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Editorial

S is for Service T is for Turkies ??
Is Telstra an ancient term for dills?
Consider this..

Having received a promotional flyer for an offer for Foxtell Digital one of our members called the given
number. After wading through several layers of “if this is what you want press 2 or 3 or 5 or 6 etc,
member actually got a live person (after “your conversation may be recorded.....”).

Our member said she was interested in learning about the different digital cable TV packages and
prices. Explained they had previously had a Foxtell installation but were currently with Optus. Telstra
person asked twice in a vague tone, ‘what she was ring about??....And they put you through to
me???’ She asked our member to hang on a minute. After a period of listening to recorded messages
extolling the virtues of Telstra she reappeared and asked what the callers account number was. It
was explained to her again. “Oh well I am having an off day” our caller was told. “Would you hang
on again”? Another 8 minutes passed listening to the recorded virtues of Telstra being again and
repeated extolled. Caller gave up.

Is that typical?? Well later the same day another caller told me that she had called to get details of
long distance call rate packages (all I know about this is that Telstra people regularly call me spruiking
for my business in this area). She had the experience of dealing with their great voice recognition
system which kept telling her *I am sorry, did you say .... Insert any variety of constructs that were
not what was asked for.

Not impressive folks!

Brian Monger
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Quotations
"Big results require big ambitions."
- Heraclitus
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"If at first you don't succeed, try, and try again. Then give up. There's no sense in being a
damned fool about it."

- W.C. Fields

"Because its purpose is to create a customer, the business has two basic functions:
marketing and innovation. Marketing and innovation produce results, all the rest are
costs."

Peter Drucker
"The future's already arrived; it's just not evenly distributed yet."
- William Gibson, science-fiction writer
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Better Presentations

A presentation is an extended conversation
Use a theme to anchor your presentation
Open with a bang, close with a zinger

The middle can turn into a swamp
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Qantas Offshore Job Plan
Steve Creedy and Sophie Morris May 27

QANTAS is considering sending one in four long-haul flight attendant jobs overseas - up to 1020
positions in total - in a cost-cutting bid that has incensed unions.

Internal Qantas documents obtained by 7he Australian suggest the airline could send up to an
additional 650 jobs overseas as part of a plan, codenamed Hawaii, believed to involve a base in
London. An agreement with the union already allows it to hire 370 overseas flight attendants.

News of the proposal angered the Flight Attendants Association of Australia, which could not rule out
industrial action during enterprise bargaining later this year.

FAAA international assistant secretary Michael Mijatov accused Qantas executives "of padding their
own pockets at the expense of Australian employment".

The union was also upset at what it believed was a plan to employ 150 flight attendants on fixed-term
contracts and dump them when offshore jobs came on ling, he said.

Read more...
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Habbits

First you make your habits, and then your habits make you.
You become a slave to your constantly repeated acts.
What at first you choose, at last compels.

Your habits are either the best of servants or the worst of masters.
Your thoughts lead you on to a purpose,
your purposes go forth in action.

Your actions form your habits.
Your habits determine your character,
and your character fixes your destiny.

Once in motion, a pattern stays in motion.
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Max Steingart author of "Shaking Hands on the Internet”,
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$17,800 Missing at Government Export Aagency
Michael Bachelard May 27

A Victorian Government export agency was so badly run that $17,800 has gone missing and the
organisation is close to insolvency despite $2.5 million in taxpayers' money being pumped into it.

The Overseas Projects Corporation of Victoria was set up in 1985 as a state-owned company to export
Victorian skills overseas, but has recorded financial losses in the past two years, despite the
government aid.

Victorian Auditor-General Wayne Cameron found the company's projects had run over time, there
were huge foreign exchange loses, and overseas agents were paid expenses with no evidence to back
up their claims.

Until December last year the corporation had no system for approving spending on corporate credit
cards, the audit found. As well, in the three years to June 2003, a total of $17,800 was transferred
out of the company's bank account to a Melbourne travel agent to buy US dollars, but the transactions
were carried out without any official authorisation. This represented "a serious breakdown in internal
controls by the company", Mr Cameron said.

Treasurer John Brumby said yesterday the financial troubles would soon end, with the sale of the
corporation due in weeks. This should enable the state Government to recover "some of the losses",
Mr Brumby said.

The report was one of a series of Auditor-General's evaluations released yesterday.

Another report revealed that Victoria's funding for TAFE students is the lowest per contact hour of any
state in Australia. Victorian TAFEs get just $11.16 per student contact hour, compared with the
national average of $13.13. TAFEs this year were allowed to increase student fees by 25 per cent, but
at the same time the Government's funding was reduced.

"The state needs to revisit the funding models to ensure costs of delivery are effectively managed and
adequately funded," Mr Cameron says.

One TAFE in particular, the Chisholm Institute, was in danger of becoming insolvent, partly because
current funding "does not fully cover the costs of delivery".

The president of Swinburne TAFE said the deficits were a result of regular funding cuts that "threaten
the viability of the Victorian TAFE system".

The Australian
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Bourbon Sold In Soft Drink Can
May 13,
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Cadbury Schweppes is investigating how a can of bourbon and cola was sold labelled as Pepsi and
drunk by an eight-year-old girl.

