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CoMMMunicate

Develop key competencies or externalise them
This case was written by Al Stewart, Pôle Universitaire Léonard de Vinci, France as a part of Leonardo da Vinci project “Moving towards the case method”.

It is intended to be used as the basis for class discussion rather than to illustrate either effective or ineffective handling of a management situation.

A very interesting case
 
Mme Anne Clare probably has the most wonderful smile in the world! What more can I say? It just lights up everything it touches. I had only been in her office for five minutes, but already I found it hard to concentrate on anything but her smile. Without noticing it, I found myself making all sorts of conjectures - just like a tourist looking at the Mona Lisa's enigmatic smile in the Louvre. Suddenly I remembered that I was not a tourist. I was a professor / consultant on a mission for our campus company, and I was supposed to be taking notes. "I must be overworked," I said to myself, and promised myself to take some time off to relax. "Sunday, I'll go and browse around the Louvre," I thought.

I struggled to take notes as she answered my question:

"Until recently, corporate communication on the internet was marginal, whereas today all our clients want web-based communication as well as traditional media. If ever one of our competitors obtains a contract for the web-based part of the campaign, it will also take the traditional media part and we will lose that client. So our principal problem is to identify the competencies we need, internally and externally, to satisfy our clients’ demands.

Secondly, costs are extremely important because this is a fiercely competitive market.

Another major change lies in the fact that until a few years ago, the people who ordered from us (usually the Marketing Dept.) were not very organised and depended on us for loyalty, expertise and a deep understanding of their needs. Now, the Purchasing Department is king of the castle within all our client companies.

Furthermore, the actors on this market were frequently quite small units and did not have much mean to long term strategy. Now our competitors are more and more organised and there is a great deal of strategic reflection.

Last but not least, our contacts in companies now ask us to work with LCC’s – Low Cost Countries or to use a more positive expression Lead Competitive Countries. Most of our print and even data processing and image processing is sourced in LCC’s today."

Mme Clare took the time to spell out the importance of this last phenomenon. 

"There is a major macro-economic problem", she said. "If we source everything in LCC’s in order to cut costs, we are creating unemployment here and we gradually take away the purchasing power of our clients’ clients. We’re obviously sawing the branch we’re sitting on."

I did not have to ask her how CoMMMunicate were facing the challenge.

"The LCC’s have the competencies, there is no longer any question about that. For example, here at CoMMMunicate we have about twenty creative specialists; we have a supplier in Mauritius with a very similar set-up to ours, with 130 such specialists! If you examine the processes in this business, you realise that an enormous amount of time goes into validating the job at every stage – images, colours, patterns, proofreading, first drafts etc. The client has to follow and agree to the project step by step, as it is built up. This is very hard to do when you have 4000 kilometres between your creative team and your client. We have decided to invest in equipment that will reduce the time taken to check and validate the project at every stage of the process; that is how we are going to cut costs in the face of LCCs."

"But with so much pressure on costs, how do you manage to convince your shareholders to let you invest?" I asked.

Anne Clare smiled and again I seemed to lose my train of thought. I suddenly felt hot and weak and realised that these were the symptoms of the 'flu.

 "… one needs the force of conviction … the Group!", she was saying, when I managed to get a grip on the situation again. 

"It’s not easy explaining to them why we must invest. However, my PBT (profit before tax) and ratios are good, even better than many advertising agencies, so they listen to me. You have to keep a balance between short-term profitability and mean to long term strategy – if we fall below a certain threshold of profitability then we are in the category of companies 'under scrutiny' and we lose our autonomy."

"What is the threshold?" I asked.

"It’s no secret, really. Everyone knows: it’s 15% per year. Below 15%, you need 3 signatures just to take on a student for an internship, and if you even want to employ a temp the signature has to come from Head Office in New York. We have strict obligations as far as reporting is concerned. That’s why we have to remain extremely vigilant. We need to have a clear direction – as I said, our orientation is investing in equipment that will reduce validation time – and outsource whatever can be outsourced. For example, we can send jobs like blanking an image to an LCC, but the creative tasks such as artistic retouching should be kept here inside the company. We must maintain creativity, design."

