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Quotations

“What short term CEO will take a long-term view when it lowers his own income? Only a
saint, and there aren't very many saints.” Lester C. Thurow, Dean, Sloan School of Management,
M 1.7,

“Control freaks don't grow good companies.” - Jeffery A. Timmons Babson College Inc.
Magazine, April 1986

“People in organisations are different-and the differences create the major problem for
managers” - Henry L. Tos/

“Hire the best.

Pay them fairly.

Communicate frequently.

Provide challenges and rewards. Believe in them.
Get out of their way-

they'll knock your socks off”

Mary Ann Allison and Eric Anderson 1984

“Managers who are skilled communicators may also be good at covering up real
problems.” -
Chris Argyris Harvard Graduate School of Education Harvard Business Review,

"When you reach for the stars, you may not quite get one, but you won't come up with a
handful of mud either." - Leo Burnett
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Foster's bleeds red in US
Helen Matterson June 9

FOSTER'S Group has downgraded its 2004 earnings after a major review of the Beringer Blass global
wine business called for writedowns to vineyards and surplus stock of as much as $300 million.

The group is also promising to cut costs and spend the savings on marketing for its wine brands, in a
delayed reaction to market conditions that have changed dramatically since the $2.9 billion purchase
of Beringer Wine Estates in 2000.

New Foster's CEO Trevor O'Hoy said the main priority was to revive sales hit by a Californian wine
glut, which created extreme-value wines that sold for as little as $US2 ($2.83) and changed the
mindset of consumers.

Yesterday, Mr O'Hoy rejected suggestions that Foster's had been asleep at the wheel, preferring to
say the company had been "a little bit slow to react to changes in the wine market".

The shake-up will see Walt Klenz, the head of Beringer Blass - and one of the original founders of
Beringer, who's been with the company 31 years - make way next year for Jamie Odell, the former
Asia Pacific wine chief who headed the review.

More information...
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Internet addresses surge
Correspondents in the United States June 9

The total number of registered internet addresses reached a new summit of 63 million after a record
increase of 4.7 million in the first quarter, the main internet registrar said.
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VeriSign, which owns the domain registrar Network Solutions, said the surge in registrations reflects
interest in the newer extensions like dot-biz, dot-info and dot-museum.

The overall number of 63 million is roughly one for every 100 people living in the world today.

"This number is greater than at any time in the internet's history, surpassing even the heights that
were seen during the internet 'bubble." VeriSign said.

"Moreover, data reveal that the current base of domain names is being utilised more actively than
ever before, as measured by renewal rates, look-up rates, and the percentage of domain names tied
to live sites."

The spike in demand is at least partly driven by the recent availability of Arabic, Chinese and Russian
characters within domain names, VeriSign officials said.

More than 72 per cent of the domain names are part of a live website, up from 55 per cent at the
height of the boom in December 2002, the firm said.

This indicates "that the speculative purchase of domain names that fueled much of the growth in the
late nineties has been replaced by real websites and email boxes, to which real people are
connecting".

"Though North America has the highest number of internet users as a percentage of its population -
some 55 per cent - increasing internet traffic is a reflection of a fast growing group of internet users
around the world," said Rusty Lewis, executive vice president of VeriSign's Naming and Directory
Services.

"For instance, 223 million people in Asia and 173 million people in Europe currently use the internet on
a regular basis, compared with around 175 million in North America. But, those internet users
represent only six per cent and 22 per cent, respectively, of the total populations of Asia and Europe."

Agence France-Presse
Back to top
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Australian broadband nears 1m
Kate Mackenzie June 11

THERE are now more than 900,000 broadband connections in Australia, based on the latest figures
from Telstra and Optus.

Telstra's group managing director of broadband Bruce Akhurst said today that the telco had signed
the 750,000th customer to its network this week and would reach its target of one million customers
by mid-2005, six month early.

Telstra has included end users connecting to its ADSL network via its wholesale customers, such as
iiNet, TPG, OzEmail and Netspace, in this figure.

The other main consumer broadband infrastructure is Optus' cable network, which has more than
150,000 customers. This takes Australia's broadband numbers to at least 900,000 excluding specialist
business-grade networks such as NEXTEP, PowerTel/Request and Optus' XYZed.

Mr Akhurst said Telstra had seen a 46 per cent surge in demand in the five months since Telstra's
retail ISP BigPond slashed entry-level broadband prices to start at $29.95.

Telstra also made a commitment last year to reach $1 billion in broadband revenue by late 2006.

The price competition meant the telco would have to increase its customer base faster than its original
target in order to achieve this $1 billion revenue mark.

The BigPond price cuts also led to the Australian Competition and Consumer Commission placing a
competition notice on Telstra, as it did not simultaneously reduce prices for its wholesale customers.
After several rounds of talks between the watchdog and Telstra, the telco offered its wholesale
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customers one of two pricing options.

Many large wholesale customers told Australian IT that Telstra's decision to force them to choose only
one of the options meant they would either be limited to competing with BigPond only on cheap, low-
margin entry-level plans, or making a loss on cheaper-plan customers in order to maintain profits on
more expensive plans.

Mr Akhurst said today that the "vast majority" of wholesale customers had signed up for one or other
of the options with Telstra. However the ACCC is still investigating the matter and the competition
notice remains in place.

Mr Akhurst said Telstra had enabled 1080 exchanges for ADSL, including 48 under its broadband
demand register.

Australian IT
Back to top

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

Intel to be investigated
Jenny Davey The Times in London June 10

The European Commission has reopened a three-year-old investigation into Intel, the world's biggest
computer chip maker, just weeks after the company's Japanese offices were raided by regulators on
suspicion of anti-competitive practices.

The commission has dusted down its file on the US company, based in New Jersey, after Advanced
Micro Devices, Intel's fiercest rival, renewed accusations that the group has abused its dominant
position in the market.

A spokesman for AMD said it could not disclose its specific complaints but described Intel as a "quasi-
monopoly standing in the way of free and fair competition".

"We are very happy the EU has reinvigorated its efforts and we are very confident that the probe will
result in actions which ensure free competition across Europe," the spokesman said. The commission
started investigating Intel in 2001 after complaints from AMD and from Via Technologies, a Taiwanese
chip maker.

However, the case was virtually dropped after investigators said that there was not enough evidence
to bring charges. The commission confirmed this week that AMD had renewed its complaints and had
submitted fresh evidence of alleged market abuse, sparking a "fresh fact-finding mission".

The new investigation is being handled by the same team at the commission that investigated
Microsoft, leading to a record E497 million ($870 million) fine, which the software giant plans to
appeal against this week.

A spokesman for Intel said it would continue to co-operate fully with the regulators.
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The Presentation Follow-Up

Anticipate the questions

Practice your answers

Survive dogfights

End on a social note

Don't forget the housekeeping chores
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Leave something with them as a reminder
Get together afterwards and talk it over
Rely on plansbook for details
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Learning From Your Mistakes
John C. Maxwell

I used to think that as I gained maturity and experience I would make fewer mistakes. I thought, "I'm
going to get better at this, because I made a lot of mistakes in the beginning."

I believed that there would come a day when I wouldn't make very many mistakes in the beginning."
learn more quickly from them.

What I found out was that I didn't lower my "mistake quota" but I learned better from my mistakes,
and it's because of maturity. Maturity helps us learn more quickly from our mistakes and here are the
reasons why:

1. We become more self-confident.

As we become more self-confident, we're willing to admit things that we would not admit if we had
lower self-image.

2. We realize that mistakes are not usually fatal.

It was a happy day for me when I realized that when I made a mistake, it was seldom fatal. After you
make a mistake and say, "Oh, I lived! I'm okay. I'm going to see another sunrise." Then all of a
sudden you say, "They're not as big of a deal as I thought."

3. We find that we make the same mistakes unless we learn from them.

Unless I learn from a mistake, I usually keep doing it over and over again. You see, the question is not
how many mistakes have you made; the question is how many of the same mistakes have you made?
If I always do what I've always done, T'll always get what I've always gotten.

4. We understand that mistakes are unavoidable.

Look back at your early years. Can you think of the times you tried to avoid mistakes? You know what
I'm saying? "Well, I'll just be careful. I won't make any mistakes here." Well, after awhile you just
plunge in because you know the mistakes are unavoidable.

5. We see others make mistakes.

Wasn't it wonderful when you saw all the people that you admired make mistakes? You thought, "Oh,
good night! Look where they are, and they blew it!"

The following illustration says a lot about life and learning from our mistakes. It comes out of a
university commencement address many, many years ago by Brian Dyce, who at that time was the
CEO of Coca Cola Enterprises. He spoke about the relationship of work to one's other commitments.
"Imagine life is a game in which you are juggling five balls in the air. You can name them--work,
family, health, friends, and spirit--and you're keeping all of these in the air and you will soon
understand that work is a rubber ball. If you drop it, it'll bounce back; but the other four balls--family,
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health, friends, and spirit—are made of glass. If you drop one of these, they will be irrevocably
scuffed, marked, nicked, damaged, or even shattered. They'll never be the same, and you must
understand that and strive for the balance of your life.