The can rolled off the production line at the company's Melbourne plant last week.

Pepsi and Jim Beam and cola pre-mix cans, and other products, are produced at the plant.
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Recall For 130,000 Holdens Over Parts
May 13,

Holden will recall more than 130,000 of Australia's most popular cars to rectify a million-dollar fault
which could affect control of the vehicle.

"The power steering hose at issue is an $8 part which has been used on 115,500 cars in Australia,
8500 in New Zealand and a further 11,000 in the Middle East," Holden national media relations
manager Jason Laird said yesterday.

Mr Laird would not put a total price on the recall of locally-manufactured Commodore, ute and luxury
Statesman and Caprice vehicles.

He said the repair could be completed in about half an hour at any Holden dealership.
"Cost is not the issue, getting it fixed is," Mr Laird said.

He denied Holden had been slow to act on a fault which had been widely identified in media test
vehicles over the past 18 months.

"You can not issue a recall until you can identify a cause and a solution," Mr Laird said.
"It is a matter of identifying the cause, not the effect.

"That cause has now been identified and we have sourced a different hose to rectify the matter.

Read more...
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Mobile Players Talk Of Sharing
Michael Sainsbury May 13

Australia’s four mobile networks are again in a round of talks on sharing infrastructure following the
announcement this week by Vodafone that it planned to have commercial third-generation services in
at least two cities by mid-2005.

Last month, Hutchison declared that its talks with Telstra had "closed", but they resumed in recent
weeks.
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Previously, Telstra had also been keen on buying Hutchison's CDMA business, Orange, for about $200
million, but the deal collapsed due to what one observer described as "unrealistic expectations on both
sides."

The latest talks are part of a range of discussions taking place across the $11 billion a year sector in
an effort to stop infrastructure duplication.

So far, only Hutchison has built a network.

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Improving your Personal Brand

1. Focus On Providing Value

This concept primarily applies to marketing intangible services rather than
products. The Weiss theory is that value follows price and that successful
service companies focus on providing value rather than what it costs a
customer.

2. Build A Strong Brand To Create A Positive Perception

The ultimate goal is to build brand equity to pull customers toward your product rather than reaching
out to them which is expensive.

To get to this state you need to first develop your brand and then nurture
it. It is all about creating, shaping and maintaining perceptions. Weiss
argues perception informs behaviour and perception is reality.

How do your customers perceive you and your brand? How do you perceive
yourself?

3. Ask Provocative Questions To Find A Market Need

The best way to find out the needs and wants of your customers is to ask
questions. The goal is to find the real buyer of your services and appeal to

their rational self-interest. What are the objectives to be accomplished? What is the condition to be
improved? What are the measures of success?

4. Have A Market Plan
You need a strategy to reach your target market. Weiss says articulate your
value proposition or client outcomes, find out who writes the cheque and

then ask 'how do I reach them'?
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5. Give Three Options

Most people remember and respond to 'triads' or 3 points. I call this 'the
power of threes'. Weiss says give buyers three options to consider.

6. Choose Your Words Carefully

Choice of words or language is absolutely critical. The Weiss theory is

that if you control the language you use, you control the discussion, which
controls your relationship with customers, which directly impacts on the
success of your business.

7. Use Emotion

Logic makes people think but emotion makes people act according to Weiss.
Use both techniques in your sales and marketing activities.

8. Clarify Your Own Strengths

What traits and abilities are unique to you?

9. Find A Transfer Mechanism To Reach Your Client

What is the best way of targeting and reaching them?

10. How Does The Client Benefit?

Research, analyse and articulate how a client benefits from using your
services or products. This may be an increase in market repute or market

share.
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Six Secrets For Making Your Message Meaningful
Meaningful messages are the centrepiece of any great speech.
But why do some messages have more meaning and power than others?

Well, one of the secrets that aid in the understanding and memory of key
ideas and concepts is the visual analogy.

These can be powerful ways to connect with audiences and move them to
action.

When used properly they create an image in the mind of the audience
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providing instant comprehension and meaning to the often intangible idea you
are trying to sell.

Here are the Six Secrets for Making Your Message Meaningful in a Speech:
1. Use A Simile
No, not a smile (yes this does help) but a simile.

A visual simile is a comparison between two unlike things, that share some
attribute or feature. You're probably using one right now to read this.

Perhaps the most well known contemporary visual simile

is that of the computer "mouse" so-named because of its a "mouse like"
shape.

A rhetorical question is another example of a simile.

What similes (and smiles) can you use in your speeches?

2. Use A Metonymy

Semiotics is the study of symbols and a metonymy is when something that
represents a particular characteristic of an object is used to stand for the
whole object. Parallel wavy lines are often used to depict water. The Eiffel

Tower is often used to stand for Paris.

These visual images take the audience to that physical object or location
through their own imagination.

3. Use An Antithesis Example

The antithesis visual example emphasizes the contrast between two "opposite"
things. One of the most famous sayings is 'like chalk and cheese'. Notice

how this uses our senses of touch, sight and smell when we think of this
example.

A contradiction of terms creates tension in the minds of an audience and is
a powerful way to get your message across.

4. Use Heroics

Like all good Hollywood movies, the central theme to a great speech can be
the hero's journey. This motivational technique employs storytelling where
an average person overcomes setbacks to achieve their dream.