Anne Clare gave a concrete example of the challenge CoMMMunicate faces. 

"A couple of years ago, we charged 20 to 25 euros for blanking an image. Now, we can get it done overnight in China for 1.90 euros, and I cannot charge more than 7 euros for the job. The market just won’t allow me to ask for more than that price.

I asked her what she would expect of one of our students if she were to hire one today.

"Here’s what I would expect, and each of these points is 'and/or':

-          to help me to define the competencies we need on the internet-based part of the market;

-          to carry out commercial development, getting more and more clients to appreciate the value of our know-how and our excellence;

-          to maintain technology watch; benchmarking the tools our competitors are using is very important in this job (mind you, it is not that difficult because there is a lot of contact between people in this trade, so you can pick up what’s going on if you keep your ears open);

-          to help us define the right domains to externalise;

-          to help with supplier identification and evaluation.

We need young people to be trilingual – French, English and another language. Hindi and Chinese are becoming more attractive to us, of course, but the last young person we have employed is Polish – so she speaks French, English, Polish and Russian – and her language skills were invaluable to us in a recent campaign in Warsaw."

I was wondering how one of my students would fare in the company; on top of the graphic and technical skills, the pressure to cut costs and the fierce competition would be every day elements of his/her job. Not to mention the reporting imposed by the Group. I thought this aspect would be least familiar to a typical French student, so I asked Anne to describe it.

"Most of the reporting is financial, so the Chairman and I do all that. The most important task we ask of our employees here is the monthly internal and external invoicing procedure. We insist very strongly on that task. We are part of an American-based group, so Sarbanes-Oxley applies to us, too. Every subsidiary of an American company has to apply it. It involves mostly financial, IT and HR reporting. If we do not make progress every month on its application, we are controlled by an external auditor – at our own expense! France is preparing an equivalent. I believe it will become a sort of quality label, just like ISO did years ago.

It should be effective in about 18 months. I admit it is very heavy, there is paperwork everywhere now. Before, you could take on a student for an internship, sit him at a desk and give him a computer and a telephone. Now you need to fill in forms and get all kinds of signatures to be able to do just that."

"Well," I said, trying to adopt her attitude, "it must have been an enormous change of culture for the people here."

"People found it difficult at the beginning, but everyone got used to it. They had to change culture, because they simply did not have the choice."

"Still", I said, "it ties your hands, doesn’t it?"

"It’s interesting to be an SME inside an international group. Given our present autonomy, we recruit who and how we want, we have our own retribution policy and so on. On the other hand, the group can no longer function as an aggregation of SME’s with different identities and different brands. So CoMMMunicate and all the other companies in the group are going to adopt a single logo, with the same marketing interface with all our clients all over the world. The companies want to be able to rely on standard products and standard services. We are going to give them brand conformity, with a common web platform. Anyway, nowadays our clients are themselves global."

The she looked me straight in the eye and for a second I felt extremely strange - a sort of panic without any fear - and it took all my energy to focus on what she said.

"You must prepare the young people to meet those challenges. As you know, I was a teacher for some time. I remain amazed, when I speak with most university teachers, at how far they are from reality. They are in models, in abstraction, in theory … they don’t know what’s going on in the market."

In spite of my interest in this discussion, I was beginning to get worried about my health. However, I wanted to hide this from Anne. I decided to keep my eyes on my notes for the rest of the interview, so that she would not guess anything.

"That’s why we want to give our students authentic case studies based on today’s reality in SME’s, and we are grateful for your time," I said obsequiously. "We won’t take up much more of your time, but I have just one question at the back of my mind."

"Go ahead."

"Have you come up against reverse auctions, on your markets?"

"Of course! Even our main client has introduced inverse auctions. It brought the price down by 40%. That’s not the only problem, though. We have our own printing firm downstairs, and they have not yet caught up with the cost reductions expected by our clients on these deals. So we have to outsource our print; in fact, we have to buy it with a reverse auction, too. That’s an idea of the complexity of the market we’re in."