"How? Don't undermine your worth by comparing yourself with others. It is because we are different
that each of us is special. Don't set your goals by what other people deem important. Only you know
what is best for you. Don't take for granted the things that are closest to your heart. Cling to them as
you would your life; for without them, life is meaningless. Don't let your life slip through your fingers
by living in the past or for the future. By living your life one day at a time, you live all the days of your
life. Don't give up when you still have something to give. Nothing is really over until the moment you
stop trying. Don't be afraid to admit that you are less than perfect--it is this fragile thread that binds
us to each other. Don't be afraid to encounter risk--it is by taking chances that we learn how to be
brave. Don't shut love out of your life by saying it's impossible to find—the quickest way to receive
love is to give, and the fastest way to lose love is to hold it too tightly, and the best way to keep love
is to give it wings. Don't run through life so fast that you forget not only where you've been but also
where you're going. Don't forget that a person's greatest emotional need is to feel appreciated. Don't
be afraid to learn--knowledge is weightless, a treasure you can always carry easily. Don't use time or
words carelessly; neither can be retrieved. Life is not a race but a journey to be savored each step of
the way. Yesterday is history, tomorrow is a mystery, and today is a gift. That's why we call it the
present.

"Messages From the Masters"
Back to top
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Expat Website Coming Home
Chris Jenkins June 8

Blackfriars Bridge on the River Thames may seem a strange place to plant a gum tree, but the London
owners of www.gumtree.com.au hope their online community will be as popular in Australia as it is
with expats living in Britain.

Set up by former bond traders Michael Pennington and Simon Crookall in 2000, the website
www.gumtree.com is aimed at Australians, New Zealanders and South Africans living in Britain.
"There is a very large need for people who turn up in a new city to find friends, a place to live and a
job," Mr Pennington said.

The London website attracted 980,000 unique viewers and 35 million page views a month, he said.
Offering a mix of accommodation and job ads, information and an online meeting place for travellers,
it claims to be the largest online classifieds portal in Britain and the largest jobs website for London.
The company hopes returning travellers already familiar with Gumtree will build up the Australian
service, which was launched in March.

Like the British website, gumtree.com.au, which had separate sites for state capitals, would initially
run as a free service, Mr Pennington said.

"The page impressions on all of our Australian sites, while nothing like what we get in London, are
increasing by the day," he said.

"By this time next year, the company hopes to be attracting about 300,000 unique visitors per month
to its Australian sites."
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Mr Pennington said 2100 job ads had been placed on the Australian websites since their launch,
although it would be the community aspect of the sites that would make them popular.

"You build a strong community forum and everything else will follow," he said.

The company had no Google-style plans to cash in and become rich, he said.

"The moment we do that would be the moment we die," Mr Pennington said.

The Australian websites are run from Britain and the company has no immediate plans to set up a
local office.

"That's the great thing about the internet," he said.

"We've got a local presence through our .com.au URL, but you don't need to have an office in each
city,or even in Australia."

The Australian
Back to top
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Think Globally, Act Locally
Garland Coulson May 25

The Internet has proven itself a great tool for small- and home-business owners to reach global
markets.

But what about people in industries that rely on local clients?

It is unlikely that your average grocery store in Chicago is going to ship to a client in France (although
some boutique specialty food stores do ship worldwide for special products). Can a hairdresser cut
your hair over the Internet? (Maybe in the future, with a special helmet that goes over your head and
plugs into your computer....)

Huge amounts of people use the Internet, and they ALL live and work somewhere! In my own region,
studies have shown that 75% of residents use the Internet.

In January 2004, almost 146,000 people searched for the phrase “auto repair” through MSN and its
affiliates. It is safe to assume that almost everyone is looking for a local auto repair shop.

“Weather” is almost always among the top 50 keywords searched for on the Internet. Unless you're
traveling, chances are you are using the Internet to find out local weather.

When buying a car, many people use the Internet to check out pricing and features—then go to the
local dealership to buy.

People are using the Internet to find local hairdressers, auto repair shops, schools, stores and other
products and services. How can you connect with them?

Step 1: Make sure they can find you

Make sure that you include your local town or city hame on every page of your Web site. This will
improve your chances of coming up when someone types in a geographic phrase like “Seattle auto
repairs.”

If there are local business directories on the Web, such as a local chamber of commerce Web site,
make sure you're listed.

Step 2: Remind them about you

Invite your local clients to sign up for your electronic newsletter or email list. Give them some
incentive by offering special deals that can only be accessed through signing up.
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C

lickZ recently published an article about an Ontario grocery store, Farm Boy, Inc., which used its
electronic newsletter to communicate weekly with customers. The newsletter includes useful content
such as weekly specials, recipes, coupons and even a feature called My Shopping List that readers can
use to create and print a list of favorite products. Farm Boy also includes a poll to find out what
shoppers are looking for.

Their results? 62.5% of the people on their list open the newsletter each week! Most popular for
readers to click on were coupons (35.5%), specials (25.4%), and recipes (17.1%). This same
technique would work for hairdressers, auto repair shops, massage therapists, health providers, local
shopping malls and other retail shops and services.

While planning for my move to Vancouver Island, I found a local Web site that emails me new real
estate listings that match my criteria each week. You can bet I'll use their service when I arrive to
start house hunting.

Step 3: Find local people online

When people go on the Internet, they join communities relating to their hobbies and interests,
including their community. So do some research to find out if there are any online communities that
attract people from your local area.

For example, I belong to a community network called The Ryze Network. It has 20,000 members, a
wide range of discussion topics, and some local communities such as Ryze New York, Bay Area Hiking,
Ryze Toronto, and others.

While the reach of the Internet is global, your local community is using it to find products and services
such as yours. Learning to use the Internet to reach your local community will help you be their best
choice for products and services.

Back to top
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Home buyers ignoring doomsayers
By David Uren June 10

Consumers are shrugging off dire predictions from the Reserve Bank about property and returning to
the market to buy new homes for both themselves and for investment.

The Westpac/Melbourne Institute consumer sentiment survey has found that an increasing number of
people think now is a good time to buy property, confounding the Reserve's outlook.

And an Australian Bureau of Statistics report, also released yesterday, shows banks and other lenders
have been increasing their property-related loans for three months.

Home buyers and property investors arranged loans of $13.2billion in April. Although down from the
peak of $15.5billion last October, April's loans were up 4.6per cent from February's low point. The
average size of loans for owner-occupiers hit a record $201,800.

There were 35,336 new home loans approved for people either buying an established home or
building a new one for their own use. The ABS does not record the number of investor loans but,
based on the average size of investor commitments, there would have been at least 18,000 new such
loans arranged in April.

Reserve Bank governor Ian Macfarlane last week quoted real estate agents, saying "new investors

have vanished from the market". Before the latest increase, he said he was surprised approvals had
not fallen further. He forecast further price falls, saying owner-occupiers now felt they could wait,

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



THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

while investors faced no prospect of capital gain.

However, the consumer sentiment survey showed a 29per cent increase in the number of people who
think now is a good time to buy a dwelling. This followed a 17per cent rise in the previous three
months.

Louis Christopher, research director for Australian Property Monitors, said yesterday the latest
approvals figures showed that comfort about interest rates, and a belief that prices had already fallen,
was bringing out the bargain hunters.

He said the approvals showed Australia was not about to have a property crash.

"There is a high correlation with employment and property prices, and employment growth has held
its ground."

But he said Australians were highly sensitive to interest rates.

The Reserve Bank is likely to raise rates further unless overall credit growth starts to reduce.
Financial advisers canvassed yesterday were inclined to agree with Mr Macfarlane that now was not a
good time to be entering the property market as an investor. "There has always been a public
perception by people who aren't that investment-savvy that bricks and mortar are a safe place to
invest," said Damian Cullen, principal of Cullen Financial Planning.

He said the property market was likely to undergo a long slide over a three or four-year period, similar
to that suffered by the share market after 2000.

Stacey Martin, financial planner with National Private, noted rental returns were typically 2 to 3per
cent, while interest rates were 6 to 7 per cent. She said people entering the market now would need a
very long-term view to expect any advantage.

The Australian
Back to top
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How A Leith Advertising Agency Became A Bestseller
Ian Fraser

Despite starting life during the very worst of the ongoing media recession, Story’s success is no fiction.

Launching an advertising agency amid a media recession takes a bit of spirit. Given that Sue Mullen, a
43-year-old Londoner, launched Leith-based agency Story in April 2002, she must have this quality in
abundance.

As the media world was collapsing around her ears, Mullen and three co-founders — her creative
director husband Dave, head of copy Rebecca Wood, and client services director Sheila Gallaher — bit
the bullet and opened for business.