What obstacles have you overcome that other people can relate to and learn
from? How can you incorporate this into your next speech?

Note there is a fine line between making the hero's journey real and
relevant versus exaggerated hyperbole.
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5. Selective Use Of Euphemisms

This is essentially a visual example depicting a softened form of a
potentially shocking or disturbing content. A skull and crossbones is a
visual euphemism for a poison potion.

You can use these to create a visual picture of an event to highlight a
point in your speechmaking.

6. Use Personification

A visual personification gives human characteristics to non-human or
inanimate objects. Television commercials sometimes personify sponsors
products, such as a talking, singing or dancing mobile phone. The Disney
company is probably the leader in using such techniques in its storytelling.

The movie 'Finding Nemo' is a classic example of how a range of sea
creatures have been made human-like.

How can you use personification in your speeches?

Source: Adapted from an article on the Internet by Wayne J Sander from San
Diego State University http://coe.sdsu.edu/eet/Articles/Visanal/start.htm

Provided by Thomas Murrell International Business Speaker http://www.8mmedia.com
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Push-To-Talk Sets Are Coming: Telstra
Chris Jenkins May 13

Telstra expects to have at least five walkie-talkie-style, push-to-talk mobile phone varieties in the
Australian market by the end of the year, including units for pre-paid plans.

Push-to-talk over cellular, or PoC, combines two-way radio-like communications with "buddy lists"
used in instant messenger applications for the internet, in a mobile phone package.

Telstra's Greg Young said the telco had about 60 push-to-talk phones in trial with 12 companies since
March.

One participant, Victoria's Alpine Shire Council, has had five phones in operation for a month.

The council's Rory Hazeldine said staff given the mobile phones included the roads maintenance
foreman, a grader operator and a truck driver. "We tried to spread them around over a few different
members of the team so we got a better idea of how it would work," he said.
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Campaign Ads Are Under Fire for Inaccuracy
Jim Rutenberg May 25

Washington, May 24 — A record year for political advertising has brought with it a hail of televised
exaggerations, omissions and mischaracterizations that pollsters say seem to be leaving voters with
mistaken impressions of Senator John Kerry and President Bush.

The degree to which the advertisements push the facts, or go beyond them, varies by commercial.
While Mr. Bush's campaign has been singled out as going particularly far with some of its claims, Mr.
Kerry's campaign has also been criticized as frequently going beyond the bounds of truth.

In three of its advertisements, Mr. Bush's campaign has said Mr. Kerry would raise taxes by at least
$900 billion in his first 100 days in office. Mr. Kerry has no such plan.

In an advertisement for Mr. Kerry, an announcer said, "George Bush says sending jobs overseas
makes sense for America." Mr. Bush never said that. A report to Congress by his top economic adviser
said cheaper production of goods overseas had long-term benefits but did not make the plain case
that domestic job losses were a good thing.

Outside groups are getting into the act as well.

The League of Conservation Voters, which has endorsed Mr. Kerry, is running an advertisement in
Florida warning that "President Bush opened up Florida's coast to offshore drilling." But the drilling
area that was opened under Mr. Bush is 100 miles off the coast, much farther than it would have been
under a Clinton administration proposal.

Of course, it is a time-tested practice to make one's opponent look as bad as possible in a political
campaign, whether the race is for town council or the presidency of the United States. And the
campaigns and outside groups say they are under no obligation to present defenses for their
opponents in their own advertisements, all of which are at least tenuously based in fact.

But this campaign season, with total advertising spending at roughly $150 million since early last
summer, the number of distortions and omissions is worrying some good-government groups, which
say they fear that the big money behind the claims is leaving indelible impressions.

"Even people who don't think there is much information in these ads and say they don't learn anything
from them tell us they believe factoids they could only have gotten from these ads, and they're
wrong," said Brooks Jackson, director of Factcheck.org, an Annenberg Public Policy Center Web site
that vets political advertisements for accuracy. "It's beyond subliminal — it's something else I haven't
come up with a name for."

This month the Annenberg Center, at the University of Pennsylvania, released a poll of voters in
battleground states that found many believed misleading statements made in the advertisements.

In a survey conducted from April 15 to May 2, 61 percent of the 1,026 voters questioned in the 18
swing states where most of the advertising has run said they believed Mr. Bush favored sending jobs
overseas. And 72 percent said they believed that three million jobs had been lost during Mr. Bush's
presidency. Mr. Kerry made that claim in a spot in late February, when the most commonly used
Bureau of Labor Statistics data showed the actual net job loss to be closer to 2.3 million, down from
2.7 million in late summer. That number is now less than 1.6 million. (Mr. Kerry's figures did not
include government jobs.)
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In the same survey, 46 percent of those questioned said they believed Mr. Kerry "wants to raise
gasoline taxes by 50 cents a gallon." Three spots for Mr. Bush have said that Mr. Kerry supported a
50-cent-a-gallon tax hike on gasoline, an assertion based from comments Mr. Kerry that appeared in
two newspapers 10 years ago regarding a position he never acted on and has long since abandoned.