My eyes had floated up in spite of myself, and I just sat watching her speak, not hearing a word of what she was saying. I was completely lost when she stopped speaking. She must have noticed something strange, because she was looking at me with a mixture of amusement and curiosity. My face went red and I felt completely transparent - as if she could read every thought in my brain. I shivered, probably because of the 'flu I was catching. By means of an intense effort, I managed to say:

"I shiver … to think … euh … how our students are going to fare in tomorrow’s working world."

Anne smiled and commented with her inevitable calm, as if she had been meditating on the subject. 

"Our young people must move upstream, towards creation, design, anticipation."

"Wh… euh … what do you mean by anticipation?" I stammered.

"Just that: they must learn to anticipate. That’s where the added value is."

 

Reflexion
I stopped by a chemist's shop on my way back to the office, but the  symptoms had disappeared so I just bought some aspirin. I wanted to do a little research on the firm. This was no ordinary case - it was a very interesting case. CoMMMunicate's profits were higher, their added value stronger and their net profitability better than most of their competitors. Although the global market was increasing (+5.9% in 2005) the average actor on the market was doing worse than the previous year (-2 to -2.9%; source AACC jan-06), which meant that market share was changing hands. Compared with 10 competitors having similar turnover, CoMMMunicate showed best profits, best net profitability and best auto-financing capacity, as well as second-best added value and second-best return on net capital. Compared with 19 companies having similar capital, CoMMMunicate also showed best profits, best auto-financing capacity, 2nd best return on net capital, 3rd best turnover and 3rd best net profitability (staff numbers only 7th out of the 19). Finally, compared with 58 companies having a similar number of staff, CoMMMunicate had second best profits and auto-financing capacity, 3rd best net profitability, 5th best turnover and added value, as well as 7th best return on net capital.

As Anne had said, the principal problem was clearly knowing which internet competencies the market demanded and whether to develop them internally or externally. The question involved first clarifying CoMMMunicate's mission, its values and market position, and then its 3 to 5-year strategy. These had to be defined in the context of severe competition, mounting pressure on costs from clients' Purchasing departments, and the rising threat from Low Cost Countries.

The first thing I wanted to look at was the current set of processes in the company. I wrote up an offer of consulting services including the following steps:

· A flow map or a simplified Ishikawa diagram of all the processes would be drawn up; 

· then the HR contribution at each stage of each process would be mapped. This would inform about current competencies and would allow intuitions about which current competencies were related to high value-added stages of the processes. 

· The next step would be to decide which manual process could be automated, and what the cost/payoff risk would be. 

· Finally, based on the company's marketing strategy, future processes and future competencies serving them could be sketched. 

This would give a general answer to the question. I felt there was no point in wasting time going into the details of task-based skills. On the contrary, a very general level of anticipation would be useful because deep questions would come up about the nature of the business, the generic role people play in it, and the core competencies necessary for those generic roles. 

I explained my approach to my colleague Thomas before sending it off to my client.

"Don't you find this sort of thinking very tentative?" he asked. "Clients usually prefer a more quantitative approach."

"No, I don't," I replied. "The approach is classical - you find it in well-known cases such as Peugeot's automation of its manufacturing plants or the famous project "A CAP 2000" in Usinor-Sacilor. Anyway, I'm sure I can persuade Anne, who is no ordinary client. She's … well … special." 

Thomas raised his eyebrows. I must admit that in the two years we had been working together he had never heard me use this sort of tone. In fact, he used to tell me that he admired my very professional mentality, my capacity to think conceptually and to sift out any emotional or personal issues in my clients' cases. To be perfectly frank, I was myself surprised by what I had just said.

"May I ask you a question?" Thomas asked in his usual polite manner.

"Of course, go ahead," I answered, and my face went red again as if I had something to hide.

"Did you know Mme Clare before this brief?"

"No, I only met her today, for the first time in my life," I sighed.

I was beginning to think that I was ill again, when Thomas said something that helped me understand - at last! - what was probably happening to me.

"Yet you call her by her first name, you say you can persuade her, you say she's 'special'. Do you find her attractive?"

His question cut through my foggy mind like a flash of lightning. 

"So that's it!" I told him. "I admit I was fascinated by her rather wonderful - euh, very interesting smile. Momentarily, of course. Well, thanks for helping me solve that point. I never would have believed it." 

