o o The page numbers are mconsrstently apphed and the quahty of the Table of Coutents D

L varres from GMOR to GMOR
e ':Som'e'sections, he’adingsvand subf—headings are not clearly distingui'shable‘; o

% Some tables are difficult toread.

| 4"-"2 7 Marketmg and Promotlon :‘

’ ,‘Partrcxpants d1d not endorse the concept of allowmg prrvate advertrslng or sponsorshlp in the l
o 'GMORs Many believed it would brmg the obJectlve of the GMOR into questlon :

L iEstrmates of an acceptable price for a GMOR varied widely between groups. The price that :

= ,'would be acceptable was related to the percerved value-added of the publication. A nominal .
| - -fée of anywhere from $10 to $50 would be about right; however, the price could be hlgher if
. .xthe 1nformatron contamed in the GMOR was percelved to have a higher value '

28 Pu_blish'ing options'

o Part1c1pants were generally more concerned about how useful the 1nformatlon would be rather

~ than how to access it. As timeliness was considered to be of critical 1mportance many

‘ partxcxpants could ot envision highly valued market intelligence rnformatron in the current
. ‘print format. They recommended that the information be updated quickly and have greater
- accessibility. There was general agreement that on——lme access would enhance the tlmelmess
of the 1nformatlon. ' -

’ Although electronrc access was w1dely endorsed it was not unanimous. Participants

- acknowledged that publishing ﬂexrbxhty had to be built in to the process because electronic -

access would not suit everyone. For those who could not access the information in that
'manner they suggested that a phone call and a fax might sufﬁce ‘

*The "higher tech" sectors such as aircraft repair and overhaul and packaging and labelling
equipment, were generally more 1nclmed to want to access information on-line. However,
:attrtudes towards on-line access was more related to how techmcally——onented companres
were rather than by what sector they Were in. For example, although many apparel .

- :manufacturers wanted only hard copy information, some of them felt that on-line access was
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