More than half of those surveyed also said they believed Mr. Kerry had "voted for higher taxes 350
times." That idea, Annenberg researchers concluded, is based on a commercial for Mr. Bush in which
an announcer said, "Kerry supported higher taxes over 350 times." While Bush campaign aides say the
contention is accurate and have made public a list of instances to which it refers, they acknowledge
that in several of these cases Mr. Kerry had in fact either voted to maintain tax rates or even to cut
them, but not by as much as Republicans had proposed.
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Woolies' Market Maestro
By Glenda Korporaal May 15

'T want to leave at five minutes to the hour - not five past," says Woolworths chief executive Roger
Corbett. As speculation rises about the future of the top job at Australia's biggest and most successful
retailer, Corbett insists the company has a firm succession plan under way.

While Corbett, who has been chief executive since January 1999, is expected to stay on in the job into
early next year, questions are being asked about who is the best person to lead Woolworths into the
much tougher environment ahead as it does battle with a revitalised Coles Myer.

For years the deserved pin-up boy of analysts and investors for his stellar management of the $26
billion Woolworths retail empire, Corbett is beginning to share the limelight with Coles Myer chief
executive John Fletcher, who is getting serious runs on the board.

"The succession planning processes are in place," says Corbett in an interview in his office above the
Woolies store opposite Sydney Town Hall this week. He has just bounded up stairs from a meeting
with a major supplier.

He refuses to be drawn on the timing of his departure from the top job. His successor will be
announced, he says, "when the board and I judge it is appropriate".

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Australia, NZ Plan For Single Border
Claire Harvey May 17

A common border around Australia and New Zealand would cut immigration costs and prevent shonky
migrants using New Zealand as a back door, Foreign Minister Alexander Downer says.

The shared border, with a single immigration policy, joint migrant intake and no customs or passport
controls across the Tasman, was endorsed as an urgent priority at the weekend by the inaugural
Australia New Zealand Leadership Forum, a government-commissioned summit of 70 top Anzac
business, arts and academic figures.
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Mr Downer, who attended the Wellington forum, said the Howard Government had no policy on a
common border, but made it clear he approved of the idea.

"Australia and New Zealand would be one community for the purposes of immigration," he said,
adding that an agreed immigration policy would prevent New Zealand being used as a "back door" by
migrants who did not meet Australian entry requirements.

Citizens of either country can at present travel to the other without visas, and take up residence on
arrival. With a common border, all trans-Tasman flights would be treated as domestic travel, Mr
Downer said.

"It would be an advantage for Australia. While I don't think this is much of a problem, in theory New
Zealand could be a backdoor way into Australia, whereas if you had a common border, that would not
be possible," he said, adding that forum delegates had been "unanimous" in their support for the
single border.

"I expressed to them that it would mean a common immigration policy, and common approaches to
things like asylum-seeking, and with goods it would mean a single tariff regime, a single customs
regime.

"Australia and New Zealand would negotiate as one on trade negotiations, be they bilateral or
multilateral."

New Zealand Foreign Minister Phil Goff, whose government was disappointed to be left out of
Australia's free trade agreement with the US, said the idea was "worth exploring" and officials from
both governments would now examine the practical prospects of creating a single border.

The forum agreed to push for the two countries to become a single economic area, with shared
aviation security and quarantine laws, and shared regulations on labour markets, intellectual property,
securities and company law, forum co-chair Kerry McDonald said.

The Australian

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Opera Launches Blog Browser
Anick Jesdanun May 17

A new web browser from Opera Software ASA this week is the first major browser to incorporate an
emerging technology that automatically delivers new blog entries and news articles.

Visitors can subscribe to feeds using Really Simple Syndication, or RSS, and have new items come in
regularly as individual messages in Opera's mail client, which is packaged with the browser.

Because RSS is integrated into Opera, visitors can easily email items or open links from the same
application.

Support for RSS had been available primarily through standalone applications and as plug-ins for
Microsoft's Internet Explorer. RSS also comes with smaller browsers like OmniWeb for Macintosh
computers.

But the decision by a major browser maker to include RSS is a sign of the technology's rapid adoption.
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Big Seller: speaking toilet
May 20

A talking toilet is the hottest seller in Germany. (don't tell Telstra!)

Women fed up with men with a poor aim are buying the gadget, which lurks under the toilet rim and,
if the seat is lifted, declares in a stern female tone:

"What are you up to then? Put the seat back down right away. You are definitely not to pee standing
up . . . you will make a right mess."

It is set to be sold across Europe.
Herald Sun
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Telstra Pools Content In Bigpond
Michael Sainsbury May 20

Telstra has merged its two main media groups in its latest attempt to find a role in the sector, forming
Telstra Big Pond Media last week.

Australia's largest telecommunications company has brought together the content division of its Big
Pond internet group and the existing Telstra Media organisation under former Telstra Media chief
Gerry Sutton.

Big Pond Media would hold Telstra's 50 per cent investment in Foxtel, its broadband streaming
content services, its online music and DVD rentals businesses, a Telstra spokesman said.

"The new group was formed on May 9. The group will look at other media opportunities.”

It is unclear what mandate Sutton will have for acquisitions but any investment over $20 million must
be signed off by Telstra chief executive Ziggy Switkowski and those over $50 million must go to the
board.
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What Front: Mag Has You Covered
Chris Ayres Los Angeles May 21

IT'S the ultimate in invasive and targeted marketing and a world first for a magazine cover - printed
personalised issues for subscribers.

