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Le dialogue entre Ie mouve-
ment collectif Ras-le-bol et
I'Universitd du eu6bec i
Montr6al dvolue <lentement
mais sfirement>, dans le but
dbffrir une soupe populaire
cinq soirs par semaine aux
6tudiants d6munis.

pavillon Judith-Jasmin de
TUQAM.

Le mouvement, qui a com-
menc6 I'annde dernidre, sans
l'ava] de l'administration de
l'universit6, se fait au gXand
dam des caf6t6rias de l,6ta-
blissement qui estimaient que
la distribution de repas gra-
tuits leur faisait une concur-
rence d6loyale.

tent avoirleurwaie cuisine i
IUQAM, proposer des repas
cinq fois par semaine, au lieu
de deux actuellemenl etcrder
(un espace autog6r6> qui ac-
cueillerait des gfoupes de mu-
sique et des confbrences.

Pourle moment, c'est avec le
soutien de la soupe populaire

lePeopleb Potato de
Concordia,
qu'ils pr6pa-
rent les repas
dans la cui-
sine de l'uni-
versit6 an-
glophone.

#,4;
Soupe populaire i fUeAM

Coup de pouce
pour les 6tudiants d6munis

<De semaine en semaing il y
ade plus en plus de monde>>,
tdmoigne Maxime Roy-Al-
lard, 6tudiant en science poli-
tique i I'UQAM et b6n6vole

bdn6ficie du repas
v6gdtaliengratuitof-
fert par le Ras-le-bol
au dernier dtage du
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du mouvement qui 16-
clame le droit de tenir un
repas communautaire
dans I'enceinte de l'uni-
versit6.

D'aill eru.s, lors du der-
nier souper, jeudi, prds
de 200 personnes ont

" Un projet
p6renne,
Les 6tudiants
veulent monter

un projet pd-
renne. Ils

souhai-

d
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Pour les 6tudiants d6munis, une soupe populaire pr6sente unealternative aux caf6t6rias de I'univeisitb._'pxoiod;;;.^ . r,
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Note
j'ai mis ce petit article pour montrer des exemples où les étudiants tentent de prendre un peu le contrôle de leurs estomacs malgré des accusations de «concurrence» déloyale ... pensez à ce que cela signifie vraiment ...Est-ce que les végétariens sont un danger pour l'industrie  alimentaire  normÂle est-ce que les enfants du future devront se plier à tout les «bacons» de la gens ADULTE ?
Cela prouve en tout cas que s'il  est difficile de contrôler son estomac même là en ces lieux de haute gastronomie «mentale» goûteuse ... essayez pour voir d'agir et d'oser remettre en doute par exemple en ouvrant des «bureaux gratuits» de clinique santé mentale populaire AH ah hi hi hi ... vous  étudiants si malhabile  de psycho-101 ... Allons dont qui est sérieux à propos de la recherche de la vérité ? ...il  faudra pourtant arriver à trouver des vérités (fécondes )qui ne nuisent en rien ou presque aux commerces déjà en place ... sinon gare à vous et à votre impolite$$e de «néophyte» trop bavard et baveux et ... idéaliste ! 
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campaigns and zoned advertising programs for consumers located within a certain distance from a

store and even within specific city blocks. Newly developed technology makes it possible for mar-
keters to target an individual consumei standing in a supermarket checkout line or walking down a

busy city street. \7oody Norrist invention-called Hypersonic Sound emitter, or HSS-may be a

marketer's dream" \7ith technology that "shoots tightly focused waves of ultrasound," HSS can
transmit an audible message to a single person who may be standing 60 metres away from the trans-
mitter. No one standing on either side of the person will hear the message, and if the person steps to
the side of the target, the sound disappears. Think of the implications in a supermarket. As you walk
down a single aisle, you might receive one message as you pass the popcorn, another as you pass the
breakfast cereal, still another as you pass the crackers. And there are no loudspeakers. Already, mar-
keters are flocking to Norrist company, American Technology Corp., to sign up for the new tech-
nology. \7al-Mart and McDonald's are just two companies that are testing it. Several undisclosed
supermarket chains are eager to nab the product as well. DaimlerChrysler is considering installing the
technology so that drivers and passengers can listen to two different music systems without interfering
with each other. HSS may be able to provide the ultimate in relationship building with a large

Briefly
Speirliing

The question is not what

you look at but what you

see.

market.27
Technology can also create convenlsnss-1irns xnd

place utility-while enhancing customer satisfacdon and
building customer loyaIty. Imperial Oils Speedpass is a
perfect example. At Esso self-service pumps, customers
merely wave their electronic pass-attached to their car
keys-across an elecric eye to process payment for fuel.
This way, fill-ups are quick and easy-and payment takes

place right at the pump. Customers can also use their
Speedpass to purchase convenience items and automobile
supplies at the Esso stations, and they automaticallv get
Esso Extra points or Aeroplan Miles on eligible purchases.
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philosopher

Deline creativity.

Explain the concept of critical

thinking.

