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r Onwards i . Upwards in 1989 

t irst of all, l'd like to wish all 
of you at ESP a very Happy 
New Year. You know ESP's 
management never forgets 

that it is the qualjty of our people 
that makes us able to perform the 
way we do. So if you have a good 
1989, the company will too. 

The Biomedical Division . . . . .  3 What will the new year bring? . 
Market-wise we expect last year's 
healthy performance will continue 
if we maintain our quality stan- 
dards and, within the companies ESP chairman, James Kels. 
and individual publishing units, go From the Chairman . . .  . . .  2 
on developing a clear sense of direc- 

Bulletin Board . . .  . . .  6 tion through the efforts of, amongst published by Elsevier Sequoia in . 
others, the Publishing Coordination Lausanne. 

SPECIAL SECTION . . . . . . . . .  8 Teams. We are putting new infor- The University of Pennsylvania . 
Karin van Schouten on Promotion mation technology into use and will is a major center in the United 
Cllve Ewlng on Advertisements keep up our various investigations States which trains 20,000 students 
Avls Flsher on Catalogues into neglected parts of the market, for professions ranging from chemi- 
H~sao Ogura on Campaigns information ~ 0 n ~ ~ m p t i 0 n  patterns cal engineering to psychiatry. The 

and future information needs. 
Personnel Profile: 12 I expect these efforts to continue university plans to implement a . . . . . . . . .  . 
Kumar Patel fiber-optic communications 

in 1989. Now I'd like to draw your network that is aimed at giving 
People File 14 

attention to something else I value, individual staff members access to . . . . . . . . . . . . . .  . ESP's potential for new and excit- all Penn computer facilities and the 
New Product Review 15 ing developments. outside world as well. Eventually . . . . . . .  . 

Indispensable to these develop- the network will connect 14,000 
ments are our contacts in the scien- workstations in 130 campus build- 
tific world. As I have said before, ings, including local computer 
one of ESP's greatest assets is that centers, libraries and research 
we are close to the sources where laboratories. 

m scientific information is generated. For a whole day we exchanged 
Indeed E5P has always valued its 
contacts with universities, not only 
because our products can be found 
in university libraries, but more 
importantly, because the editors 
and authors of our most successful 
products perform their work at 

So last Autumn, along with some 
other ESP colleagues, I gladly 
accepted the opportunity to visit 
the Department of En%ineering and 
Applied Sciences of the University 
of Pennsylvania in Philadelphia for 
a meeting arranged by Professor Jay 
N. Zemel. A longtime contact of 
ESP, &me1 is editor-in-chief of our 
journal Thin Solid Films, which is 

views of the opportunities offered 
by such a communication networks 
for the distribution of scientific 
information. The university people 
gave us an interesting challenge: 
they want ESP to help their univer- 
sity library fulfill its mission, which 
is to serve its end-users by supply- 
ing information the best way it 
possibly can. 

This type of contact helps us 
greatly to determine the direction in 
which we would like ESP to go. 

Once again, my very best wishes 
to all ESPers for a happy and 
productive 1989 and thank you for 
the very good job you did last year. 
- James Kek 

.- . .... - . -L. P-- . .LA 





results. There are positive indica- 
tions already in the number of 
subscriptions to the printed prod- 
ucts that our consciously market- 
directed approach is working well." 

Leeflang thinks the most valuable 
aspect of the BMD's new form is 
that the individual profit centers 
are truly responsible for their own 
targets. "There's no point in setting 
goals if you can't measure your own 
progress," he says, "so proper 
financial information and market- 
ing feedback is essential. We are 
making a united effort to provide 
the steering mechanisms that are 
instrumental in keeping the units 
on the move." 

Primary Changes 
I "Quite frankly," says Patrick 

Jackson, publishing director of the 
BMD, "I think we've had a pretty 
comfortable existence in the past. 
But times are getting harder and it's 
not as easy as it used to be for the 
BMD to make a living. The market 
has changed and is chbnging, so 
inevitably, we have had to respond 
to Illat." 

To understand how the market 
has changed, Jaokson thi- that 

I ' you've got to look back on the past. 
"The 1960's was the g014et1 decade. 

" There was lots of mopey wuund 
apd university l ib~mqs wme -v- 
ing rtbpidly, IZIibmrk~t~ saw a jam 

I nal they liked, they c@@d dmp1y , 
; buy it, Sb pablishers mY1Xj,e%pmS 

gwicrclf, make lots of h&* &&&IS 
md books and easily' fixrd markets 

1 , fbrthpm." 
I l,i - 7, Sine  the l&@, howeve!, theqe 
I hkwLbeen a develop~ent +h%& bai- 

l cally comes down to thk  $'Rela. . 
l ", . tively spegng, {her& is much less 

money ivdable for librpy budg- 
&S," s;ays Jackwin, "I$ -S thdt in 
the l 9809s, we have seen a mbillja* 

I tion of the market. Librarians have 
been forced to become more 
mnscious of what they can buy and, 
as a result, @ey are consolidating 
their holdings and cutting out 
peripheral or low q W t y  titles." 