More than 40,000 subscribers to Reason, a high-brow political magazine based in Los Angeles, will
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find their own name on the front cover this week along with an aerial photograph of their home,
circled in red. Beneath is the headline "They Know Where You Are!"

The editor's letter, by Nick Gillespie, is personally addressed to each subscriber, and includes
references to the postal area in which they live, including the average commuting time, the
percentage of neighbours who have college degrees and how many children are cared for by their
grandparents.

"I would say the reaction so far from about 97 per cent of our subscribers has been incredibly
positive," Gillespie said of the personalised front covers.

"They're saying it's incredible and interesting, or 'I almost soiled my pants'. Maybe 2 per cent are
saying 'You missed my house by a mile' and then there's the 1 per cent who say we've invaded their
privacy and they're cancelling their subscriptions."

Even the advertisement on the magazine's back cover for the Marijuana Policy Project, which supports
medical marijuana use, is tailored to subscribers, telling them the name of their Congress
representative and their position on the issue.

Such personalised advertising was predicted in the Hollywood film Minority Report, which featured
billboards that talked to commuters as they walked by. And the magazine's front cover could easily
have featured in George Orwell's 1984.

The cover story, "Database Nation: The Upside of Zero Privacy", points out that everything from
addresses and aerial photographs to home floor plans, mortgage records and car registrations are
readily available to corporations and individuals on request.

The Times
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Free Flights For Nice People
Atlanta May 22

A US airline is offering free tickets to passengers who are nice to one another.

Help another passenger carry a bag, stay upbeat during a difficult situation or assist a flight attendant
and you could earn one of 5000 round-trip tickets on Delta's low-fare carrier Song.

Song hopes the program will build customer loyalty and generate more revenue.
The Daily Telegraph
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First Flight Called A 'Part Of History'
May 25, 2004

Australian aviation entered a new era today when the nation's newest airline took to the skies.
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Melbourne-based discount airline Jetstar began operations when flight JQ371 took off from Newcastle
bound for Melbourne at 6am this morning.

But while rival Virgin Blue claimed Qantas's cut-price carrier would annoy passengers with cramped
legroom and boarding headaches, the first Jetstar passengers said they had been converted.

The first paying passenger to emerge from the Newcastle flight was Tony Neal from Newcastle.
Along with his two-year-old daughter Jade, Mr Neal took the flight "just to be a part of history".

"I just wanted to be on the first flight, it was cheap, I'd never been to Melbourne before, it was a
great opportunity,” Mr Neal said.

Mr Neal paid $54 for the return flight and said he would never fly any other airline again.

While the Newcastle departure was Jetstar's first takeoff, its first landing was the inaugural flight from
Hobart.

Flight JQ002 landed at Melbourne's Tullamarine airport on time at 7.30am, 10 minutes ahead of the
flight from Newcastle.

Qantas Airways chief executive Geoff Dixon believes the low-cost carrier will capture about 20 per cent
of the domestic aviation market in the next two years.

Mr Dixon told ABC radio that he expected Jetstar to attract most of the growth in the lower end of the
market. Virgin Blue now carries about a third of the domestic aviation market.

"I would have thought, as everything settles down, and I mean this over the next two years maybe,
but Jetstar could end up with around about 20 per cent of the market," Mr Dixon said.

"I think Virgin will certainly still stay around about 30-35 per cent and I think Qantas itself will
probably end up with about 45-50 per cent."

He said that would mean the Qantas group held 65-66 per cent of the local market and he was not
concerned that Virgin Blue would be trying to move into the markets where Qantas mainline would be
replaced by Jetstar.

Jetstar will operate 600 flights a week to 14 east coast destinations from today.
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Spirit Levels Drastically Low
Ellen Whinnett and Danny Rose May 25

SPIRIT of Tasmania III'is drastically underperforming, travelling between Sydney and Devonport
almost half-empty.

The State Government last night admitted that fewer than 400 passengers on average had travelled
on SPIRIT of Tasmania III since its first voyage on January 13.

This was below the budgeted break-even point for the ferry which can carry more than 700
passengers.
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The business case for the $105 million ferry, released by the State Government last year, said the
"viability of the new service is dependent upon passenger numbers being achieved".

It also said TT-Line, the State Government-owned ferry operator, "considers that this is not only
achievable but also conservative".

Earlier yesterday Tourism Minister Ken Bacon confirmed that the first six months of operation had
failed to reach "ambitious targets" but declined to reveal the figures.

"As previously stated, passenger numbers have not reached the ambitious targets set for the first six
months of operation but have continued to increase with healthy figures for the '04-'05 financial year,"
Mr Bacon said.

"Freight utilisation has also increased on a month-by-month basis."
In March it was reported that 35,000 bookings had been received for Spirit of Tasmania I11.

However, there has been growing concern in the tourism industry that the ferry has been
underperforming.

The State Government allocated another $4 million to Spirit of Tasmania III's advertising campaign in
last week's Budget.

Spirit of Tasmania III's business case was based on 115,000 passenger movements a year - 103,000
mainland holiday passengers and 12,000 Tasmanian resident passengers.

