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Quotations

“Don't walk in front of me, I may not follow.
Don't walk behind me, I may not lead.

Walk beside me and be my friend.”

--- Albert Camus

“Never fear shadows... they simply mean there's a light shining somewhere nearby.” --
Anon

"One is successful just in the sincere attempt to become successful. You cannot climb a
mountain if you will not risk a fall." -— Rick Beneteau

"Skate to where the puck is going, not where it is." -- Wayne Gretzky
"An army of deer led by a lion is more to be feared than an army of lions led by a deer." --
Chabrias, Athenian general, 357 B.C.

"Seeing a murder on television ... can help work off one's antagonisms. And if you haven't
any antagonisms, the commercials will give you some." -- A/fred Hitchcock
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Editorial

Dare to Differentiate

Differentiation is the key to survival and success in any business. There are three key fronts on which
you can fight the differentiation battle: Price, quality, and service. Your ability to compete on price is
limited. You can cut your margins just so far without jeopardizing your operation. It's difficult to
compete on quality too.

Modern technology has caused most products to become commodities; hence, there is often little
difference between Brand A and Brand B. Service is, therefore, the best strategy for competing in the
marketplace. Being on par in terms of price and quality only gets you into the game. Service wins the
game.

Moments of Magic or Misery

In 1981, Jan Carlzon took over as chairman of one of Europe's most poorly rated airlines,
Scandinavian Airline Systems (SAS). Carlzon quickly implemented many changes, the most important
of which was to manage the interactions that SAS employees had with its customers.

In 1987, Carlzon wrote a book entitled, Moments of Truth, in which he said, "Last year, each of our 10
million customers came in contact with approximately five SAS employees, and this contact lasted an
average of 15 seconds each time. Thus, SAS is 'created' in the minds of our customers 50 million
times a year, 15 seconds at a time. These 50 million 'moments of truth' are the moments that
ultimately determine whether SAS will succeed or fail as a company."

Carlzon hit upon a concept that is simple yet profound. Every single contact between any employee
and a customer is an important contact, regardless of its length or content. The term "Moment of
Truth" describes a contact that is neutral in nature.

As we all know, however, there are other kinds of interactions between employees and customers.
"Moments of Misery" describe interactions that have negative outcomes. A "Moment of Magic" is an
interaction that exceeds the expectations of your customer and leaves him/her with a positive
impression.

Moments of misery are a fact of life because people and companies are not perfect. Mistakes happen,
which is unfortunate, because research has shown that customers tell an average of 20 people about
moments of misery; but they tell only ten people about moments of magic. To break even, therefore,
you have to create twice as many moments of magic. Of course, the point is not to stay even; it is to
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stay ahead by managing interactions and making them moments of magic.

How are moments of magic consistently achieved? The bottom-line answer is that a company has to
be customer-driven versus operations-driven, where it puts the needs of its customers first. An
operations-driven company puts its needs, policies, and procedures first. A customer-driven company
may bend its own rules to please its customers. An operations-driven company uses its policy manual
as its Bible and will, if necessary, disappoint customers by invoking the most ignorant excuse on the
face of the earth: "I'm sorry, it's against company policy."

How To Become Customer-Driven

Since the middle of the 1980's, a lot of companies have talked about becoming customer-driven.
Everyone aspires to becoming the next Nordstrom, Federal Express, or L.L. Bean. The transformation
has worked for some, but for others it has been only talk. Talking the talk does not transform a
company. Real change takes a concerted effort that requires Commitment, Communication, and a
system for Conflict Resolution.

The Foundation: Commitment

Without commitment, customer-driven service will be just another flavor-of-the-month training that
will sharpen the skeptics' barbs. Customer-driven service requires a 100 percent commitment
throughout the organization, starting with the CEO. This top-down company strategy must include
people who interact with customers, and employees who serve in support positions. The reason is
simple: customers must be defined broadly, and that definition must include "internal customers."
Interactions between departments are analogous to interactions with external customers--they are
subject to moments of magic and moments of misery.

The commitment to customer-driven service requires four very important
steps:

1. Set clear objectives and service standards. High quality service must be defined so employees
know what it looks like and how to provide it.