14 some cases libraritp have to 
make diff idt  choices among good 
titles because they simply do not 
have the money to buy all the good 
ones they want. Jacksog points out, 
"Many libr&ies svon't buy a journal 
in the first year of publication, for 
instance. They'll wait and see how it 
does first and that behaviour is very 
different from even ten years ago. 

"The end effdct on the company 
is that we have to be a tot more 
quality conscious and must look 

4 more critically at our pubZicatioas. 

; L l>;;. , 7 

Proceedings at Turbo 
- I 

this age-old problem by fo 
turbo group of desk editor 
name just stuck, says P 
son). This functional sub-unit of 
the central desk editorial depart- 
ment springs into action for high 
priority typeset projects. Working 
quickly and extremely 
must because proofs are not S 

group of desk editors 

the BMD to publish 
"turbo" speed. 

Personally I think there is still a lot 
to do in the organization which 
must go together with improving 
the quality of the product." 

The idea followed in the BMD is 
similar to what happened in the 
Physical Sciences and Engineering 
Division. "We split up the mono- 
lithic organization into little 
personal units. It's a very important 
principle in general, for publishing 
is a very personal business and you 
can't have an organization that is so 
inflexible and large that it can't 
actually respond to what our 
authors, editors and users want. 
Now we've got manageable business 
units that should be able to respond 
very directly to what their market- 
place wants them to produce. 
They're not little boxes in the BMD 
totally separate from each other. 
The academic, clinical and indus- 
trial markets overlap to some 
extent, no doubt about it, but we 
avoid competing with ourselves by 
discussion first of all.'" 

The marketing activities were 
made part and parcel of the 
publishing units because "you've 
got to have short, effitive report- 
ing lines to be able to respond 
quickly to the market." One conse- 
quence is that everyone in the unit 
feels just that mu& more responsi- 
ble for what they are trying to 
accomplish, thinks Jackson, 
"through a sort of secondary trickle- 
,down effect. In a large organization 
with, let's say, ten layers between 
the top and bottam, the People at 
the bottom are inwlated by the 
other nine layers and don't really 
f ~ l  responsible for their sources or 
the final product. In our smaller 
units, however, people can have 
more influmce on what's going on." 

Jaclcson emphasises that change 
is an ongoing process. "It's not a 
matter of waiting fos the dust to 
settle, there's always something 
requiring attention. The reality is 
that we are always working on some 
form of change, choosing between 





ESP Ltd Takes 
Over Trade & 

Technical Press Ltd 

ESP Ltd has taken over Trade & Led by publisher Chris Dicken- 
Technical Press Ltd (TTP ) , a son, the TTP staff consists of some 
publishing company located in 20 people who publish three 
southwest London. The effective monthly journals including World 
takeover date was November l ,  Pumps, the official journal of Euro- 
1988. Now TPP has become part of pump and the European Commis- 
Elsevier Advanced Technology, the sion of Pump Manufacturers 
Oxford-based division of ESP Ltd. Association. 

TTP was founded in 1932 by the Their portfolio also contains 
father of the recently retired owner, some 35 reference or handbook 
R.V. Glithero. The company started titles in print, including Pumping 
off with publications in the field of Manual and Hydraulic Handbook 
mechanical power transmission, (both in their 8th edition) plus 
which is still an important activity another four to five new editions/ 
for TTP. After World War I1 it projects each year. 
expanded with publications on oil The products of TTP are aimed 
hydraulics, pneumatics, pumping, at the technical professional. Their 
and noise control and vibration journals are a mixture of review 
reduction. articles and news items. The exploi- 

tation of both journals and hand- 
books is a combination of subscrip- 
tion and advertising revenues. 

This knowledge of soliciting 
advertising for specialist technical 
products is very valuable to ESP 



Elsevier NDU 
Perscombina 

rhe two largest and most influential 
dewspaper publishers in the Nether- 
lands, Elsevier's Nederlandse 
Dagbladunie (NDU, Dutch News- 
paper Union) and the Perscombi- 
natie (Press Combine), intend to 
merge their operations on equal 

The goal of this cooperative 
venture would be to arrive at an 

pendence of their various newspa- 
pers would not be affected. NDU and Perscombinatie news- 

Perscombinatie publishes De papers combined would have a 
Volkskrant, Trouw and Het Parool circulation of about 1.3 million 
in Amsterdam, while NDU with a turnover of circa Dfl700 

The VISTA project is in 11.111 swng, 
making good progress at replacing Ke l S 
ESP Amsterdam's current adminis- 
tration systems with modules of the Spea ks to . 
VISTA automation system. From 
an operational point of view, 
however, things have not been with- 
out problems. But with some hard 
work done by ESP and VISTA auto- 
mation people, and by people from 

In the United States Elsevier NV 
has built on the information serv- 
ices provided by Congressional 

students at the Faculteit Bedrijfs- Information Service Inc. in 
kunde (Faculty of Management Bethesda by taking over fast-grow- 
Science) of the University of Gron- ing Real Estate Data Inc. (RED11 
ingen, the Netherlands. 

