However, one 
year ago a fusion took place 

Alsaveer Science bv between the former R&D 
Amsterdam 1000 CK, department of the APD and the 
The Netherlands MTDG (Media Technology 

Thanks to AMe-Cecile Junger Development Group). The new 
Oxford, &nu Modig New York, name is ITD: Information 
MdFaula M q h y  Amsterdam. Technology Development. 
Keep all dem car& & letters com- Wuzz Rens (from EPD Product 
ing in, folks! - FsJ m Development) has also joined 

ITD. As have the people listed 
in People File (p. 15): David 
Greaves, Bart Wage, Erik 
Grandiek and Frank Scholters. 

Rock Recora 
I much enjoyed reading Peter 

Henn's account of the Bravo 
Boston GSA Chorale in ESW9/1 
('Rock Music', p.15). However, I 
wonder why his original text, whi~  
correctly indicated that Paul 
Weislogel and I were members of the 
chorale- ratherthan the audience 
-was edited to indicate the reverse? 
To clear up  any confusion: I was rep- 
resenting Elsevier as an exhibitor at 
the GSA meeting (Paul was vacation- 
ing and joined the chorale as my 
spouse) and wevery much enjoy€- 
taking part in this presentation. In 
fact, I was contacted by the organiz- 
ers and congratulated that an 
exhibitor had shown interest in t h ~  
activity. 
Kind regards, 
Judy Weislogel New Y o r ~  

Thanks for correcting the recora, 
Judy. Our apologies to you and to 
Peter Henn for unintentionally cal 
ing the confusion. - E t g  

Strange Signs Seen on the Road 
Here are some more strange signs -mostly poetic attempts at 
good English - encountered by staff on their travels around 
the world. See ES W814 1993. 

In a Tokyo hotel 
You are invited to take advantage of the chambermaid. 

In another Tokyo hotel 
It is forbidden to steal hotel towels please. If you are not the person to 
do such things is please not to read notis. 

In a Bangkok temple 
It is forbidden to enter as a woman even a foreigner if dressed as a 
man. 

From the Soviet Weekly 
There will be a Moscow Exhibition of Arts by 15,000 Soviet Republic 
painters and sculptors. These were executed over the past two years. 

In a Moscow hotelnear a Russian Orthodoxmonastery 
You are welcome to visit the cemetry where famous Russian and 
Soviet composers, artists and writers are buried daily except 
Thursday. 

In a shop in Mallorca 
English well talking. Here speeching American. 

In a Leipzig elevator 
Do not enter lift backwards, and only when lit up. 

In a Belgrade elevator 
To move cabin push button for wishing floor. If the cabin should enter 
more persons, each one should press a number of wishing floor. 
Driving is then going alphabetically by national order. 

In a hotel in Athens 
Visitors are expected to complain at the office between the hours of9 
and l l a.m. daily. 

In a Swiss mountain inn 
Special today - No ice cream 

In a hotelat an Austrian ski resort 
Not to perambulate the corridors in 
the hours of repose in the boots of 
ascension. 

In a bar in Lillehamer, Norway 
Ladies are requested not to have chil- 
dren in the bar. 

At the ofJice of a doctor in Rome 
Specialist in women and other diseases 

In a Rome laundry 
Ladies leave your clothes here and 
spend the afternoon having a good 
time. H 



sign on some 
land in Belize: 

Trespassers will be 
violated 

r 
A sign at a country store in 
St. Thomas, Virgin Islands: 

Don It Park Your Ass Here 

Turn to page 23 for more weird and wonderful 
signs spotted by staff travelling out and about 

in the world of Elsevier Science 