TT-Line chief executive Peter Simmons said earlier this month passenger numbers had been
"disappointing" but he declined to be more forthcoming.

Mr Bacon said yesterday an independent survey had shown awareness of the service had grown from
4 per cent last year to 85 per cent.

"Recent independent customer satisfaction surveys have shown exceptionally high levels of customer
satisfaction which meet and exceed our passengers' expectations," he said.

Asked if a consultant had advised the Government and TT-Line to lease Spirit of Tasmania III instead
of buying it outright, Mr Bacon said: "There was lots of advice around at the time but the figures
clearly showed we would be better off buying the vessel instead of leasing it."

He also said a full account of TT-Line's passenger figures would be released at the end of the financial
year.

Tourism sources in the state's North-West confirmed yesterday that passenger and freight numbers
were below expectations.

One operator said as few as 60 cars were seen disembarking from Spirit of Tasmania III in Devonport
last week.

Other challenges beyond TT-Line's control include rough weather delaying voyages and the
introduction of cut-price airline Jetstar to Tasmania.

Spirit of Tasmania III was expected to lift tourist arrivals in Tasmania by 51,000 visitors a year, and up
to 71,000 visitors a year over time.

The Mercury

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
16



[ AUSTRALIA]
NEW ZEALANIS

THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Spammer Sentenced To 7 Years
Carolyn Thompson May 28

A US man who sent 850 million junk emails through accounts he opened with stolen identities has
been sentenced to up to seven years in prison.

Internet service provider Earthlink said it hoped the sentence and an earlier $US16.4 million ($22.9
million) civil judgment against Howard Carmack will deter other spammers.

"Before spammers send one more spam email, we think they should remember that what happened to
Howard Carmack can happen to them," said Karen Casion, Earthlink's assistant general counsel.

Jurors sentenced Carmack to seven years for convictions in March of forgery, identity theft and
falsifying business records. He must serve a minimum three and a half years.

Earthlink said Carmack ran 343 illegal email accounts under false names from 2002 until his arrest last
May, using them to send unsolicited email ads for things like get-rich-quick schemes and sexual
enhancers.
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Pay-TV Ahead On Digital: Foxtel
Jane Schulze May 28 (Re check the editorial!!,

Australia’s pay-TV industry has overtaken its free-to-air TV rivals in the roll-out of digital TV services
with more than 400,000 customers signing up, according to Foxtel chief executive Kim Williams.

Pay-TV groups Foxtel and the regional operator Austar launched their digital services mid-March, while
the free-to-air TV industry went digital in January 2000.

Foxtel recently said it had signed 250,000 people to its digital pay-TV service and Austar said last
week it had more than 130,000 digital subscribers.

Mr Williams said yesterday Foxtel Digital had now sold "well in excess of 250,000 subscriptions and
installed more than 140,000 (digital) homes" in just over two months.

"Our digital sales to date, combined with those of our colleagues at Austar, are well in excess of
400,000," he said.
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Naked News On Your Mobile
May 27

A video news service that promises to hide nothing from the viewer will soon be available around the
world thanks to an Australian company.
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The Naked News, a Canadian-produced "infotainment" program shown on cable TV, will be available
worldwide to mobile phone users thanks to a deal announced today by the Melbourne-based company
GoConnect.

The Naked News features an all-nude cast who deliver "both the serious and lighter side of the news".

Newsreaders, one of whom is from Adelaide, generally begin reading their reports fully clothed, but
disrobe as the story unfolds.

Subscribers, who must be over the age of 18, will pay $15 to watch more than 200 minutes of Naked
News each month.

GoConnect executive producer Richard Li said his company, whose other products include a program
that teaches English, sought the deal with Naked News because it thought the content compelling.

He described the program which features sport, lifestyle, world and entertainment news as
professionally produced "good, clean fun".

"You can watch it any time anywhere," he said.

"Whether you want to watch it on the tram, in the back of a cab, or at home, or in the office, it's
entirely up to you.

"Our technology is able to deliver the video directly to the mobile device whether it is over the air or
getting the file transferred from the PC.

"We are the only company in the world that can deliver the video to the Microsoft mobile devices in
broadcast quality."

AAP
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Italians Rule: No topping their pizza
Richard Owen The Times in London May 28

Pizzas, Italy has decreed, must be made with a thin crust, fresh plum or cherry tomatoes and
mozzarella. Basil, oregano, garlic and olive oil are acceptable toppings, but everything else is an
affront to Italian cuisine.

An announcement in the Official Gazette - normally reserved for drier regulations - confirmed the
Italian Government was going on the offensive after 20 years of gastronomic hand-wringing about
inferior imitations of Italian food.

Inspectors will tour pizzerias awarding a "seal of guarantee" to restaurants that comply with the rules.
And international inspectors will be enlisted to expose impostors among the 60,000 "so-called Italian
restaurants around the world", Agriculture Minister Gianni Alemanno announced yesterday. "It's time
to draw a line between what is really Italian and the misleading imitations," Mr Alemanno told
reporters in Rome.
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Pizza derives from the flat bread common to Mediterranean cultures and has enjoyed near-mythical
status in Naples since the Margherita, topped with tomato, mozzarella and basil, was invented in 1889
in honour of a visit to the city by Queen Margherita, wife of King Umberto I. Its ingredients were
chosen to echo the red, white and green of the Italian tricolour.