Work is going ahead to replace 
the financial systems (the Ledger, 
Accounts Payable, and product- gage banks and other companies. 
costs and fmed-assets administra- RED1 is the largest supplier of 

ESP's publishing units are doing 

in the US increases to some 
US$250 million with these latest 



Elements 

Karin van Schouten. marketing managerfir ESP% ) ~ ~ d i ~ ~ ~ ~  the PSED Mathematics & Computer Science 
publishing unit. 

ESP tries to respond to the needs 
of the market. To do this properly 
we should first put ourselves in the 
position of our market audience: 
who are they? 

They are scientists carrying out 
research for a university or research 
institute, looking for information 

I that ESP publishes in books, jour- 
nals, newsletters or, to a lesser 
extent, on software. It makes no 
difference to scientists who actually 
publishes the desired information, 
whether it comes from Elsevier or 
say, Springer-Verlag. Scientists just 
want to have up-to-date informa- 
tion as quickly as possible. 

Our target audience is limited in 
size but distributed globally. YOU 
can find small groups of scientists 
interested in our advanced research 
information in all corners of the 
world. 

Scientists are very knowledgeable 
about our products. This may seem 
obvious but actually the situation is 
practically unique. With typical markW P ~ I S ,  market analpis and onr 

market-oriented r p w  it a d  be COmUmer products, like cosmetics 
ing if you don't know what marketing is all or the ever-popular McDonalds 
about. So this year ESP World will featme hamburgers, end-users are rarely 
some special Prtlcles which should explain the aware of their contents. Scientists 
mysteries of marketing. who buy an ESP product, however, 

T@sW* w e ~ e b t ~ t ~ g h t b e ~ ~ f a l  know its content very well. Wey 
can follow that book, something 
that cannot be said of all of us. 
Scientists tend to make purchases 
based on rational motives; they're 
looking for product content. So 
there's little point in selling prod- 
ucts to them for any other reason 
than the quality of the contents. 

In general, however, ESP books 
and journals are bought by the 
university, company, or institute 
that employs a scientist. Because 
the end-user does not pay for them 
personally he or she is not so sensi- 

1 tive to prices. Expenditures are 
naturally limited by the size of a 



budget. But however blr, "r s m a l l +  We try to gain free publid U J  

that budget is, sales also depend , sending news releases about our 
somewhat on the social/political new and forthcoming products to 
interest in a subject at a given the editors of many relevant scien- 
moment. ESP makes market- tific journals. News releases are 
directed acquisitions as far as possi- always accompanied by a letter in 
ble. In other words, "What infor- which we ask the editor to use the 
mation is in demand?'Marketing information provided about ESP 
and promotion managers help to products in his journal. We send a 
establish a clear idea of the answer sample copy of newly appearing 
to this question which subsequently books to selected journals and ask 
should lead to the content of a the editor to review it in the appro- 
product. priate section of their journals. In 

this way our target group receives 
b m o t i o n  in h d w  unbiased information about our 

new ~roducts. 
All promotion departments at 

ESP contribute to product cata- 
logues, including the one for new or 
nearly published products known as 
New and Forthcoming Books and 
Journals (see following article). 

ESP's sales departments maintain 
the direct contacts which are 
covered by the term personal sales. 
Our representatives regularly call 
on potential clients, as well as estab- 
lished ones. 

There are many ways of advertis- 
ing but only a few of them are appli- 
cable to our products and target 
group. Advertising makes most 
sense when a group of subscribers is 
precisely the target group you want 
to reach. Or, when you advertise in 
a journal that is specially made for 
people looking for specific informa- 
tion. I'm thinking of, for example, 
special catalogues made for 
congresses and events. Our target 
group is not interested in lovely 
layouts or unnecessary flourishes in 
advertisements. They are perceived 
as a hindrance to clear reading and 
besides, a relation can be drawn 
between expensive-looking adver- 
tisements and the comparatively 

l 
high prices of our publications. ESP 
publishes more than 600 journals, a 
good place for our own 
advertisements. 

~ d e  greater part of our promo- 
tion budget is spent on direct mail. 
This involves sending out personal- 
ized sales letters, brochures, cata- 
logues, etc. to specific groups of 
people. For ESP it is the most 
appropriate form of promotion 
because it enables us to concentrate 
our message directly on our target. 
If you address an individual in a 
target group by name, bullseye! But 
note, direct mail would not be a 
good idea for firms like cigarette 
manufacturers. They would never 
be able to collect the necessary 
names and addresses of smokers 
without running up huge costs. It's 
different for us. 