I decided to get a hold on myself and to eliminate any feelings caused by my client. I would concentrate on the case - the whole case and nothing but the case; a very interesting case. For example, once I had carried out the first steps of the study, the next big question would be how the new balance of internal and external competencies would allow CoMMMunicate to maintain15% ROI per year. Also, the retroactive effect on marketing strategy would be studied.

I wrote up my offer immediately, and called my client. I explained briefly how I wanted to solve her problem. After a short moment of reflection, she said:

"That's very stimulating, but I feel it is a bit too theoretical, a bit too far from the daily life of my company. I need something more pragmatic. I'm glad you called, because I wanted to inform you that our President has decided to put you in competition with another consultant's firm on this job. In fact, I've just had an interview with the second firm so I need a few days to consider your offers. Please fax me what you've just explained and I'll be in touch."

I felt as if I had been hit with a train - even though it was common practice to have two or more rival firms on a case. I had always been in favour of this practice, because it keeps consultants on their toes and it is good for the client. My present reaction was very unlike me - I believe I even felt a tang of jealousy! I could not ask who the other firm was - that would be impolite - but I needed to know what my rival was proposing. I decided to do something quite contrary to our campus company ethics - I called the reception at CoMMMunicate.

"Hello, CoMMMunicate? Yeah? This is Taxi Nine, I've just dropped off the client I took at your place, but he left his umbrella in the cab. Can you tell me his name and address, please? Our lost property office needs it."

"Ah, you must mean the man from Uncle Consulting, let me see …"

"Yeah, that's it. He told me he was a consulting officer or something …"

"Here it is … Jean-Michel Ravel, Uncle Consulting, 15 rue Gridel, Paris."

"Thanks, mate. Goodbye."

Ravel! I knew him pretty well - a tall, well-spoken fellow. We had worked in different departments of the same company ten years before. He was very athletic and a keen horse rider; in fact, he had broken nearly every bone in his body in different riding accidents, and still had a slight limp. He viewed all of life as a competition.  I also knew his consulting line. He would propose the classical approach: to retain and motivate rare talent in an inner circle, to hire and fire more available talent, depending on the level of activity, in a second circle, and to develop partnerships with external providers of very common competencies (such as schools, temp agencies, sub-contractors). His added value was in his definition of the centre of the bull's-eye: "talent managers", whose job would be to maintain the right balance of internal and external competencies. I disagree with such policies because motivated, creative people need three sorts of stability: post, perimeter of responsibility and partners. That's a paradox that Ravel can't understand. 'Hire and fire' according to the quarterly profit ratio - that's his approach. Easier said than done! 

I thought I would add a further dimension to my offer. The case seemed to need a conjunction of HR anticipation, marketing strategy and knowledge management. To be perfectly sure of covering all the issues, I would draw up a matrix based on the principles of Knowledge Management crossed with the processes in CoMMMunicate. The problem would be synthesising the processes and finding KM principles that would have pragmatic value in this context. I was looking forward to going back to see Anne again. After all, it was a very interesting case.
Second Interview 
Although I had analysed my feelings and decided firmly to remain in a purely professional position, I found it hard to resist a sudden impulse to buy a bouquet for Anne at the flower-shop near her office. I also decided to refer to her as my client and to stop using her first name. I told my client that the case seemed to require elements of Human Resource competency management and also elements of knowledge management (KM), but strongly anchored in the highly competitive and uncertain sector of advertising publishers. I asked my client if CoMMMunicate had explicit KM policies.

"We offer KM tools to our customers and so the know-how and the culture is part of CoMMMunicate. Similarly, we try to monitor new and emerging solutions in our field. To implement KM for our customers you need the right tools, so we carry out a market study to see if those tools exist. If they don't, then we must decide if it is feasible to develop them here. If they do, the next question is how much they cost and what they bring for the price. That is to say, value for money.

The computer-assisted collaborative tools we offer are part of the solutions we offer for Brand Asset Management. Both the implementation of Brand Asset Management in companies and the tools used are evolving very quickly. I told my staff, at a recent meeting, that it is urgent for everyone in CoMMMunicate to acquire the right level of awareness about how technology is evolving. We can't be expected to buy the right technology if we don't know what's on the market and what's coming next."