There are 23,000 pizzerias in Italy, making an estimated 56million pizzas a year in a business with an
annual turnover of more than 2 billion euros ($3.4 billion).

The government initiative was applauded by Neapolitan pizza chefs, including Ciro Moffa and Vittorio
Triunfo, who brought "real pizza" from Naples to Rome a decade ago.

"Pizza is not just a food, it is a way of life," Mr Moffa said.

"Vittorio and I grew up in the back streets of Naples, and our fathers and grandfathers made pizza
before us. A pizza should bring you the soft warmth of Naples - the sounds of the streets, the aromas
and textures of herbs, tomatoes and mozzarella."

Mr Moffa said he had been overseas - "and frankly what passes for pizza abroad is all too often a
travesty. Enough is enough".

The announcement of the "Pizza DOC" - the abbreviation used to guarantee the provenance of a
bottle of wine - took up three pages in the Official Gazette and has been approved by the European
Union.

The Australian
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The Art of the Complex Sale
Jeff Thull May 25

As a manager, you have probably seen your sales and marketing representatives in the following
scenario.

They're trying to convince a potential customer that your company’s great products or services will
solve the customer’s most pressing problems. To prove the point, they explain precisely how their
solution will work.

Mr. Potential Customer listens carefully, asks many questions and takes copious notes. Everything is
running smoothly. The customer nods and says all the right things, and the rep leaves convinced that
the sale is in the bag.

The problem is, when they call to close the sale, Mr. Potential Customer is nowhere to be found.
Later, you hear from your rep that the customer has decided to buy from your top (and less
expensive) competitor.

You've seen this play out dozens of times; frustrated, you ask yourself, “Where did this go wrong?
Why didn't I see it coming?”

What really happened is that once again they've fallen prey to an all-too-common trap: unpaid
consulting. This is another painful reminder of how these scenarios play out... unpredictable forecasts,
lost sales and reduced margins.
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Unpaid consulting starts when the rep crosses the line between diagnosing the problem and explaining
the solution. When sales or marketing reps start designing solutions, they begin acting as unpaid
consultants.

In past decades, this was not a monumental issue. Generally, there was limited competition in
complex sales. If your reps figured out the problem and designed a unique and valuable solution for a
customer, the sale was almost guaranteed and the rep was rewarded for his consulting effort.

Today, however, there is an ever-increasing proliferation of competitors in complex sales, and once a
solution is designed the customer can easily shop it to the competition.

Why the change?

It is the outcome of the technology explosion in the past decade or so. Simply put, no matter how
sophisticated your products and services, chances are that numerous competitors offer the same
thing. And because geographic location is no longer a critical factor—due in large part to the advent of
the Internet—a manufacturer in New York can easily access a supplier in Los Angeles (or China, for
that matter) just as easily as it can the one across the street.

So what’s a sales manager to do to help his/her sales force? In today’s complex business arena, there
are no simple solutions. What is required is a systemic approach to an environment characterized by
long sales cycles, multiple decision makers and numerous perspectives that may cross national and
cultural borders.

A system called Diagnostic Business Development provides a navigable path from the first step of
identifying potential customers through the sale itself and on to expanding and retaining profitable
customer relationships. These are the four phases in this system:

Discover: The sales and marketing professional researches, prepares and sets the stage for a
compelling engagement and a continuing relationship based on trust and respect.

Diagnose: An in-depth determination of the existence, extent and financial impact of the customer’s
current situation is pursued. Diagnosis is meant to maximize customers’ objective awareness of their
dissatisfaction and determine whether that dissatisfaction corresponds to the salesperson’s offerings.

Design: The goal is to get the marketing professional and customer working together to identify the
optimal solution to the problems that were uncovered and quantified in the Diagnose phase—even if it
involves alternative solutions offered by competitors. This phase is the “dress rehearsal” before the
final presentation is made. It is here that many salespeople make the mistake of giving away valuable
information and becoming an unpaid consultant.

Deliver: This phase begins with the presentation of a formal proposal and the customer’s subsequent
formal acceptance of the solution. Implementation and support of the solution are next, followed by
maintaining and growing the relationship with the customer.

This process is a 180-degree turn from conventional selling, and your reps need your coaching and
support to help them apply the process. To avoid the pitfalls of using outdated methods (including,
but not only, the unpaid consulting trap), work through the following ideas with your team:

Prevent premature presentations. Discuss this question: why should we present a solution to
customers’ problems before they clearly understand what those problems are—and, more to the point,
before a customer fully comprehends the problem and recognizes that you do too? While most
salespeople devote the majority of their face-to-face time presenting and handling objections, the
most successful salespeople spend the majority of their time collaborating with customers, diagnosing
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their situation, designing or creating a desired solution, and building their resolve to actively solve the
problem.

Don’t lead the witness. The traditional sales or marketing representative draws conclusions for the
customer—often prematurely—and presents them to the customer before the customer is prepared to
hear them. It is important that the customer discover and take ownership of the problem before
deciding to seek a solution. If the rep moves ahead of the customer, the customer is likely to interpret
the rep’s actions as pushy or manipulative. This leads to a lack of trust and creates a confrontational
rather than cooperative atmosphere.