Firstly, this is because members 
of our target group occasionally let 
us know they would like to hear 
about our new products. Secondly, 
our authors are very interested in 
what others are writing about in 
their field. They belong to the 
nucleus of our target group and 
naturally we know them by name. 
Thirdly, we can collect valuable 
names and addresses by asking the 
organizers of relevant congresses to 
send us their list of participants. 
Exhibitors at specialist scientific or 
technological fairs are also potential 
end-users so we collect the cata- 
logues of these events. Besides all of 

these, we write to our external 
editors and ask if we may use their 
own mailing lists. 

Finally, we can always buy rele- 
vant address lists. Special bureaus 
sell or rent ready-to-use lists but 
though convenient, they can be 
expensive. Sometimes we buy direc- 
tories or guides: publications full of 
addresses in a particular field, 
which we then process into a mail- 
ing list. And last but not least, 
subscribers to our journals and 
buyers of our books belong to our 
target group and they too are 
included in a special database of 
names and addresses called 
ADIMAS. 

In conclusion, a few words about 
ESP's participation at meetings as 
an exhibitor. Booksellers consider 
few of our publications suitable for 
keeping in stock. Since we don't 
send inspection copies, the poten- 
tial end-user can seldom look 
through the contents of our books 
and journals before making a 
purchase. Now this is a big disad- 
vantage and puts a brake on sales of 
a good product. So to give those 
interested a chance to view our 
material, we try to arrange product 
displays at relevant congresses and 
symposiums. We ask the organizers 
to make our products available for 
inspection. After the meeting, in 
return they are usually allowed to 
donate the material to a library of 
their choice. 

ESP hires stands at the most 
important meetings where much 
more material is exhibited. These 
meetings are selected from the enor- 
mous range of events announced in 
various professional journals. 
Marketing and promotion staff 
attend the bigger meetings person- 
ally and, by discussing our products 
with delegates, contribute to that 
optimal communication required 
by ESP's marketing objectives. 

9 



NFB Catalogues 
As Clive Ewing mentioned above, 

the product information for New 
and Forthcoming Books and Jour- 
nals (NFB ) is based on details 

I o sell a product, you have to advertise it. 
All publishers employ people to make 
advertisements for their books and jour- 

nals and ESP employs copy editors (known as 
copywriters in the US) to do this. Clive Ewing 
is one such copy editor. Here he offers his 
view of "one of the nicest jobs at ESP". 

A Word on Blurbs 
Publishers of novels use exaggera- 

tion in their advertisements quite 
freely. Instead of saying "This novel 
is quite good", the blurb on the 
cover reads "The book that will 
change your life!!! A steamy saga of 
a maiden tom between two million- 
aires until destiny reigns in this 
gripping blockbuster ..." 

However, ESP relies on accuracy. 
Scientists trust the quality of our 
products and therefore must be able 
to trust our advertisements. Making 
a reliable advertisement on time is 
not a simple process. Copy editors 
work to deaqines - books are 
published as quickly as possible, 
and they must be advertised even 
sooner. 

An ESP copy editor makes an 
accurate advertisement by exercis- 
ing judgment and by maintaining 
good contacts with everybody in the 
publishing process. The authors1 
editors are consulted before and 
after, because they know their work 
better than anybody else. The 
acquisition editor knows why we 
are publishing the book. Desk 
editors and production people have 
the hard facts such as the exact 
contents, ISBN, when the book will 

10 

be ready for sale. The management 
decides the price. So the copy editor 
assembles the advertisement by 
making sure they receive the right 
information on time from a number 
of sources. 

The blurb is based on what the 
authorleditor has written. Some- 
times they provide us with perfect 
advertising copy which can be fed 
straight into the database, ready for 
our monthly New and Forthcoming 
Books and Journals catalogue, desk- 
top publishing or powerful typeset- 
ting machines which produce ads, 
brochures, catalogues and fliers. 
But sometimes the blurb is the 
result of diligent editing, words 
selected from various sources, 
combined to form an accurate 
description that will tell the poten- 
tial reader what they want to know 
about the book. 

So if you are walking along a 
corridor in one of the ESP buildings ' and see a harassed-looking individ- 
ual trying to do about four things at 
once surrounded by piles of files, 
this could be a copy editor on a 
normal day. If they are simultane- 

' ously typing at a terminal, talking 
on the telephone, proof-reading, 
and trying to answer someone's 
query about an obscure publication, 
then you have almost certainly 
found one of this rare species. If 
you need their services - for exam- 
ple, their English education and 
mother-tongue enable them to spot 
grammatical errors a mile away - 
trv to understand that certain things 
have priority: the can, on1 do four . 
things at once. 7' , L+4,F;mr m 'i#,'w*, - .A.L*~,  S;Ik 

provided by authors and editors 
and compiled by many copy editors 
at ESP. "As a result," explains Avis 
Fisher, who heads the catalogue 
department in Amsterdam, 
"producing NFB involves masses of 
coordination with all of ESP's 
promotion departments. Happily, 
none of them ever miss our dead- 
lines. We've always managed to 
publish an issue of NFB on time." 