The four had previously ran direct marketing agency Oneagency, part of John Denholm’s Leith group,
but had decided they deserved more in terms of equity ownership than Denholm was prepared to
give.

The downturn did not, however, stymie Story’s progress. It now employs 27 staff from open-plan
offices on the Leith waterfront and is recruiting two more in account management.

In its second financial year, turnover rose to £3.2 million with pre-tax profits of £1.2m. Projected
turnover in the year to next March is £4.2m, with pre-tax profits of £1.22m.

The agency has won more than 17 international advertising awards — including five golds at the 2003

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



THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

Direct Marketing Awards — in its first two years.

What's truly remarkable though is that the team has built Story without any debt. An overdraft facility
from HSBC was cleared after two months. So what's the secret of its success?

One reason is that Story set out as a UK agency, rather than focusing on the sometimes precarious
local market. Clients include HSBC's First Direct, National Australia Bank (NAB), M&S Money, Velux
windows, NTL Europe and Glenmor angie’s Ardbeg Single Malt.

Another reason is Story’s commitment to its clients . Dave says: “If we had a motto, then it is to
never, ever be complacent about anything. That’s probably the biggest reason for our success, and
that's probably why we keep the advertising fresh.”

Third comes the emphasis on creativity and, particularly, the old-fashioned craft of copywriting, a skill
that many ad agencies have neglected as they focus on the visual, and on the latest media fads.
Hence the choice of name, Story.

"It really is what we do — tell stories on behalf of clients about their products or their services,” says
Dave, who won a Graeme Robertson Trust creative scholarship in 1994.

Dave believes Story’s work for Ardbeg encapsulates this. A recent ad uses double entendres regarding
a whisky’s characteristics and parts of the female anatomy. Showing a sultry young woman walking
down an Islay street, the advert reads: “Loads of body, plenty of legs and a lovely mouthfeel.”

He jokes: “We've had lots of complaints about that — I can’t imagine why.”

The agency has also been aiming to give Ardbeg buyers and drinkers a sense of ownership through
the creation of a mythical organisation called the Ardbeg Committee. The distillery lay dormant from
1981 to 1997, and one of the committee’s goals is to drink enough of its whisky to ensure that it
never ceases production again. It now has 25,000 members in more than 90 countries.

Soon after its formation, Story was invited to bid for the National Australia Bank account. It at first
secured the Yorkshire and Clydesdale bank business, but a year later it also got its hands on NAB’s
other European brands — Dublin-based National Irish Bank and Belfast-based Northern Bank.

The agency has produced a television campaign for all four NAB European brands, which has been on
air since February.

Sue says: “After extensive research it became clear, across all the regions, that people identified with
those brands .

“Probably because of their size they were seen as very empathetic to the local community. They're
known for being friendly and open and the ad was a direct result of that.”

The ad — which shows the bank intervening at critical moments in people’s personal and business lives
— targets two main groups: customers and also NAB's own staff. Dave says: “The [other aim] was to
remotivate staff and to demonstrate they are a big player again.”

Story also recently extended its relationship with the cable television and telephony player NTL
Europe. Explaining why Story was selected, Grant Law, NTL's marketing director for Scotland, says:
“Story not only responded brilliantly to our challenging creative brief but placed this within a strategic
context that can drive us forward. Its work shows enormous empathy with our customers.”

But why did the quartet of friends become dissatisfied at the Oneagency, which they had restored to
healthy profits and a turnover of £7m by the time they left?
Sue says: “You can imagine that if you have turned a business around , it's something you’d want to
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have much more control over.”

She adds: “We had offered a number of options, including the possible sale of the agency and then
we looked at the option of an MBO. But we couldn’t reach an agreement , so we decided it was time
to take destiny into our own hands .”

They resigned en masse in January 2002 and set up Story on April 2 that year.

Sue says: "I felt there could be bigger opportunities. We were also attracting clients who didn't just
want to do direct marketing; they wanted us to look at their business in terms of communications
strategy.”

At Story there appears to be no such constraints.

06 June 2004 http.//www.sundayherald.com/42419
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Biotech Giant Deal Collapses
Andrew Fraser June 10

While the nation's premiers are in the US talking up Australia's biotech capabilities, the centrepiece
deal to create a $400 million Australian biotechnology giant has fallen apart.

Sydney-based Peptech and Brisbane's Agenix agreed on merger talks in April, subject to due diligence
studies, but Agenix has discovered that its main drug is potentially worth a lot more than originally
estimated and announced yesterday it was abandoning the merger plan.

At the same time, Peptech was unable to talk up the possibility of success in its legal action against US
drug giant Centocor over the arthritis drug, Remicade, which will have a huge bearing on future
Peptech fortunes.

Since the April merger announcement, both companies have seen drops in their share prices, but after
yesterday's development, Peptech rose 7per cent to close at $1.42 - down from the $1.48 it traded at
when the proposed merger was announced.

Agenix had a wild ride before closing down 2.6 per cent at 77c, from 97c at the time the merger plan
was announced.

The development means Australia will lose the chance of a flagship biotech company on an
international scale.

David Blake of Bioshares said that, while the reversal showed the due diligence process was working
well, it would disappoint many in the sector. "If you've got a big flagship company ... known locally
and internationally, you start to get a whole new range of investors, mainly institutions, and that
creates a whole new dynamic," he said.

Agenix's main drug is the deep-vein thrombosis drug, ThromboView, and previous estimates of its
value had largely been made in-house, and were highly conservative.

But, as part of due diligence, the company commissioned a formal evaluation of the drug's potential
market. Consequently, Agenix increased its projected peak sales of ThromboView, from $320 million
to $570 million within eight years of launch, and increased its after-tax profit estimate for the product
from $64 million to $200million.

Agenix chief executive Don Home said the increase in the potential value of ThromboView gave the
company more confidence about its international acceptability.

"We always knew that our valuations were conservative, but we didn't realise they were as
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conservative as that," he said.

Peptech chief executive Mel Bridges said that although the company always knew it had a
confidentiality agreement with Centocor, "we thought we could get around it somehow".

"The issue relates not to the legal action, but to the original agreement we have with them, and they
were not prepared to release us from any part of that agreement," he said.

The Australian
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Buying online just ads to profit
Lara Sinclair June 10

MOST television advertising space sold in Australia could be booked electronically within a year,
increasing profitability by producing productivity gains of more than 50 per cent for network sales
teams and media agency buyers.

Four years after the Ten Network launched its Buyten site, the concept is finally taking off, with all
three commercial free-to-air networks and Foxtel sales arm MCN ramping up their commitment to e-
trading this year.

Ten has led the charge towards online trading, announcing last month it had added new functions
including spot matching to its Buyten site.

The site now gives media buyers access to program information, electronic booking and a new feature
allowing them to check advertising spots are available and confirmed. The network plans to automate
invoicing later this year.

Seven and Nine have lagged behind on e-trading, forcing Ten to shelve plans earlier this year to
create a single online trading portal involving all media.

Nine is the biggest player, expected to book revenues approaching $1 billion this year. Nine sales
director Vance Lothringer says the network has "spent millions" over the past 18 months to overhaul
its sales traffic systems, with the aim of moving advertising booking and confirmation process online in
the next year.

Lothringer says efficiency gains of 50-70 per cent are achievable on the network sales side, figures
echoed by Ten, and that human error should be reduced.

Media agency sources have indicated Nine was previously reluctant to reveal its available inventory,
preferring to play its cards close to its chest to maximise profit. Lothringer says Nine will still closely
manage its inventory. Media agencies "will still put in their requests and we'll still furnish them with

their availability. It will just happen electronically, not on paper (or via email). Sales people won't be
part-time processors, they'll be full-time sales people."

Foxtel sales arm MCN is planning to roll out a simplified booking system within the next month and is
looking at online transaction systems, says chief executive director Anthony Fitzgerald.

Seven appears to be the least advanced, but sales director James Warburton says he is a big
supporter of e-trading after helping Ten to test its Buyten system during his tenure as managing
director of media agency Universal McCann.

Seven is understood to be considering adopting Ten's system to get up and running quickly. "We are
definitely looking at all the options," Warburton says. "I've had discussions with Ten's [general
manager of sales] Grant Blackley."

Ten's commercial airtime manager Sarah Keith says the network, which books about 40 per cent of its
revenue online, is keen to share its technology to get the industry trading online as soon as possible.
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"All of the major agencies have taken up e-bookings. Seven is meeting Ten in the next week. It's in
everybody's interest to make it easier to buy inventory. The productivity gains are just enormous."
Keith says the Australian market still trails New Zealand, which was trading bookings electronically
several years ago.

The Australian
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Uni Graduates Lacking Basic Skills
Samantha Maiden June 10

Employers are sick and tired of graduates who cannot function in the workplace, and university
funding should be linked to ensuring students complete a graduate skills test, Education Minister
Brendan Nelson has warned.