Anne made an important distinction between the know-how CoMMMunicate currently uses, and the capacity to get the job done using internal and external competencies flexibly, efficiently and well. I thought this was an echo of Ravel's offer, and I felt my heart sink down to my heels. I bravely rose to the challenge, however, and said:

" Your project managers are at the centre of your processes - it is they who must decide on the right 'competency mix' across walls, across frontiers and across hierarchies. They must decide simultaneously on what mix is right for their customers (and think about future developments) and what is right for CoMMMunicate."
She thought about this for a second, and said:

"That's a good point."

This made me feel as if I had won a gold medal, and I had to remind myself to control my feelings and concentrate on the case - just on the case.

"At a meeting recently," she continued," one of our project managers argued that the heart of the trade had changed. I don't agree. The heart of our trade has not changed - it's still advertising publishing. However, the media have changed; we are no longer working primarily on paper. We are not simply producing coloured marks on two dimensions. But the heart of the trade was never reduced to that - only outsiders think that. We have always created concepts that help our customers to valorise their offers. That's still what we are doing, but now it's on different media."

She went on to give a striking example. 

"We are already involved in a new activity based on emerging technology - working in three dimensions without using an image. It is all based on digital files provided by customers, and it allows us not only to eliminate the shooting phase, but also to eliminate any need for the physical availability of the object itself. Our goal is to perfect this technology for our customers in the advanced industrial sector. In fact, the technology has been used for three years by our branch in Japan. That's because our engineering client is based in Tokyo, so they have the digital files at hand. When a client in Europe asked us to use the same process, we said 'OK, fine, but you must give us the digital files.' It took them a little while to sort that out, but now we have the files and we're developing the expertise for a project this year."

"That gives some idea of the speed of technological change and the rapidity expected by clients",  I said, taking as many notes as I could.

"You even hear people saying that our trade is dead!" she added. "It's not dead, it has just moved upstream."

"Are your competitors moving upstream, also?" I asked.

"Our main competitors are Musicom, Gung hO, Alice-in-Wonderland, and Maztec. Musicom is a subsidiary of France's leading communications group, but it is doing very badly at the moment. Gung hO have invested in some specialised tools. Alice-in-Wonderland is investing very heavily, and so is Maztec, but both of them have decided to limit the range of services they offer, whereas we want to broaden our offer as much as possible. We cover publishing in different media, Brand Asset Management, computer-assisted collaborative systems, as well as services such as helping our customers with the acceptability of these tools by their teams."

"That's interesting," I said, "isn't that a consulting service in change management?"

"Yes, we offer change management consulting services. It grew naturally out of our experience: the acceptability of new tools and new processes differs from company to company, and from profession to profession. We have experience working on this with people from marketing, production management, manufacturing … but the most resistant to change are definitely the Marketing people!"

"I fear you may be so far ahead of the rest of the field that benchmarking your direct competitors won't help much."

"Not really that far ahead. A short while ago, a couple of British firms, Thames and Severn, attacked our market very aggressively. They had already made the move towards Brand Asset Management services, and they wanted to move in here. They targeted people in Marketing, in Post-production, in Publishing and so on. They made a lot of headway on the market and so most of our prospective clients are aware of the offer. We reacted as strongly as the attack. In fact, we hired a team from Severn and matched their offer."

"How did you manage that?"

"By paying more, of course. In fact, the team were discontent because Severn had made promises and not kept them. It so happens that our motto here is 'we keep our promises'".

This made me think that she would be open to my argument about the necessary stability of teams, and I was in a hurry to explain it to her. I did not want to interrupt, however. She continued:

"The incident is significant: it shows how vital it is to keep watch on the market, on technology, on what customers want and what the competition is offering. Watch is vital - I mean what you call "business intelligence" - technology watch, market watch and so on. Following that, we have to develop the right competencies in our team. We shall probably begin through association, from the contractual point of view. Then take in talent progressively, on a more permanent basis."

On hearing this, I thought to myself: "It seems like Ravel's arguments have been persuasive", and I could not prevent myself from also thinking: "Or else it was his charm." I was not sure that I would appear more attractive on this point, so I changed the subject completely.