Twelve times a year 6,600 copies 
of the Amsterdam edition of NFB 
are distributed as follows: 2000 to 
international booksellers; 2000 to 
major academic libraries; 1200 to ,* ..&- 
international agents and ESP affilidh ~a 
ates; and 350-400 to selected stand- 
ing order customers. The remaining 





Marketing Manager J. Kumar Patel 
Likes the Spice of Competition 

66 
ost people call me Kumar 
which means 'prince'," says 
Jyotindra Kumar Patel, the 
new marketing manager of 

Elsevier Advanced ~echnology 
Publications in Oxford. Apparently 
he was named after some race- 
horses. Very near the time of his 
birth, there was a race and the 
horses in the first three places all 
had 'prince' as part of their names. 
It comes as no surprise then to learn 
that nowadays Kumar Patel has an 
avid interest in the Sport of Kings 
- horse-racing - and thorough- 
bred horses in particular. 

Kumar was born in 1957 in 
Nairobi, Kenya, but when he was 
four his family moved back to 
India. Another four years later, in 
1965, the Patels arrived in the 
United Kingdom, settling in 
Nuneaton, Warwickshire, which is a 
small town in the Midlands region 
of England, close to Coventry and 
Birmingham. 

He went to a Roman Catholic 
school in Nuneaton for the simple 
reason that "my father decided it 
was the best in town. I remember 
being top at maths and bottom at 
English! For many years until my 
younger sister joined I was the only 
Asian pupil and this was certainly 
character forming." 

Young Kumar was in the Air 
Training Corps, a voluntary cadet 
organization encouraged by local 
communities "to keep kids off the 
streets." He joined, aged 13, 

King's College, London. 
Following a nice long holiday in 

North America. in November 1 979. 

New marketing manager i Kumar set out in the business world 
Advanced Technology Publications, Kumar by joining Applied Science Publish- 
Pate1 has a sporting interest ers a marketing assistant. Kumar 
- he's oleased to be able to candidly admits that at first he Was 
tins arewinners. What's thesi&et?~cco;dina I not even aware of the name Else- 
to &mar the best racehorses tend to have th; 
mart consistent form. 

together with a few friends. "We 
were all interested in flying, of 
course, and many of my friends 
subsequently joined the Royal Air 
Force. The ATC was very good for 
improving discipline and leadership 
qualities. At 17 I was lucky enough 
to be selected to represent my 
town's squadron for an annual 
camp in Germany, at the most 
advanced Nato airbase only 30 
miles from the East German 
border." Told that in the event of a 
war the base was expected to 
survive for 48 hours, Kumar says 
that in reality it would probably be 
over-run within four hours. In fact, 
the food was so bad that the cadets 
thought war must be imminent. 

Kumar wanted to defer his career 
choice until afte; attending univer- 
sity. Although his parents and 
career advisers pointed him in the 
direction of scientific research, 
Kumar preferred to go into busi- 
ness. Therefore he chose a broad 
based subject and subsequently 
earned a combined honours degree 
in Mathematics and Physics from 

m PERSONNELPROFILE 

vier, nor its connection with the 
UK subsidiary. "Only after Otto ter 
Haar (then ESP chairman) visited 
our office, did I discover that we 
were part of a substantial multina- 
tional company. The revelation 
certainly came as a surprise," smiles 
Kumar, "considering we were then 
working in the middle of nowhere 
in a run-down building prone to 
leaking in thunderstorms and inva- 
sion by ants in hot weather." 

At the time Applied Science 
Publishers was located in a ware- 
house with limited facilities - to 
say the least - on the Rippleside 
commercial estate (industrial park) 
outside Barking, which is about 10 
miles ( 17 km) east of London. 
"Since I lived south of the River 
Thames in Clapham, about 20 
minutes from the city centre by the 
underground system," adds Kumar, 
"commuting to work was taking a 
full hour. I persevered, but expected 
I'd be leaving for a more technical 
marketing career such as computer 
sales." 