In an interview with The Australian, Dr Nelson has flagged plans to force universities to publish the
results of the tests, revealing how many of their graduates are ready to go to work.

The push was backed yesterday by Harvey Norman founder Gerry Harvey, who said too many
graduates were failures in "the university of life".

Dr Nelson said: "I don't know how many employers have had that experience, having employed a
person with two degrees and an MBA and then three months later you've had to say, 'Look, I'm sorry
I am going to have to let you go'.

"I envisage a future where an employer will say, 'You've got an economics degree with honours from
Macquarie University, that's terrific ... can I also see your graduate skills test'."

The changes would mirror recent moves to link commonwealth funding to a requirement that schools
across the nation test students' literacy and numeracy.

Dr Nelson said prospective employers could ask to see how a potential employee performed in the
skills test, and universities could be required to publish the results as a condition of securing extra
funding.

To obtain the extra money, universities could be required to ensure a certain proportion of students
completed the test.

"At the moment, employers make assessments about the quality of university degrees on a whole
mish-mash of information, but it's not all that scientific," Dr Nelson said.

Mr Harvey warned that many graduates had few people skills and thought retail was too "low-rent" if
they had a degree.

"It's the university of life that we all go to, and you can't be put in a little monastery and be taught all
day and night and expect to come out at 23 and be fantastic," he said.

"I'd have to say, in my experience, a lot of my very best people have very poor education.

"People that are very well educated and quite intelligent sometimes have very bad communication
skills and inter-personal skills.

"It should be part of everyone's education that they should sell on the floor for at least a year and
deal with members of the public.
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"I've found a lot of difficulty dealing with bureaucrats and public servants and lawyers -- they tend to
have a sense of themselves of importance, and that they are above other people."”

The Australian Chamber of Commerce and Industry said a recent survey of hundreds of employers
had found eight key attributes companies are seeking in employees.

"They are communication, teamwork, problem solving, self management, planning and organising,
technology, learning, and initiative and enterprise," said the chamber's employment and training
director, Steve Balzary.

"We would really like to better align skills in those eight key areas to the graduate skills test.
"Increasingly, the challenge for higher education is how to better connect the academic learning with
the workforce."

The Australian
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Spam Hit All-Time High In May

Correspondents in New York June 9

Unwanted emails, or spam, surged to an all-time high in May representing as much as three-quarters
of all email traffic, according to a survey.

The internet security firm Messagelabs said of some 909 million emails scanned at its customers,
691.5 million were intercepted as spam, or 76 per cent.

The firm said the percentage of virus-infected emails held steady at around 9.1 per cent.
"Email-borne viruses have plagued businesses for years, whereas spam has become the primary pain
point only recently and now far surpasses the number of virus-infected emails," said Mark Sunner,
chief technology officer at MessageLabs.

"In spite of a convergence of attack techniques, the growth patterns remain different. Spam levels
follow a constant upwards curve while viral threats remain steady. The exception is when volumes
spike during major outbreaks such as MyDoom or virus wars break out between the authors."

A separate report Monday by Nucleus Research found that the average cost of spam per year per
employee more than doubled from the previous year to $US1,934.

That report found the average employee receives nearly 7,500 spam messages per year, up from
3,500 in 2003.

It also found that companies using spam filters report that on average they are able to filter only 20
per cent of the incoming spam, down from 26 per cent in 2003.

"As spam continues to spiral out of control, so do the associated costs to organisations, and weak
legislation has not had a strong impact on reducing the amount of spam clogging inboxes every day,"
said Rebecca Wettemann, Nucleus Research's vice president for research.

"Filtering technologies are doing their best to lessen the impact ... but the exponential growth of spam
limits their effectiveness."

Agence France-Presse
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Toshiba puts Napster on laptops

Correspondents in California June 9

Toshiba Digital Products Division began shipping Satellite laptop computers pre-installed with
Napster's online music service.

Napster, a unit of recording software provider Roxio, said it will give a one-month free trial of its
subscription music service to all new Toshiba notebook buyers. The Napster service costs $US9.95 a
month.

The companies did not disclose financial terms of the deal.

The Napster service will appear as a desktop icon on all Satellite-brand notebook computers, the
companies said.

Toshiba said it chose the Napster service because it allows users to download an unlimited amount of
music and because the songs can be played while online or offline.
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Optus Opts For Indian Centres
Michael Sainsbury June 8

Optus has joined the ranks of Australian telecommunications companies using cheap labour in India
for some of its call centre operations.

Melissa Favero, freshly appointed corporate affairs manager for the Singapore government-controlled
company, confirmed last night that Optus used at least two companies with Indian call centre
facilities.

Optus mobile subsidiary SIMplus - formerly RSLCom Mobile - had been using Perth-based Intelcom's
Indian call centre to market mobile phone plans to customers of rivals such as Telstra.

Ms Favero revealed that Brisbane call centre company Avoncore used its Indian facility to book in
installation and maintenance appointments for Optus residential services. "Optus will always maintain
a call centre presence in Australia and has about 4000 such staff here," Ms Favero said.

It is unclear how many Australian jobs may be affected.

Last September, Optus's biggest market rival Telstra, which is 50.9 per cent owned by the
Government, revealed that software development activities for the company by one of its contracted
software partners IBM would be conducted in India.

Since then Telstra has handed out contracts to Indian information technology companies Infosys and
Satyam. There have been rumours that Telstra's contractors, which together perform the bulk of the
telco's software development and a range of other tasks worth more than $500 million each year, will
send more work to India this year. But Telstra spokesman Rod Bruem would only say that "Telstra has
no offshore call centres and has no plans for any".

The mobile phone market's newest player, Hutchison Telecommunications, also uses Indian call
centres for customer service.

The Australian
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Porn Sellers Battle Piracy
James Riley June 8

Piracy of X-rated DVDs and videos has increased sharply, costing legitimate publishers tens of millions
of dollars and allegedly sidestepping Australian censorship regulations.

The problem has forced overseas adult film producers and their Australian distributors, including two
listed companies, to form an industry group to fight back against sales of pirated films.

The Adult Industry Copyright Organisation plans to pursue wholesalers and retailers of pirated adult
films through the civil courts to stem the tide of illegitimate material said to make up 85 per cent of all
X-rated movie sales.

A Brisbane man was jailed this week for nine months on charges of selling counterfeit DVDs. Sydney
Grant Priscott, 53, was convicted on 28 charges relating to importing and selling pirated DVDs.

The case, which began with the discovery of 800 pirated DVDs concealed in a shipment of audio
equipment last year, is the first resulting in imprisonment for a copyright offence in Australia.
Copyright has become a burning trade issue, with the draft US-Australia free trade agreement
proposing a toughening of Australian intellectual property laws.

AICO executive officer Graeme Dunne said the increase in copyright breaches in the adult content
sector followed lax enforcement of X-rated sales rules in Australia.

Because the states were not enforcing their ban on the sale of X-rated DVDs and videos, the industry
was not regulated, Mr Dunne said.

"If the states amended their laws to allow the sale of classified X-rated films, the piracy scenario, and
therefore the job of AICO, would be a lot easier.

The Eros Association, an adult industry lobby group, said piracy was costing the sector $50 million to
$80 million annually.

Eros spokeswoman Fiona Patten said adult industry interests had fallen into the gap between state
and federal jurisdictions. Copyright was a federal issue enforced by the Australian Federal Police, but
X-rated film sales fell under a federal classification scheme enforced by state police.

Ms Patten said legitimate distributors were having fewer and fewer films classified for sale.

In 1996-97, nearly 1600 adult films were X-rated by the OFLC, but in 2002-3 just 336 films were
classified.

The result, Ms Patten said, was a flood of unclassified and pirated DVDs making their way to retail
shelves.

The Australian
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Google Loses To Yahoo
Kate Mackenzie June 10

GOOGLE'S efforts in the Australian market have taken a body blow as News Interactive (publisher of
NEWS.com.au) yesterday became the third major online publisher to sign a search marketing
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distribution agreement with Yahoo's subsidiary Overture.

The News Corporation Ltd's online arm joined Fairfax's F2 and CNN in ditching Google in favour of
Overture, which has also signed No1 website publisher Ninemsn in the four months since it opened a
local office. Both News Interactive - a sister company to The Australian - and F2 had been Google
customers for just over a year.

The losses for Google's local operations come as the company prepares for its highly anticipated
$US2.7 billion ($3.9 billion) float.

The News deal was Overture's most comprehensive to date, as Overture would also provide search
functionality within NI websites and contextual advertisements alongside content services, which NI
managing director Nic Jones said Google had been unable to offer in Australia. But there was general
dissatisfaction with Google's service.

"The reality is they haven't committed that much resources and time to Australia because they've
worried more about other areas," he said. "We've had six different account managers within Google in
a very short space of time, and getting them to concentrate has been pretty tough.

"I would suspect others have had similar experiences."