"Have you ever considered vertical integration in a Low Cost Country?"

"Who hasn't? We are currently examining the possible purchase of a firm in India."

"You told me last time that your clients explicitly ask you to sub-contract in L.C.C.'s in order to reduce costs."

"Yes, and our clients all have their own market watch system. They too watch the market very closely, as well as the way technology is developing. As everyone is global now, they know what is being offered elsewhere, and how much it costs. We must be careful not to go faster that our client base. Creation is cultural, you know. What works for the Marketing population in one country will fail miserably in another."

"But technology is universal, and that's what's leading the dance now, isn't it?" I said.

Anne smiled. 

"Technology is not as universal as all that. First of all, you will notice that the penetration of technology is very different in different countries for no apparent economic reason. Secondly, we all have telephones and traffic lights, but the Germans and the Italians use them differently."

"True," I admitted. There was simply no argument stronger than that smile. It was finally becoming obvious to me that I was fighting a losing battle against myself. Antonio Damasio is right - you cannot separate reason and emotion, they are inextricably and fundamentally inter-linked.

Anne was explaining: 

"We are now working on the creation of 3-D from digital files, but it has been used in Japan for years. Our project looks like an international jigsaw: we are putting together pieces from different countries and different sectors. For example, one of the pieces is a German company by the river Saale in what they call their "Optics valley." Other pieces are here or in other countries, within our group network or outside it. The thing is, once we have harnessed the technology, there will always be a layer of creative work that is specific to time and place, to local marketing culture."

I cold not concentrate on what she was saying, and I feared I was losing vital information that would help me win the contract, and keep Ravel away from Anne. At that moment, it was the only thing I wanted. For the second time in five minutes, I took the risk of changing the subject completely in order to get back in control of myself.

"It strikes me that your offer is very wide," I said with the most charming smile I could manage,  "with advertising publishing on the one hand and Brand Asset Management with services which could include change management consulting on the other hand. How do you articulate both of them?"

"To put it simply," she began, "advertising publishing needs images." 

Then her portable telephone rang. She looked at the number, and said: "Please excuse me" and took the call.

"Yes … Yes … not right now, can I call you back in fifteen minutes?"

It must be Ravel, I thought.

"I'm terribly sorry, where was I?"

 
"You said you needed images," I said, in as neutral and gentlemanly a manner as I could.

"Ah, yes. We create images, stock them on our servers, retouch them, enrich them by adding sound, movement, other images etc. As soon as they are stocked on our server, they become what you could call Digital Assets. Digital Asset Management is when computer-assisted collaborative tools are used to make the image files available to our partners and clients. D.A.M. tools allow clients to access images, download them, search for image files with specific content, work on the colour, the sound or other aspects of the file, and so on. When the image files (or Digital Assets) have been adapted to a message the client wants to give - that is, when they serve a particular brand, that's when Brand Management starts. We can use the validated Digital Assets to create brochures, films, paper-based advertisements, online advertisements, objects, events and so on. We can update the files regularly to adapt immediately to evolutions on the customer's market or in his marketing strategy."

She glanced at her watch before continuing, and my heart visited my shoes again.

"So you see, it's still the same business: advertising publishing. It must be said, it's always been considered 'below the line'. It is not as noble as creation or design. That's where you find the stars: all those big names that attract attention and attract clients. But the publishing part, even if it's 'below the line', brings in 70% of the profits in the business, and pays for the so-called stars."

"Do you have your own stars?" I asked, just to prolong the visit as much as I could.

"Yes. We must also satisfy the expectations of our clients. As I said before, we don't have the choice."

"You frequently say that," I dared.

"And as we don't have the choice," she laughed, "we must transform the challenge into a pleasure!"

"That's very wise, I will repeat your phrase to my students. I'm not sure they know how to do that. In fact, I think young people today are frightened of the enormous challenges facing them: the growing flexibility and uncertainty of the job market, rampant globalisation, the role of low cost countries, the changes in demography, and so on."