However, Kumar's responsibili- 
ties at Applied Science were 
increasing in terms of the product 
areas he was covering and so he 



concluded that his prospects were 
as good there as anywbfiels. 
Despite the long comute every 
day, he decided to stay and broaden 
his marketing experience, 

In 1 98 1 Kumw was promoted to 
UK sales and exhibitions manager, 
responsible for liaison with the 
book trade and organising-and 
attencling exhibitions and book- 
fairs. That positiun soon developed 
to cover Europe and the Middle 
East. "In April 1982 I went to the 
first A1 Fateh University Bookfair 
in Tripoli, Libya, together with 
some other publishers' representa- 
tives," he recalls, '"and we arrived 
at the university with no confwed 
hotel boaking, A major African 
congress was taking place at the 
same time and na roms wre  pail- 
able. So the resourceful organizer of 
the beokfair despatched his cadre of 
students in their brand new Volvos 
off to the the centre of Tripoli and 
within two hours we were found 
accomodation. I swpect some 
people had bsen dumped into less 
modem hot& for our hemfit.'" 

Invhd tQ attend t$e mond 
hold& h 19M3 &,t the last 
moment K u m r d ~  ~ n c e  tbe 

the h k f a i r  coincided with the 

Elsevier Umbrella 

I 
and Della Sar as marketing 
manwr. Their experience in 
Amstmdarn greatly helped EASP to 
improve in tenns of image, quality 
and growth." 

Kumm also made a personal 
transition in 1984 by moving on to 
a new position as international sales 
manager, EASP. In interaction with 
the international sales department 
in Amsterdam, one of Kumar's 
main tasks was to integrate the 
EASP cul?.ure and products into the 
highly visible Ekevier b g e ,  which 
is recognised for quality of products 
and mvioe. "Over the years," says 
Kutma~, "my work W& made 
extremely easy &y the willingness of 
many friends in the sal@ depart- 
ment to represent EASP in all parts 
of the world. . 

' ' P e r h ~  the gresrtest amount of 
cooperation was in the area of 
boldairs,"' he continues. "Whereas 
in the p a t  W P  attended bookfairs 
with its own booth, after 1984 we 
begm presenting a single corporate 
image ander the Elsevier umbrella, 
The m y  and warid trade exhibi- 
tions were (ad still m) coordi- 
nated by W+R:me &wndmk, 
exhibitions manager. The very 
nature of organising exhibitions was 
such that we relied on out9i.de 
forces to provicb W with the news 
my detaiIs, Inwuiably that left us 
with a minimum mownt of time in 
which to ack I'm sure t b t  if Marid- 
Rose md I were not good ftiends 
tha  the joint oqmiation of SO 
many -eJcbitions wuld have b n  
e 3 w d y  diacsyft.'' 

kt D*, QtWr enjoyed 
m e b t  supgon fhrn  both Ran 
P-* the W& fulfilment 

, and EriC wood, the caiw- 
mm-. "Without their 

amperation in putting up with the 
an* numb ef Marity i n v ~ b  
iag & ahipmmt rtquws, the 
b&5~@9. fdr mby eJEhibitisns " 