2. Train well. The commitment must include the time, money, and effort necessary to train
employees properly. When service expectations are raised, employees must be given whatever skills
needed to meet or exceed those expectations.

3. Monitor and measure service. Service has to be made concrete so that it can be monitored,
measured, and made a part of everyone's performance review. In general, there are three ways to
monitor service:

a) Ask customers for feedback.

b) The observations of management; and

c) the use of "mystery shoppers" who pose as customers and rate service on many dimensions.

4. Reward or retrain. People who excel at providing excellent service should be rewarded; those
who need help should be coached or retrained. Your goal is to empower people to be creative,
resourceful, and autonomous in their jobs. If they are punished for mistakes, they will become
defensive and stop thinking creatively. The better approach is to coach, retrain, and show them
better, alternative solutions.

Effective Communication

One of the goals of customer-driven service is to change the service-provider's focus from individual
transactions to long-term relationships. Effective communication is the key to building and maintaining
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long-term relationships and can be looked at from two perspectives: the macro and the micro. The
macro level is the communication strategies used to stay in touch with customers. The micro level is
the communication skills used when interacting with customers.

Customer-driven companies encourage communication in which customers feel comfortable giving
feedback on how well the company is doing its job. This feedback should be solicited on a regular
basis.

Conflict Resolution System

The third major building block of customer-driven service is a system for turning moments of misery
into moments of magic. We have already conceded that moments of misery are bound to happen.
Every company must, therefore, have a set of guidelines that helps employees "right the wrong."
Customers do not expect companies to be perfect. They do, however, expect imperfections to be
corrected quickly, painlessly, and fairly.

Every moment of misery is different, but there are some general guidelines that will give you insight
into turning them around. When a problem occurs, listen actively, ask questions, and mentally trade
places with your customer. Then determine the severity of the problem and a fair solution.

Incorporate the following steps into your conflict resolution system:

1. Handle the person first, then the problem. Let angry people vent their frustrations by listening
to them before trying to solve their problem. This alone will go a long way toward resolving the
problem.

2. Apologise. Offer a sincere, personal apology that shows you are committed to the relationship.

3. Show empathy. Validate customers' emotions by letting them know that you would feel the same
way if their problem happened to you.

4. Find a solution. Resolve the problem with your customers, not for them. Ask questions that get
them involved in the solution process.

5. Offer compensation. If the moment of misery was severe enough, you need to say and show
that you are sorry. Compensation should be immediate (no time-delays), meaningful (high perceived
value), and consumable (something that can be used or eaten soon so the incident is forgotten).

6. Follow up. After resolving a problem, you must follow up to make sure everything is satisfactory
from the customer's perspective.

Meeting standards of excellence in business has always been important, but in today's increasingly
competitive marketplace, it is absolutely essential for your company's survival and success. To meet
those standards of excellence, your company and every one of its representatives in every one of its
departments must have a customer-driven orientation and provide consistent moments of magic.

Brian Monger July 2004
Back to top
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The Battle For Business
By Jim Dickins
July 11

SMALL business has rejected pre-election advances from both sides of politics, declaring its vote is still
up for grabs.
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Major policy statements from both the Labor and Liberal parties last week received a firm "not good
enough" from key leaders, who have sensed a rare opportunity to leverage the sector's increasingly
fickle political allegiances.

National Association of Retail Grocers spokesman Alan McKenzie said his members would reserve
judgment until more policy details became available.

"This is a battle of ideas between the major parties to capture the small business vote," Mr McKenzie
said.

"I think small business is waiting to see what both parties have to offer in full - there's still time for
more announcements to be made."

The sector is calling on both parties to undertake a full-scale inquiry into red tape and legal
compliance burdens that many claim are stifling new enterprise.

Opposition small business spokesman Bob McMullan flagged several measures during the National
Small Business summit in Sydney last week, including a promise to appoint an ombudsman-style
advocate to protect small business interests under a Labor government.

Prime Minister John Howard was hot on his heels with a similar move, pledging to create a special
position within the Australian Competition and Consumer Commission to champion the sector.
Long-serving ACCC Commissioner John Martin, who earned respect for his uncompromising
prosecution of breaches of the Trade Practices Act, has been tipped for the role.