The agreement was initially for three years and Mr Jones, who was formerly the managing director of
Yahoo Australia, said other Overture partnerships were being discussed. Google declined to comment.
Search marketing, which allows publishers to display relevant text-based advertisements next to
search results with particular keywords, has grown quickly and is expected to be worth more than
$US2 million this year, providing a badly needed second wind for the online advertising market after
the dotcom crash.

Overture pioneered the concept before it was bought by Yahoo in July, but Google and other
companies, such as Australian-founded LookSmart, have also offered search marketing services.

Overture's Australian managing director, Mel Bohse, said that, unlike Google, her company did not
have its own high-profile web presence, which meant there was less risk to publishers of their readers
being diverted to another search destination. Ms Bohse said that the agreement took Overture's
distribution reach to 85 per cent of Australia's online population.

Search marketing allows advertisers to bid against competitors by paying more to receive a more
prominent placement in the case of popular keywords.

Ms Bohse said that, unlike its competitors, Overture employed editorial staff to ensure the keyword
placements were being bought by companies with a legitimate link to the word.

She pointed to the Jetstar launch, when Flight Centre bought advertising links on Google so that web
users searching for "Jetstar" were served up sponsored links to the travel agency.

"That would never happen on Overture. It's not a good experience for consumers to be taken
somewhere they don't want to go," Ms Bohse said.

"And it's not good for advertisers, they're looking for qualified leads."
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Telstra In i-Mode For Mobile Push

Michael Sainsbury and Kate Mackenzie June 11

Telstra has moved to resuscitate its moribund mobile data strategy, hoping an exclusive deal with
Japanese giant NTT DoCoMo will grab it 1 million customers who will spend 30 per cent more on their
mobile bills within three years.

Telstra will deploy DoCoMo's "i-mode" software platform - already used by more than 43 million
mobile users worldwide - for its customers before Christmas, in a bid to take on rivals Hutchison,
Optus and Vodafone. Hutchison has set the market alight since entering it with its data-focused third
generation network "3" and is now adding more contract customers each week than either Telstra or
Optus.

I-mode allows mobile phone users relatively cheap access to about 80,000 internet sites such as
games, news, weather and banking sites.

The i-mode deal, which will cost Telstra about $25 million to install and license plus a royalty of more
than 10 per cent, was orchestrated by the company's chief deal maker and head of its technology
group, Ted Pretty.

It follows the failure of Telstra's $100 million Mobile Loop strategy launched last April. Loop was
developed as a spoiler and was released immediately before the launch of "3".

But Telstra has had difficulty in sourcing handsets for the service and, despite heavy advertising, it
failed to find the mark with consumers. "I don't think the Loop brand will survive," Telstra mobile
products chief Holly Kramer said last night.

Telstra is the ninth mobile company outside Japan to get a licensing deal for i-mode, following deals
by DoCoMo with companies in Germany, the Netherlands, Taiwan, Belgium, France, Spain, Italy and
Greece.

"The current expectations are a 30 per cent increase in data revenue from those who have taken it
up," said Mr Pretty, speaking to media by phone from the Flinders Ranges of South Australia.

"That sort of incremental revenue comes with the uptake as what we would be hoping to achieve."

Mr Pretty said the i-mode platform could be used on Telstra's GSM and GPRS 2G network and a future
3G network based on the WCDMA standard used by Hutchison and being rolled out by Optus and
Vodafone.

But Mr Pretty said Telstra was not yet ready to give definitive data for its own 3G network. "It is a
matter of when, not if," he said.

He said Telstra was still considering the option of partnering with a rival for its 3G network.

Credit Suisse First Boston analyst Guy Hallwright said i-mode, to date, had not been very popular in
countries outside Japan. "DoCoMo has been trying to duplicate that (Japanese) success into other
countries in Europe, without any success so far," Mr Hallwright said.

He said i-mode was much more user friendly than Telstra's current mobile phone internet service, but
that didn't mean it was likely to provide much of a boost for Telstra's revenues.

"There's no obvious huge gain for Telstra from doing this," he said. "I-mode's business is a conduit to
content provided by other parties. DoCoMo has given most of its revenue from i-mode to the people
that provide the content. It will depend on what content is available."

The Australian
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Telstra Plans CDMA Push-Talk

Chris Jenkins June 8

Telstra is to expand its push-to-talk mobile services to CDMA, as part of an agreement with Motorola
that will also provide the infrastructure to link to GSM-based services.

Although the agreement is still to be finalised, it is believed to involve Motorola providing equipment
for a CDMA push-to-talk trial in July.

Telstra expects a commercial CDMA-based push-to-talk service will be offered by the end of
September.

Push-to-talk builds walkie-talkie-like radio functions into mobile-phone handsets, turning the mobile
into a two-way radio that can reach across the entire network.

Groups can be set up for one-to-many communication.

begin a commercial service when sufficient quantities of handsets are available — expected to be at
the end of the month.

No pricing has been announced, but Telstra is expected to offer plans providing unlimited use for a set
monthly fee. Telstra would begin trials also of a GSM-based Motorola push-to-talk service this month,
with an expected commercial launch by February, a company source said.

Telstra would use Motorola as the source for the interoperability component of PTT services, and
would have an inter-carrier service available within six months of the Open Mobile Alliance forum
ratifying a push-to-talk standard, the source said.

The alliance would result in Telstra and Motorola working together on managed radio service
products.

Although details had yet to be worked out, it was likely push-to-talk mobile would not be included
under the radio services umbrella, which would instead concentrate on areas such as digital radio
networks being set up by government agencies.

The Australian
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Google Moves Into Intranets
Michael Liedtke June 7

Google is sharpening the search tools that it sells to companies, schools and government agencies,
hoping to mine new revenue sources as it strives to become less dependent on online advertising.

The Mountain View, California-based company on June 2 took another small step beyond its renowned
online search engine releasing its most significant upgrade of a two-year-old kit that's sometimes
called " “Google in a box". The hardware-and-software package is supposed to provide prospective
customers with everything they need to do a better job indexing and searching the information on
corporate intranets.

Google's top-of-the-line system, priced at $US175,000 ($255,000), will index up to 1.5 million web
pages and perform 300 search queries per minute - five times the capacity and speed of the earlier
version, said Dave Girouard the company's general manager of enterprise.

A less sophisticated version of the kit will sell for $US32,000.
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The original version of Google's search kit is being used by "several hundred" customers, Girouard
said. Google is hoping to drum up more demand by offering a more powerful product and making it
even simpler to run - the company says the kit can be installed in about 30 minutes. The market for
intranet search products remains relatively small. The industry leaders, Verity and Autonomy,
combined to generate slightly less than $US200 million last year.

Google, meanwhile, posted 2003 revenue of $US962 million.

Online advertising accounted for all but 4 per cent of Google's first-quarter revenue - a heavy
concentration that has raised mild concerns among some industry analysts as the company prepares
for a highly anticipated initial public offering of stock. The IPO is still several months away.

Although online advertising is expected to remain its financial foundation, Google is trying to diversify.
The company reportedly is working on a product, code named "Puffin", that would search information
stored on the hard drives on individual computer users - an initiative that would intensify Google's
rivalry with software giant Microsoft. Google so far has declined to discuss the Puffin project.

Microsoft's next operating system, expected to be released in 2006 or 2007, is supposed to include a
search feature that sorts through the content stored on computer desktops and the internet.

Other recent Google projects have included a free email system - still available only to a select group -
and an online social networking site called Orkut.

Google's success searching publicly accessible websites doesn't necessarily mean the company will be
able to transfer its prowess to privately guarded intranets, said industry analyst Stephen Jue of RBC
Capital Markets. Both Yahoo! and Inktomi - now owned by Yahoo - have previously pursued largely
disappointing expansions into corporate search, Jue said.

The Associated Press
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Some Ducks Quacker Than Others
From correspondents in London June 4

TO the untutored ear it might just sound like a load of quacking, but British researchers have
discovered that the country's ducks, much like its people, have distinct regional accents.

Ducks from London make a rougher sound which resembles shouting so that fellow birds can hear
them above the hubbub of city life, whereas their country cousins make a softer sound, the study
found.

The differences were uncovered after academics at London's Middlesex University recorded the calls of
ducks at a city farm in the capital and at a tranquil location in Cornwall, southwest England, the
Guardian reported.

There was a clear difference in sound, English language lecturer Victoria de Rijke told the paper, with
the London ducks "much louder and (more) vocally excitable".

"The Cornish ducks made longer and more relaxed sounds, much more chilled out. The cockney
(London) quack is like a shout and a laugh, whereas the Cornish ducks sound more like they are
giggling," she said.

"London ducks have the stress of city life and a lot of noise to compete with, like sirens, horns, planes
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and trains."

The result was that the ducks' "accents" mimicked those of the humans in their home region, Ms de
Rijke added, noting that the London accent tends to use short, more gutteral vowel sounds whereas
those in Cornwall are open and drawn-out.