w d d  RQVN h ~ v g b m  met." 
Rumw fkmmd the past s6cti8fying 

pm4 qf wl-fllB ~pportrtnity to 
get c$sy &m o ~ a  endon- 
atqmIt qad tNvei dVttfaem to stx 
~~~, end b W e t 5 .  ''1x1 
@is S w@fortuaate receive invd- 
hele ~ c i a n c e  from the indomita- 

I ble RW &U$; Recently in 

particular, we foamed on the Far 
East and have! seen s o g ~  s p e a w h  
growth in f apan, where senior ales 
manager H h  Qgwa md his 
colleagues at the Tokyo offtce. have 
done a tremendous job in imgxov- 
ing the profile of EASP." 'llmu& 
the efforts of Jesse Andrime, 
Kumar also helped to coordinate 
the EASP sales to special university 
projects in Indonesia, funded by the 
World Bank. "These one-off proj- 
ects.are highly desirable since they 
are unexpected and add consider- 
ably to our profits on book 
publishing." 

In December 1987, Kumar was 
asked to take over the Marketing 
Services section in order to assist 
EASP's marketing manager, Andy 
Wma,  and develop his own 
management skills. "I was keen to 
accept the extra responsibility," he 
confides, "but must say I was disap- 
p a t 4  to move away from the 
m @ e  of stiles. My job was to 
ensure the smooth working of %h@ 
depahmat and that incorpa~e4 
exhibition and direct mail iooordi- 
nation, .catdope producttim and 
cusb;mnm m i m s .  I h continued 
m$ Srzzes irok, although for once this 
was m m  desk-bund." 

The rapid growth of Elsevier 
A d v m d  Techndogy Publiatiaas 
(EATP) in Oxhrci mvided 
K ; u u  wia m opportunity to 
ad~anw hh weer a@n, much 
eadim than expwtd Ha is Ernkisg 
fcmmdtocmmiqt.ogripswith.zhe 
new job3 EATP mdmSjn8 mmmpry 
which frt?- strvtd do* bn J m u m  
1,1989, "Yo I'm pleased to have 
joinM the bam at Oxfoql. The 
mast ek i t i q  af m 
h e m s P * t o w ~ t & ~ m i s  
ewsntially withia the MwMP/ 
c o m ~ t  smbr. Hmdc 
EqATP n i a n m  diredat ) ha(s 
emphasised the di~ersifi~tioaX 

&m our tradition4 w-c 
au&eiqa mwket-o@.entd 
approach involve$ cre8,tiw signifi- 
cant mv&ues not only fxwa 
~ ~ b s ~ i p t i o t i ~ ,  bat &&m. d g r -  
encet arid (idvertisiqg- A t h o w  
sueh activities am syd id  and 
invdve a greater ride than academic 
publishing, I see this as a natural 
development for Elsevier.'' 

T b  com~tition in the pm& 
sionolt mark& is certddy toughg twt 
Kumar Pate1 gives tha impressim 
he enjoys it. "It's like b a e ~ m e i ~  
you m, with that elmmt of risk. 
One day 1 hope to have a few epaad 
horses of my own. That i s  a difllcqlt 
target too but r a y ,  I believe it can 
be donee! 1 like spicy foad,"' &S 
with a laugh, "and w o W t  lffs be 
dull without the spice of 
competition.'" 

+- 
- l. 
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Welcome 
The Supervisory Board of Elsevier 
NV has appointed Louk van Vollen- 
hoven as its member to coordinate 
on a daily basis all matters relating 
to Elsevier Science Publishers with 
James Kels, chairman of ESP. 

Sheilr O'Reilly joined the 
Economics & Operations Research 
publishing unit of the Physical 
Sciences & Engineering Division on 
October 1, 1988 as secretary to unit 
head Joop Dirkmaat. 

Natalie Spearman joined the 
PSED Materials Science & Engi- 
neering publishing unit on Novem- 
ber 1, 1988 as secretary to acqusi- 
tions editor Bas van der Hoek. 

Sandy Grimwade was appointed 
director, New Business Develop- 
ment, on November 14, 1988. He 
reports to Michael Boswood, presi- 
dent of Elsevier Science Publishing 
Co. Inc., and is based at Eidetic 
Knowledge Systems, a division of 
ESPC located just outside Philadel- 
phia. 

Most of his time will be spent 
determining the scope of Eidetic's 
publishing program. In so doing, he 
will serve as contact point with 
other ESP divisions for publishing 
opportunities related to Eidetic. 
The remaining time will be spent as 
an internal consultant advising on 
and taking part in the establishment 
of new projects. 

It is a special pleasure to welcome 
Sandv Grimwade back to ESP as he - -. - 

Today on November 

B 
seen on a warehouse wall at Didis B!. 
boat holiday in ~ n g b d .  Says Car[, NOW w ~ L r s w * v  

ESP ~ t d )  does on holiday!" 

Derek Tuite was appointed finan- 
cial controller of Elsevier Scientific 
Publishers Ireland Ltd, on Decem- 
ber 1,1988. He reports to ESP1 
general manager, Ed Buckley. 

Hanneke Schreuder joined the 
MCD/BMD on January l ,  1989 as 
a trainee area manager. 

Transitions 
Margot Lammers, formerly a 
section head within the Editorial 
Production departments of the 
Excerpta MedicaIEMBASE 
Publishing Group, became assistant 
to Lindi Belfield, product manager, 
Excerpta Medica Printed Products 
on November 1,1988. 

Arie de Ruiter, formerly head of 
the PSED Physics I publishing unit, 
was appointed PSED Research & 
Development worker on January 1, 
1989. As a result, the Physics I, 
Physics I1 and Materials Science & 
Engineering units, will be reseg- 
mented in two units/publication 
programs, each directed at its own 
market and headed, respectively, by 
Joost Kircz and Hans Roosendaal. 
The latter will also be responsible 
for policy coordination between the 
new units. This reorganization 
should have no further conse- 
quences for PSED personnel. 

PSED marketing manager Keith 
Foley, who last year assisted PSED 
managing director Herman Spruijt 
with the Marketing portfolio, has 
stepped down from those duties to 
concentrate on new business 
ventures, such as Eventline. 

adviser, 

.m 
Hans Roosendaal took on 

Spruijt's responsibilities for the 
PSED Marketing portfolio on Janu- 
ary 1, 1 989, and replaces Foley as 
project leader and chairman of the 
Marketing Platform. 

Farewell 