No pain, no change, no sale. Dissatisfaction is the most basic human motivator for change. It is the
natural defense mechanism that tells people that if they don't change and deal with a problem, they
will face consequences. Change itself is painful. As a result, change will not occur until an individual or
company recognizes that it would be more painful not to change. This is why it's critical that your reps
conduct a thorough diagnosis that uncovers the pain of the current situation and the lack of the future
outcome. As you know, nothing less will motivate the customer to change.

Go for the “no.” One advantage of a thorough diagnosis is that it allows the salesperson to quickly
identify the 20-30% of prospects who have the immediate reason and resources to make a change.
This focused approach to viable opportunities is critical to managing your sales goals. A thorough
diagnosis is the difference between an intellectual conversation about a desirable future and an
objective observation and measurement of real indicators of an unacceptable present. The traditional
salesperson wastes time arm wrestling with prospects that have no pain, and hopes to win the sale by
sheer tenacity. You know this behavior: it leads to unpredictable forecasts and sales that never come
to fruition.

To change your reps’ approach it is important to understand that this behavior has its roots in the

mindset that a good salesperson never takes “no” for an answer. Many salespeople think that “no”
equates to personal failure. Help shift this thinking. Coach your reps to always ask themselves, “Is
there someplace better I could be?”

Clearly, the role of the sales and marketing professional has changed dramatically. The often-ignored
reality is that customers need expertise to help them (1) understand the problems they face, (2)
design optimal solutions to those problems and (3) implement the solutions.

It is up to you to equip your sales force with the ability to provide the help your customers need. Help
your reps see themselves as project managers for their customers’ buying decision. That is the secret
behind succeeding at the complex sale.

Read more...
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ID Card Move To Cut Pokie Losses
Ian Haberfield May 23

Poker machine players will be forced to register for a smart card under a bold plan to curb problem
gambling.

Punters will need proof of identity to gain access to the hi-tech card that will give poker machine
venues the capacity to set spending limits.
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By linking venues in a region, or even nationwide, the system can track gambling habits and identify
those at risk, set time limits on play and give poker machine operators the option of barring problem
gamblers.

Under a plan to be discussed by state and federal gaming ministers next month, no gambler would be
able to play a poker machine without the smart card.

Victoria is sold on the idea, which would be operated through a computer program called Gambler
Subtle Assist.

The smart card has won over the State Opposition, Victoria's Interchurch Gambling Taskforce and
support groups, which have called for its immediate introduction.

The State Government is enthusiastically investigating the program.
It is likely to be tested throughout Australia after the meeting of ministers.
Under the program, a smart card would be necessary to play any poker machine.

All poker machines would be linked across venues, designated regions or even nationally to prevent
problem gamblers circumventing rules by changing clubs.

Time limits could be imposed by session, daily, weekly, monthly or yearly.
Spending limits would be applied.

Players would be able to set private limits. They could decrease limits immediately, but increase them
only after a time delay.

The system would provide gamblers with activity statements.
It could be programmed to send tailored warnings to players.

Access to a smart card would require an identification check, in the manner of opening a bank
account, and each would come with a PIN.

The card would be inserted into a poker machine in the same way as the loyalty cards already in use.

Web-based software would monitor and centrally store an individual's gambling activity and prevent
betting when the designated limit was reached.

Victorian Gaming Minister John Pandazopoulos confirmed yesterday that the smart card was on the
agenda.

Mr Pandazopoulos said a national working party on problem gambling was examining the smart card
technology.

"If we are going to introduce a smart card system, I believe we need a national approach because the
issues are the same across Australia," he said.

Mr Pandazopoulos said independent research for Victoria's Gambling Research Panel, to be released
this week, would reveal key reasons why problem gamblers bet beyond their means.

"For the first time, researchers interviewed problem gambilers, their families and service providers," he
said.
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"Stress, boredom, social isolation, lack of money and relationship problems are identified as the main
reasons for problem gambling.

"The research also shows in-house intervention services would be used by problem gamblers. We
need to determine how we can offer those services."

Opposition Leader Robert Doyle said Gambler Subtle Assist should be introduced immediately.

"For the first time, we can identify problem gamblers and potential problem gamblers through their
patterns of gaming," he said.

Interchurch Gambling Taskforce chairman John Dalziel said GSA would save lives and help those with
gambling problems.

"We see GSA as essential in fighting problem gambling," he said.
"The Government must introduce it to protect the vulnerable."

Almost 2 per cent — or 400,000 — Australians are problem gamblers and 15 per cent of gamblers are
believed to be addicts. Those 15 per cent represent more than a third of the total gambling turnover.

Victoria has up to 75,000 problem gamblers.

There are no plans to follow South Australia's lead in reducing the number of machines — Victoria's
27,500 cap will remain.

Tabcorp responsible gambling manager Rohan Martin said education, awareness and individual
responsibility, rather than machine-based intervention, should be the focus to manage problem
gambling.

"Tabcorp takes its responsibility . . . extremely seriously. There is no one-stop, quick-fix solution," he
said.

Sunday Herald Sun
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