The Associated Press
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ASIA NEWS

Will Asia's Low-Cost Airlines Fly High?
Demand may offset the hurdles faced by the region's new budget carriers
Frederik Balfour Bangkok

Zuwailiah Jamaludin had been wanting to take her mother and three children on a vacation in
Thailand for years, but she just couldn't afford to get there. In early June, though, she and the family
spent a week sightseeing in Bangkok and the northern city of Chiang Mai. Why now? Air Asia, the
pioneer of no-frills flights in the region, was offering the 2,400-kilometer flight from Jamaludin's
hometown of Johor Bahru, Malaysia, for just $45 each way. "We're on a budget," she says. "When Air
Asia came along, we didn't want to miss the chance."

Much of Southeast Asia soon will have the same chance. Since Kuala Lumpur-based Air Asia took to
the skies in November, 2002, a half-dozen low-cost carriers have opened for business or plan to do so
by yearend. One-Two-Go and Thai AirAsia, an affiliate of the Malaysian carrier, have launched in
Thailand, Valuair is flying out of Singapore, and Lion Air offers daily service from Jakarta to Singapore,
Kuala Lumpur, and far-flung destinations in Indonesia. In response, big carriers, including Singapore
Airlines, Thai Airways International, and Australia's Qantas Airways, are setting up low-cost
subsidiaries. The boom is being driven by the governments of Malaysia, Thailand, Indonesia, and
Singapore, which are granting landing rights to the carriers in hopes of boosting tourism and business
travel. The new carriers "will make the market more dynamic," says Air Asia founder Tony Fernandes.

"FINGERS CROSSED'

But the rise of Southeast Asia budget carriers may not rattle established airlines quite as much as
upstarts such as Southwest Airlines Co. (LUV ) and Ryanair (RYAAY ) have in the U.S. and Europe. A
dearth of secondary airports within commuting distance of Asia's capital cities means that low-cost
airlines there can't avoid congested and pricey metropolitan airports as easily as U.S. and European
budget carriers can. That limits their ability to save on landing fees and to get into and out of airports
quickly -- the two pillars of the low-cost model. "The best we can do is 45 minutes turnaround -- and
keep our fingers crossed that there's no bad weather," says Valuair Ltd. Executive Director Jimmy Lau.

The new Asian upstarts also face more competition than discounters elsewhere. In Europe or the U.S.,
no-frills carriers target routes that are dominated by just one or two carriers. But in Asia there's rarely
any shortage of competition. In flying between Singapore and Bangkok, Valuair and Thai AirAsia
compete with a dozen other carriers. On the Hong Kong-Singapore route, Valuair squares off against
seven others. "In the U.S. and Europe, budget carriers have had huge impact on traffic and share,"
says Richard Stirland, director general of the Kuala Lumpur-based Association of Asia Pacific Airlines.
"But I don't see it happening in this part of the world."
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Asia's traditional airlines are more cost-competitive than their European and American counterparts,
too. The likes of Cathay Pacific, Singapore Airlines, and Thai Airways enjoy lower average costs per
kilometer than other global carriers. They're often even as low as no-frills airlines, which typically keep
a lid on costs by flying only short-range, narrow-body planes. Cathay Pacific Airways Ltd., for instance,
keeps its wide-body Airbus A330s busy by making several daily flights between Hong Kong and Taipei
-- and then using the same plane for a 13-hour overnight trek to London. And because full-service
carriers have first and business classes -- plus cargo -- they can sell economy seats at a discount.
"They have an embedded low-cost carrier at the back of the plane," says Timothy Ross, a UBS analyst
in New Zealand. So when Valuair offered a $176 round-trip fare between Hong Kong and Singapore,
both Cathay and Singapore Airlines went even lower.

In fact, rather than cannibalizing full-service airlines, the arrival of no-frills rivals could create more
business for everyone. As prices fall, full-service carriers say their planes are filling up. Thai Airways
International, for example, raised load factors by offering 30 of the 150 seats on daily flights between
Chiang Mai and Bangkok for just $25 round-trip, down from its regular fare of $112. "As long as we
make a profit, that's good enough," says Chaiwat Chanapai, vice-president of Thai Airways. And as
long as fares stay low, it'll be good enough for budget-conscious passengers such as Jamaludin to
take more of those cherished trips abroad.

Back to top
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Taiwan's Info-Tech Triumphs

The tiny nation has an outsize representation on BusinessWeek's IT 100 list. Here's how some of
these winners do it

Bruce Einhorn

The star of this year's BusinessWeek Info Tech 100 is LG Electronics (see BW Cover Story, 6/21/04,
"The Information Technology 100"). The electronics subsidiary of LG Group has labored in the shadow
of its more glamorous South Korean rival, Samsung Electronics, which has established itself as a
world-class brand that can compete in the same league as Sony (SNE ), Panasonic, and Philips (PHG ).

LG isn't quite there yet. But it emerged as No. 1 in this year's IT 100 rankings, helped by LG's push to
become a world-leading producer of consumer electronics. The shift from second-generation (2G)
wireless phone technology to third generation (3G) helps LG. When it comes to cellular handsets, the
2G world is so commoditized that Chinese manufacturers such as TCL or Ningbo Bird -- with only a
few years of experience making phones -- have been able to come on strong. It's not that easy to
make 3G handsets, however. As telecom operators worldwide roll out their 3G networks, a company
that can make a good 3G handset -- like LG -- is sitting pretty.

Canning Fok, managing director of Hutchison Whampoa, the Hong Kong-based conglomerate that's a
3G pioneer in Britain, Italy, Australia, Hong Kong, and elsewhere, can't say enough about LG, which is
starting to supply the Hutchison Whampoa with 3G handsets. "We've arrived in terms of cost,
functionality, size, and batteries," says Fok. "In 3G, the soup of the day is LG."

And the country of the year has definitely been Taiwan. The island's electronics companies
traditionally do well in BusinessWeek's IT 100, but in this year's version they stand out. Of 2004's top
25 companies, eight are Taiwanese. Altogether, Taiwan accounts for 15 of the top 100 IT companies
worldwide.
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Many of the Taiwanese on the list are beneficiaries of the worldwide boom in flat-panel displays. As PC
users junk their clunky old cathode-ray-tube monitors and replace them with sleek thin screens, the
Taiwanese companies that make thin-film transistor liquid-crystal displays (TFT-LCDs) have enjoyed
impressive results. That's behind the rise of AU Optronics, No. 17, which is one of the world's largest
producers of TFT-LCDs.

These aren't the only Taiwan tech companies that have gotten a boost. LCD components makers
have, too. Take Novatek Microelectronics, No. 20. It's a "fabless" company, a chip-design house
without a semiconductor manufacturing plant of its own. Novatek farms out its production to
foundries, chipmakers that produce for others. It was among the top 10 most profitable companies,
largely due to its focus on designing chips used in making LCDs.

Nonetheless, some of the Taiwanese are by now regulars to the list. Quanta Computer, the island's
biggest producer of notebook PCs is No. 3 this year, following up on its No. 2 rank in 2002. (For 2003,
Quanta managed just a No. 34 ranking.) Its revenue soared last year, and a 108.9% increase gave it
the second-best sales growth of any IT 100 company. Quanta is tops in original design manufacturing
(ODM).

Quanta doesn't just produce notebook PCs for Dell (DELL ), Hewlett-Packard (HPQ ), Acer, and just
about any other name you can think of. It also does much of the design work. Now that margins in
the notebook PC business have shrunk so much that it makes little sense to produce the machines in
Taiwan, Quanta has been pushing aggressively to develop its production base in China, with a huge
facility in the Shanghai area.

Quanta is hardly giving up on Taiwan, though. Across from corporate headquarters in a technology
park close to Taipei, construction is now under way on a large new research and development center.

INDIAN CHALLENGE.

When it comes to IT 100 consistency, even more impressive is Hon Hai Precision Industry, which is a
top 10 perennial. No. 4 Hon Hai is the outsourcer of choice for companies looking for a low-cost
manufacturer of PCs, game consoles, cell phones, and other electronic gear. It improved on its 8th-
place ranking last year and almost matched its No. 3 spot in 2002. Hon Hai is the leading Asian player
in the ultracompetitive world of what's known in the industry as electronic manufacturing services. In
EMS, a company like Sony does the design work for the PlayStation game console and then hires Hon
Hai to manufacture it.

As the world's electronics industry has gravitated to China, Hon Hai, with its vast production base in
the mainland, has an edge over North American rivals like Celestica (CLS ) and Solectron (SLR ).
Indeed, Hon Hai is now closing in on Flextronics (FLEX ) as the world's EMS leader after paying $1
billion in stock last fall for a Taiwanese telecom equipment maker. Last week, Hon Hai approved a
plan to spin off a division that makes cellular phones, probably in Hong Kong.