Why are both of these attributes

important for marketers?
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relationships between users and the technology, providing customized information based on users'

interests and levels of understanding. Interactive technologies support almost limitless exchanges of
information. They can help create customer satisfaction and boost customer loyalty. rWestJet Airlines

ra.tive marketing

the customer
ls the amount
e of information,r-"_^__^"___^*

ed from a marketer
,gh such channels as

rternet, CD-ROMs,
rctive toli-free

,;irone numbers, and
vinual realiry kiosks.
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et pourquoi pas hein? ah ah Pendant que le  marketing se raffine ...et vous ? ...J'ai trouvé ce livre(pour étudiant du MARKETING  CANADIEN) intére$$ang dans les poubelles il y a aussi le neuro-marketing où est-ce déjà la même chose ? A vous de juger ! Je me souviens d'une  scène d'un film de SPIELBERG «intelligence artificiel» où l'on voyait un citoyen marchant sur un trottoir quand soudainement mais suavement une voix de femme sorti d'un écrans géant souriante lui demande en l'appelant par son nom Monsieur Irving par exemple , s'il est satisfait de son nouveau pantalon acheter la semaine dernière chez SO and so ...? Je veux dire qui pose les questions qui  décide de la véra-cité ? L'université est l'endroit le centre de cette cellule qui dissémine les confetti du future immédiat vous serez les apôtres et vous direz :aimons-nous  les uns les autres comme des occasions d'affaires . A moins que... à moins que quoi? À plusse. 



UHAHAU ITHIS IIUli UF NUT.FUR.PRI]FIT MARKETING
The most obvious distinction between not-for-profit organizations and for-profit-commercial-
firms is the financial bottom line, business jargon that refers to the overall profitability of an organi-
zation. For-profit organizations measure profitabiliry by sales and revenues, and their goal is to generare
revenues above and beyond their costs to make money for all srakeholders involved, including
employees, shareholders, and the organization itself. Not-for-profit organizations hope to generate as
much revenue as possible to support their causes, whether it is feeding children, preserving *ild.rness,
or helping single mothers find work. Historically, not-for-profits have had less exacr goals and mar-
keting objectives than for-profit firms, but in recent years, many of these groups have iecognized that
to succeed, they must develop more cost-effective ways to provide services, and they muit compete
with other organizations for donors' dollars. Marketing can help them accomplish these tasks.

There are other distinctions between the two types of organizations as well, each of which influ-
ences marketing activities. Like profit-seeking firms, not-for-profit organizations may market tangible
goods and/or intangible services. The Royal Ontario Museum sells individual passes and memberships,
provides educational programs for adults and special Saturday morning programs for children (intan-
gible services), and sells reproductions and adaptations of many of its pieces (tangible goods). But
profit-seeking businesses tend to focus their marketing on just one public-their cuitomers. Not-for-
profit organizations, however, must often market to multiple publics, which complicates decision
making about the correct markets to target. Many deal with at least two major publics-their clients
and their sponsors-and often many other publics as well. Political candidates, for example, target
both voters and campaign contributors. A college or university targets prospective students as clients
of itls marketing program, but it also markets to current students, parenir of students, alumni, faculty,
stafi local businesses, and local government agencies.

A customer or service user of a not-for-profit organization may wield less conffol over the orga,
nization's destiny than would be true for customers of a profit-seeking firm. The children who are fed
and sheltered by Save the Children, Childreach, and similar organizations have less influence on the
organizationt direction than do affluent children who buy CDs at the local mall. Not-for-profit organ-
izations also often possess some degree of monopoly power in a given geographic area. An individual
contributor might object to United \fays inclusion of a particular local agency, but that agenry will
still receive a portion of that donort contribution.

In another potential problem, a resource contributor-whether it is a cash donor, a volunreer, or
someone who provides ofiice space-may try to interfere with the marketing program in order to
promote the message that he or
she feels is relevant. Or a donor
might restrict a contribution in
certain ways that make it diffi-
cult for the organization to use.

During a capital campaign to
raise funds for a new science
centre, a universiry alumnus
might make a restricted gift to
the university theatre instead.

NONTHADITIONAL MARKTT!NG

As marketing evolved into an organizationwide activiry its application has broadened far beyond its
traditional boundaries of for-profit organizations engaged in the creation and disribution of tangible
goods and intangible services. In many cases, broader appeals focus on causes, events, individuals,
organizations, and places in the not-for-profit sector. In other instances, rhey encompass diverse groups
of profit-seeking individuals, activities, and organizations. Thble 1.3 lists and describes five majlr

1. Give an example of a private sector
not-for-profit organiiation and a public

sector not{or-prof it orgadzatiofl .

2. Why do for-profit and not-for-profit
organizations sometimes :form

alliances?

3. What is the most ohvious distinction

between a not{orprofit organizatiofi

and a commer.cial organization?

@ Describe the

characteristics oI

not-for-profit

marketing,

ffi lOentity and briefly

explain each of

the five types of

nontraditional

marketing.
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tellement bien dit 
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QUE DIRE SUR CE SUJET  ÉNORME  des millions de publicité sont faites par des milliers d'universités immaculé-conception jamais imputable de quoi ce soit  ou si peu peut-être lorsqu'il s'agira d'argent où de sexe banal ...Mais si tout à coup cela concerne  la philosophie  la psychologie l'esprit maladivement mercantile de cet établissement au dessus de tout soupçon  le silence sera de rigueur et obligatoire car tout s'écroule si l'éducation se voit soudain affubler de vocable impur et équivoque ... la vérité est est sainte et restera SCIENTIFRIQUE ...Qu'on s'amuse dans des laboratoires à 100 millions je n'ai rien contre si on  me laisse libre de jardiner sur mon balcon avec mes canards boiteux ...mais l'industrie du microbe est en pleine expansion et moi je suis un poux pour eux ... et vous ?