BMD desk editor Sonja Alleyn left 
ESP on November 30,1988. In 
addition to representing the BMD 
on the ESP Company Council, 
Alleyn was executive secretary to 
the Central Company Council for 
all Elsevier affiliates in the 
Netherlands. 

Bob Blanken and Piet van Essen, 
formerly chief executive editors of 
Excerpta Medica, retired on 
December 3 1, 1988 after, respec- 
tively, 19 and 18 years with the 
company. Bob Blanken concen- 
trated on editorial and scientific 
matters, with, in later years, partic- 
ular emphasis on thesaurus devel- 
opment for EMBASE, while Piet 
van Essen took care of administra- 
tive, financial and planning aspects 
related to Excerpta Medica's exter- 
nal editors. Best wishes to both for a 
happy and fruitful retirement. 

This issue ESP World bids a fond 
farewell to Jan Grijpma and Arie .de 
Ruiter who have been Editorial 
Board members since the inception 
of the magazine two and a half 
years ago. Many thanks to the 
"founding fathers" for their enor- 
mous contribution to the creative 
development of ESP World. 



Elsevier Advanced 
Technology 
Publications 
Security for Small Computer 
Systems 
Edited by Tricia Saddington 

Stand-alone personal computers, 
wordprocessors and minicompu- 
ters, or any of these linked together 
in networks, are increasingly 
vulnerable to a range of potentially 
catastrophic threats to security. The 
obvious answer to countering sabo- 
tage, espionage, fraud and systems 
failure is to implement security 
measures. However, there is a 
multitude of security products on 
the market which makes selecting a 
suitable security package a complex 
task. 

Security for Small Computer 
Systems is a new book which 
addresses this problem. Easy-to- 
read (no computer jargon) and 
amusingly illustrated, it is aimed 
specifically at non-technical users. 
Each chapter covers a different 
aspect of security and concentrates 
on practical protective measures. 

For technically inclined readers, 
appendices deal in more detail with 
access control methods, describing 
for instance, how to improve the 
use of passwords. By the way, 
research has shown that very few 
words are used as passwords by 
large numbers of users. For exam- 
ple, in Holland "GEHEIM is the 
most popular password and in the 
UK "SECRET" is. Change your 
password now! 
More information: Robin Arnfield 

Excerpta Medica 
AIDS (Section 54) 

In January 1989, Excerpta 
Medica begins publishing a new 
abstract journal devoted to all 
aspects of acquired immune defi- 
ciency syndrome (AIDS), naturally 
a subject of enormous international 
concern. 

Section 54 is a unique secondary 
information product which 
provides users with comprehensive 
and easy access to what is being 
published about AIDS in the world 
literature. Volume 1 will consist of 
ten issues containing about 2,500 
citations in total, most of which will 
include fully cross-referenced 
abstracts of the original published 
article. Each issue also contains 
author and subject indexes; these 
will be cumulated in the last issue of 
the volume. 

The Excerpta Medica current 
awareness abstracts series has bene- 
fited considerably from major 
editorial enhancements to 
EMBASE, the database source of 
the printed products. These 
improvements are reflected by an 
eye-catching new cover design, not 
just for the new section on AIDS 
but also for the entire series of 
abstract journals. 
More information: Jan Jansma 

North-Holland 

Information and Decision 
Technologies 
M.G. Singh & A.P. Sage, editors-in- 
chief 

Information is recognized as a 
basic resource and an important 
factor affecting productivity at all 
levels: individual, organizational, 
national and international. Infor- 
mation and decision technology 
provides people, industry and 
government with the basic tools 
necessary for enhanced communi- 
cation through the 'better' use of 
information. 

When this journal, originally 
titled "Large Scale Systems", was 
founded eight years ago, there was 
considerable interest in the applica- 
tion of information sciences to large 
physical systems. As success in this 
area continued and matured, and 
with the advent of new generation 
computing hardware and software, 
it was only natural that interests of 
researchers in large scale systems 
would expand to include related 
areas, in particular advanced infor- 
mation technology and decision- 
making aspects of control and 
system theory. 

To reflect this change to the full- 
est, the title of the journal was 
changed to "Information and Deci- 
sion Technologies". 
More information: Liesbeth van Meel 
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%B @$&er of two films presenting Elsevier 
~cience%~lisl i irs~ ext&&iilbontPcts and 
new employees was attended by the Eirvier 
Board of Exeeytive Directors. More .. - 1 ' 

i screeriings have taken place. for ESP directors 
- and (shown above) an enthusiastic awtience of 

=Pen which included many'.people who had 
taken part in the films. Videos of both 
productions are new available. 

LLL 

ESP World, is an internal publication of 
Elssvisr Sclsnce Publishers. 
It appears six times a year, in January, 
March. May, July, Septedaera+ 
Novem ber. 

ESP World welcomes material 
submitted by readers, written in 
English or Dutch (which will be 
translated). ESP World reserves the 
right to edit all material accepted for 
publication. Address contributions 

1 and other correspondence to: 
ESP World. 
El~svler Sclsncs Publlshers, 
Sara Burgerhartstraat 25. 

I 
1055 KV Amsterdam. 
The Netherlands. 
B(020) 5862 - 709 
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