One potential challenge for Hon Hai: India, which seems to be emerging as a new battleground for
the EMS industry. While Flextronics has an edge in manufacturing in the West and Hon Hai is ahead in
China, neither has a leader in India. The country has lagged behind China as an electronics market
and as a manufacturing destination. But now that India has the world's fastest-growing cell-phone
population, manufacturers are starting to think again about whether they can ignore the country.

Flextronics early this month announced that it was buying a controlling stake in Hughes Software
Systems for $226 million. Hon Hai's ability to match Flextronics in markets where it doesn't have a
natural advantage will go a long way in determining whether the Taiwanese company can make it to
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the top tier of the IT 100 list again next year.
Back to top

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

India's Outsourcers Turn West

Aiming to expand their reach and customer base, they're buying U.S. and European companies --
often hiring more workers there

Manjeet Kripalani

In recent years, Western companies have rushed to India, outsourcing their back-office operations,
call centers, and software development -- or in some cases flat-out acquiring Indian outfits that do
such work. Now it's turnabout time. In the past two years, Indian businesses have snapped up a
dozen U.S. call centers and business-processing companies. "Indian companies are looking to build a
global model quickly," says Kanarath P. Balaraj, partner with WestBridge Capital Partners, a Silicon
Valley venture-capital firm that invests in outsourcing companies.

Why the reverse migration? As India's outsourcing sector matures, companies there need to increase
their industry expertise, geographic reach, and, most of all, their customer base. That's where
takeovers of U.S. concerns come in. Indecomm Global Services, a health-care and financial-services
outsourcer based in Bangalore, recently paid $5 million for Simpata Group, based in San Francisco.
Simpata manages human-resources software for clients such as health-care provider Anthem and
some Blue Cross/Blue Shield insurers.

CHEAP BUYS.

"The deal gives us unique expertise in the global HR software and services industry and opens up
huge opportunities for us," says Naresh Ponnapa, Indecomm's chief executive. In October, Bombay's
Datamatics Technologies bought Detroit-based accounting outsourcer CorPay Solutions, in large part
for its blue-chip roster of auto-industry clients, including Ford Motor (F ), General Motors (GM ), and
DaimlerChrysler (DCX ).

Another reason for the buyouts: Smaller U.S. call-center operators can be had on the cheap. Profits at
most of them have declined 8% to 10% annually in the past three years, according to Bombay
investment bank Edelweiss Capital. And because these companies can't match the cost structure of
their Indian rivals, they're selling for just one-fifth to one-half of revenues, says Edelweiss Chief
Executive Rashesh Shah.

For instance, Bombay's Essar Group in November teamed up with Deutsche Bank and paid just $28
million for Irving (Tex.) call-center operator Aegis Communications Group, which last year generated
sales of $140 million serving big-name clients such as AT&T (T ) and American Express (AXP ). "Not a
lot of the U.S. companies have found an answer to scaling up and cutting down their costs," Shah
says. "Indian companies have those skills."

"TRANSITIONING THE MIDDLE."

Are the Indians buying up their U.S. competitors simply to close them down and shift most of their
operations overseas? Not at all, the Indians insist. While Aegis' new owners say they won't cut jobs in
the U.S., they plan to relocate back-office functions, such as human resources, accounting, and tech
support, to India, saving 15%, says Essar President Neeraj Gupta. Datamatics has shifted some of
CorPay's data-entry work to India, cutting costs by some 25% and leaving the U.S. staff more time to
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drum up new business.

"We're transitioning the middle part to India, leaving the beginning and end work in the U.S.," says
Datamatics Chairman Lalit S. Kanodia. And Bombay's Godrej Group has added has added 100 more
U.S. employees to Upstream, a call center focused on the U.S. corporate-travel business that it bought
in November.

The Indians aren't buying only in the U.S. Tracmail, an Indian call-center operator with $5 million in
sales, acquired Toronto's Webhelp and its 430-seat call center in Montreal last year to boost its profile
in the North American market. But thanks to Webhelp's multilingual team, Tracmail soon started to
serve European customers as well, and in May it hired 100 additional operators.

LESS UPROAR?

And New Delhi-based HCL Technologies, an Indian tech hardware and software major, paid $11.6
million for Belfast-based Apollo Contact Center in 2002. At the time, Apollo handled phone queries for
telecom, retail, and financial-services clients in Britain and Ireland. Since HCL bought Apollo, it has
added clients across Europe and more than doubled in size, to 1,030 employees.

If all of India's overseas buyouts work out so well, it might calm some of the uproar over all those
Western jobs moving to Bangalore.

More information...
Back to top
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Is Japan Back?

After a disastrous decade, markets, household spending, and once-struggling sectors are soaring.
Here's the story behind the numbers

Brian Bremner, with Hiroko Tashiro, in Tokyo

One of the big surprises of the global economy is Japan's remarkable turnaround. It has grown faster
than the U.S. over the past six months, and its 3.2% expansion for the fiscal year ended in March is
the best showing the country has managed since 1996. The stock market is up 45% over the past 13
months, and the economy is generating jobs again, pushing unemployment to a three-year low of
4.7%. Exports -- always a strong driver of Japan's economy -- are soaring, particularly to China.
"Japan has not been this strong in the past decade," says General Electric Co. (GE ) Chairman Jeffrey
R. Immelt.

The surprise is that more and more of the recovery is being powered by demand at home, both from
business investment and consumer spending. On May 28, Japan reported that household spending
shot up 7.2% in April from the year-earlier period as shoppers flocked to department stores and
discounters, stocking up on everything from suits to stereos. You have to go back to the heady days
of 1982 to see that kind of consumer splurge in Japan.

This Japanese surge wasn't supposed to happen. After all, over the past decade a historic plunge in
stock and land prices, three recessions, and stagnant growth have wiped out as much wealth as World
War II did. Much of that was the wealth of a bubble economy -- unrealistic valuations doomed to fall.
The problem is that the authorities opted for a slow workout to avoid bankruptcies and massive
unemployment. That approach preserved social stability but cost trillions -- money that could have
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been spent resurrecting the country more quickly -- and helped push Japan into troublesome
deflation. Even today the nation continues to experience major structural problems: a still-fragile
banking system, a central-government debt burden equal to 160% of gross domestic product, and a
sovereign credit rating more suited to a banana republic than to the world's second-biggest economy.
Nonetheless, Japan clearly is moving forward. Here's why:

Japan was written off as hopeless as recently as 18 months ago, but the numbers are finally looking
good. What's going on?

To understand the answer, you have to remember Japan in its heyday: Ever-higher exports to the
U.S. built up the strength of the keiretsu, those vast networks of corporations that supported all
members, no matter how weak. Meanwhile, high prices at home propped up domestic industries and
robbed the Japanese consumer of buying power. The system worked -- until the keiretsu banks fueled
a huge property bubble and gigantic overcapacity in the manufacturing sector. The banks refused to
cut off deadbeat borrowers, and recession set in. Not even continued U.S. demand for Japanese
products could end the downturn that started in 1993 and staggered on for nearly a decade.

Today, though, Japan is a beneficiary of global trends that did not exist when it slid into trouble. First,
there's the rise of intra-Asian trade. A half-decade ago few understood how much Japan would gain
from China's boom. Chinese manufacturers and consumers have been eager buyers of the machine
tools, chipmaking equipment, cars, and consumer products that Japan excels at making. Last year
two-way trade with China shot up 30.4%, to $132.4 billion, for the first time eclipsing import and
export volumes with the U.S. And it's not just China: Southeast Asia has also bounced back from the
Asian financial crisis of 1997-98. Last year, Japanese exports to Southeast Asia rose 10%, to $60
billion.

Japan is also raking in money from the growing global demand for must-have gadgets such as digital
cameras, flat-screen televisions, and DVD recorders -- products where it still has an edge. Fujitsu
Hitachi Plasma Display Ltd. and Matsushita Electric Industrial Co. (MI ) together control 42% of the
global market for plasma-display screens and are spending nearly $1 billion each to build new
factories in Japan. Meanwhile, Sony, Canon, and Olympus have a lock on half the global market for
digital cameras. The digital-appliance boom has in turn created business for Japanese machine-tool
companies that make specialized machinery needed to crank out microchips used in these products.
Machine-tool orders surged 25% in 2003, to $8.3 billion, government data show. Sure, Japan faces
competition from Korea, Taiwan, and China, but it leads in key technologies such as tiny hard drives
and specialized chips used in digital gizmos.

Tech isn't Japan's sole salvation. Something else happened, too, with little help from the government
of Prime Minister Junichiro Koizumi or any other politician: The mighty keiretsu started to lose their
iron grip on the economy. Constant deflation, heavy debt loads, and stagnant demand at home
chipped away at corporate profits, forcing the weakest into bankruptcy. The tight relationships among
banks and borrowers, manufacturers and suppliers started to fray. To survive, the strongest
companies went offshore to produce their goods and ship them back to Japan at ever-lower prices.