"It's quite normal, most of them have seen someone in their family struggle with unemployment or underemployment, sometimes with exclusion. But the worst part is that there is no longer a sense of loyalty to the company. Let me give you an example. I recently interviewed candidates for the post of Art Director. I was amazed to find that these young people - they were about thirty years of age on average - mostly asked questions about time off! They asked about working hours, about paid holiday, about how they would recuperate any extra time they put in! I asked them if, for a shooting session in South Africa, they would call me on my mobile phone to ask about overtime recuperation. They seem to have retreated into themselves, huddled up with fear and with a lack of confidence in the company that wants to employ them, wants to give them exciting challenges. I'm afraid our young people today do not want to take risks. They must learn that taking risks is one of the pleasures of life!"

Sitting in the sun

Thomas was sitting at a table outside the bistro, enjoying the sun and watching Paris flow by.

"A funny thing happened today," he told me. "I was attending that HR conference I told you about, and I met a consultant from Uncle. When I introduced myself, he immediately asked if we were working for CoMMMunication - as if his life depended on it!"

"What did you say?" I interrupted, "what did he look like?" I spoke with such intensity that it made Thomas laugh.

"Hey, relax! And have a beer, for a start. Take it easy, enjoy the sun. I told him: 'No, not to my knowledge'. A middle-aged chap, nothing special. Had a bit of a limp, I think."

"Ravel!" I cried, striking the table with my fist. "How did he react to that? Did he say anything else?"

"Wow! I think I'd better go and see your client and see what all the fuss is about. I must be missing out on something. He seemed relieved when I said no. That's all. Then he made some polite conversation and made some excuse to leave me."

Thomas ordered a couple of beers, his eyes sparkling.

"How is your sentimental affair going," he asked, almost choking with laughter.

"It's not a sentimental affair! Don't be so silly - you know me better than that. There are two opposing approaches - mine and Ravel's, and I don't know which one the company is going to choose. It's just a case, but it's … it's an interesting case."

CoMMMunicate FACT SHEET
 

COMPETENCIES

 

Advertising publishing and consulting firm within a multinational group, CoMMMunicate offers advertisers its printed production expertise. Our know-how covers the whole graphic chain, from creation to logistics, from consulting to printing. It is because we combine relevant consulting with creation and the efficiency of our tools and processes that we can offer our clients a real optimisation of their published communication.

Our advantages:

         Integration on the same site of all aspects of the graphic chain, from creation to printing.

         Experience in direct relations with advertisers as well as with Agencies.

         The capacity to offer clients full externalisation of their communication production.

         Setting up of specific, flexible project teams.

         Perfect knowledge of complex multilingual media, organised for a large number of countries by an efficient commercial team.

         Setting up of powerful collaborative tools, open and personalised.

 

 

                                                                      TEAM

 

Nearly 50 professionals:

Creation ……………………………………8

Studio …………………………………….12

Photogravure……………………………….5

Image retouch……………………………...4

Information systems……………………….2

Administration…………………………….3

Project managers…………………………..6

Production…………………………………5

Delivery……………………………………1

 

 

SERVICES

 

Management of digital capital
Today’s companies have evolved. More and more tasks are carried out within work groups, spread out over different geographical sites and even different continents.

To respond to this evolution, CoMMMunicate has developed its methods through groupware and collaborative tools so that all participants can be associated to the project at every moment in time.

These collaborative tools bring together the resources of print, sound, video and multi-media.

That is how everyone can follow the progress of his project, access a logo data bank and an image data bank, download photos, visualise documents, annotate them and even modify them directly online.

 

Datareflex and Webnative: the system that administrates your digital capital.

Exploitable on intranet and extranet, it allows you to structure, share and certify all your digital data: paper, fixed or animated images, sound etc.

 

Workflow: how to follow up you local, international and multi-group projects.

Gantt diagrams, retro-calculation, tracking, time-stamping, file exchange, message centre.

 

Ediflow: Master your time and optimise your costs.

Extranet data capture directly in operating documents. Circuits of autonomous correction.

 

 

CLIENT BASE

 

Major European companies in the sectors such as automobiles, travel, hygiene, domestic products, paramedical equipment, retail distribution, tourism, chemistry, publishing etc.
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