At the same time, Japan's consumer psychology started to change, and deflation, ruinous as it was,
proved to have a hidden payoff. Shoppers demanded lower prices and got them -- from entirely new
retail categories such as "100 yen" shops, discount grocers, and warehouse-style department stores
offering more and cheaper imported goods. So Japan's hard-pressed consumers finally could stretch
their spending power, even on scantier wages. With employment picking up and strong economic
growth, many now have the best of both worlds: steady incomes and still-decent prices.

Global investors are starting to amplify these trends. Until the mid-1990s about half of equities in
Japan were held by banks, a legacy of the keiretsu cross-shareholding networks. That figure is now
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about 25%, according to fund manager Sparx Asset Management. The banks sold off their shares in
2001 and 2002 to meet new capital requirements imposed by regulators. Those sales sent the Nikkei
225 stock index to 20-year lows 13 months ago. But the sell-off sparked interest in Japanese stocks
among foreign investors, who poured $77 billion into Japanese equities last year and now control 30%
of the shares traded on the Tokyo bourse.

Those foreign shareholders are demanding better corporate governance, profitability, and
transparency. In December, for instance, private equity fund Steel Partners Japan Strategies LP
launched a hostile takeover of Yushiro Chemical Industry Co. Why? Steel Partners, which owned 8.9%
of the cash-rich machine-oil maker, was tired of the company's low stock price and paltry dividend.
Yushiro fended off the attack, but not before a panicked management agreed to raise its dividend
fourteen-fold. Meanwhile, dealmaker Wilbur L. Ross Jr. has established a $200 million fund with the
California Public Employees' Retirement System pension fund that will buy japanese shares and agitate
for better governance. American private equity players are at work, too. Carlyle Group and Lone Star
are on the prowl for turnaround opportunities after seeing the success Ripplewood Holdings had with
its investments in Japan Telecom and the near-bankrupt long term credit bank, now called Shinsei.

Isn't too much of Japan's recovery linked to the volatile, overheated China trade?

That's a legitimate worry. "Japan's reflation is just the mirror image of China's investment cycle
overshooting," says Hong Kong-based Morgan Stanley (MWD ) economist Andy Xie. Regarded as a
China bear, Xie thinks the good times will be short-lived. The bubble in China has sparked a capital-
expenditure turnaround in Japan, he says, and that has fed into the rebound in consumer spending.
Once China collapses, Xie says, Japan's economy will suffer heavy collateral damage.

The argument, though, may be overblown. Few think the long-term outlook for China is anything but
rosy, and there are some signs that the country is headed for a soft landing. Unless the U.S. were to
crash at the same time, it's hard to imagine Japan falling back into recession. Moreover, such
reasoning ignores the fact that, while Japanese companies have rushed to build up Chinese plant
capacity to sell goods to consumers there, they're also using China as a cheap production base to sell
products back home and around the world. Imports from China shot up 21.9%, to $75 billion, in 2003.
About 15% of that, says the Japan External Trade Organization, was "reverse imports" -- subsidiaries
of Japanese companies sending Chinese-made PCs, printers, and DVD players back home. China may
see boom-and-bust periods that crimp Japanese export growth, but Corporate Japan still benefits from
having a vast production base on the mainland.

It's also hard to argue that China has much to do with the rapacious domestic demand for digital
appliances. The boom started inside Japan about two years ago; today roughly half of all Japanese
households have digital cameras, and one-third own DVD players. If you have ever visited a space-
starved Japanese home, you can quickly grasp why sleek flat-screen TVs are all the rage. In March,
Japanese consumers bought 216,000 of them, up 72% year-on-year. Now that these products have
been successfully marketed at home, companies are boosting capacity to sell more overseas.
Matsushita just announced plans for a new factory to crank out 3 million plasma-display panels a year.
When it comes to digital TVs, says Fumio Ohtsubo, a senior managing director with Matsushita, "we
can't be beaten."

Has Japan Inc. really restructured enough to regain its global stature?

It depends on which part of Japan Inc. you're talking about. There has been a true revival in the
competitiveness of the biggest multinationals, particularly in electronics, steel, and autos. Nissan
Motor Co. (NSANY ), for instance, had a near-death experience but was revived by foreign capital and
world-class managers such as CEO Carlos Ghosn. Today, Nissan is enjoying record profits. Ghosn sees
enormous potential in Japan given its educated and diligent workforce, engineering smarts, and
manufacturing prowess. "Every problem has a solution," he says. "The key is getting people thrilled
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about what's going on in the company."

Other Japanese outfits have relied on homegrown managerial talent to pull out of the rut. At
Matsushita, CEO Kunio Nakamura has closed or streamlined dozens of plants, cut the workforce by
20% since 2000, and last year poured some $5.5 billion into research and development on products
such as camera phones and flat-screen TVs. Even Old-Economy mainstays are getting into the act.
Toray Industries Inc., @ manufacturer of synthetic fibers, now produces materials needed for making
LCD panels. And steelmaker JFE Holdings Inc. has stormed back to profitability with decisive
downsizing and a shift to higher-margin products such as sheet metal for carmakers. All in all, the
average return on equity of Japan's 400 top nonfinancial companies has jumped fourfold, to 7%, since
1998. Goldman, Sachs & Co. (GS ) thinks it could hit 10% by 2006. Another new trend is part-time
employment, which adds to companies' operating flexibility. Last year the number of temps soared
21.8%, to 2.13 million workers -- 2 1/2 times as many as five years ago, or 3.5% of the workforce.

That said, there are still plenty of backward-looking companies. While labor productivity increased
about 2% overall in 2003, the biggest gains came from giants such as Toyota and Canon. Companies
in services, retail, construction, and food processing -- which represent some 60% of total
employment -- lag far behind, says Nikko Citigroup Ltd. (C ) economist Jeffrey Young. "In some cases,
productivity is falling outright," he points out. That lack of productivity translates to scarce profits. In
the past fiscal year the five most profitable enterprises represented some 25% of the pretax earnings
of Japan's 300 biggest companies, Young says. So while Japan has made progress, its restructuring
drive still needs to go deeper.

The banking sector seems to be bouncing back. Will that make much of a difference?

This is one area where Koizumi deserves credit for getting the job done. His appointment of Heizo
Takenaka as Japan's economics czar and top bank regulator was smart. Takenaka and his staff at the
Financial Services Agency have forced Japanese bankers to reclassify marginal loans as the duds that
they really are and made them drop accounting gimmicks that hide problems. For instance, in March,
FSA auditors discovered that banking group UFJ Holdings Inc. had underreported loans by some $9.1
billion and needed to shore up reserves by $8.4 billion. UFJ reported a $3.6 billion loss last year -- a
shock, but a refreshing change after years of book-doctoring with tacit government permission.

The other side of the bank problem is that many companies that were going to go under have already
gone bankrupt, while borderline cases have returned to health as the economy improved. Last year,
the number of corporate bankruptcies fell by 16.6%. The banks have written off much of the debt
owed by those companies or sold it to a government loan-workout corporation. So the level of
nonperforming loans at major Japanese banks has dropped by about half over the past two years, to
$124 billion, or about 5% of their loan books. This development could prove a tremendous boost for
the economy. With the banking sector in a funk, total outstanding loans have been declining for the
past six years, hobbling the ability of enterprises to raise capital for expansion. True, the rebound in
the Nikkei has reopened a key source of financing, and the best-run companies have no problem
raising money in global markets. Still, Japan needs a vibrant banking sector to fund new ideas.

What are the challenges for Japan now?

Japan still suffers from deflation, which took root in 1998. Consumer prices have been dropping at
about 1% annually, and land prices have fallen since 1992. Most economists, though, think prices are
hitting bottom and will start rising modestly late next year.

The government also faces a Godzilla-sized debt problem. Its national pension scheme is such a mess
that most workers -- and even some politicians -- don't even bother to pay into it. These troubles are
fixable provided Japan keeps growing and Koizumi can push through higher pension premiums and
rein in government spending. But it will take years, if not decades.
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Then there's the question of when the Bank of Japan will boost its benchmark interest rate from the
near-zero level it has maintained since 1999. BOJ Governor Toshihiko Fukui probably won't move until
consumer prices start to rise next year, and even then will only raise rates modestly. That shouldn't
hurt. But if inflation sets in, he may have to be more aggressive. Then the government's debt costs
would rise, which in turn could make it harder to reduce the deficit and cut spending.

For now, though, ordinary Japanese finally have a reason for cautious optimism. Kimiko Hasegawa,
50, recently spent an afternoon looking through designer dresses at the upscale Mitsukoshi
department store in the Ginza, for the first time in ages. "For the past two years, I only shopped at
discounters," she says. If Japan can keep growing and get its competitive groove back, more and
more Japanese might feel confident enough about their economic future to splurge. For the world
economy, that could be a very good thing.

More information...
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