Also last week, Mr Howard announced an end to the requirement that small employers prepare
quarterly letters detailing staff superannuation payments - a major red tape hassle for small firms.
Micro-businesses will get further red tape reductions.

Mr McMullan confirmed Labor would take further action to simplify the much-maligned business
activity statement and beef up the Trade Practices Act to protect against unfair market tactics from
big business.

Council of Small Business Associations spokesman Tony Steven said the measures were welcome but
called for a more comprehensive policy. "We feel that there should be a major audit so that we can
identify what are the inhibitors to business and recommend action on those," Mr Steven said.

The sector has been calling for red-tape relief for at least the last two elections, but Mr Steven is
confident this time it can finally flex some political muscle.

"There are over a million small businesses and they employ around three million people," he said.
"That's a lot when you consider there's only 8 million voters overall, and that's why both parties are
starting to talk to us openly and seriously."

So far, Labor appears to be scoring points for its aggressive stance on reforms to trade practices.
However, doubts remain about its industrial relations policy.

Traditionally, small business was regarded as a "rusted on" Liberal Party constituency.

But Mr McKenzie said demographic changes in the small business population meant the Government
could no longer rely on its wholesale support.

"I don't think it's fair to say small business will vote for the Coalition no matter what," he said.

"I think traditionally that has been true, but I think what we have now is a lot of people who used to
be employees owning their own business; people who were members of a union ... and I think the
picture is a bit more clouded.

"Labor sees an opportunity ... there's an increasingly volatile component there and it will look carefully
at the policies on offer."

The Sunday Telegraph
Back to top
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Ant Works For NAB, Amex

By Tim Boreham
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July 10

NATIONAL Australia Bank will next week launch a co-branded credit card with American Express, the
bank’s first major new product since being engulfed by its foreign exchange scandal.

Tuesday's launch of the long-awaited offering, which uses an ant as a branding theme, follows
Westpac's recent tie-up with Amex and a similar deal between ANZ Bank and Diner's Club.

The card is expected to target NAB's wealthier customers, with a rewards scheme centred on flight
rewards.

Customers will pay interest of 17.5 per cent on outstanding balances, as well as a $100 annual fee for
the basic card and a $150 fee on the premium offering.

Unlike Westpac's Amex offering, NAB's product can be linked to the customer's other NAB accounts.
For example, the customer can use the card to access a savings account at an ATM.

Westpac's Amex card is pitched as a companion card to the bank's own Altitude product, with
customers holding both cards in their wallet.

The deal marks a controversial extension of the foray by Amex and Diner's into the local market
following the Reserve Bank of Australia's interchange fee reforms.

The reforms, effective from November last year, forced the bank-owned Visa and MasterCard schemes
to slash these behind-the-scenes fees, which they relied on to fund loyalty programs.

Visa and MasterCard have loudly complained that Amex and Diner's - which raise revenue through a
higher merchant fee - have enjoyed an unfair advantage as a result of the reforms. However, Amex
and Diner's argue their success is more to do with offering better products to a wealthy, big-spending
customer base.

The RBA is considering whether to take action to negate the advantage enjoyed by Amex and Diner's.
NAB's market share has lagged in the $26 billion credit card market in recent years, according to cards
consultant Mike Ebstein of MWE Consulting. Based on official data, he estimates NAB's market share
of card receivables fell from 16.4 per cent in March 2002 to 14.9 per cent by March this year.

"They (NAB) would argue they decided not to worry about volumes but to maximise profitability," Mr
Ebstein said.

Amex and the bank started negotiations over the card about two years ago.

The Australian
Back to top
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Software Sales Still Sluggish
Michael Liedtke
July 12

THE US economy is steaming ahead, but its biggest software makers are still sputtering, with many
issuing stockmarket warnings about lacklustre sales.

The sales slowdown has raised doubts about whether the software industry will ever regain the vigor
of its heyday.

That was about five years ago when companies, government agencies and schools eagerly bought
expensive software as they upgraded their technology systems to handle the Year 2000 rollover and
adapt to the ubiquity of the internet.

Today's corporate software customers are treading cautiously, an approach that has translated into
smaller-sized deals and more rigorous budget reviews that have slowed the sales process.

The sluggishness is widespread, with more than a dozen business software makers missing their
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financial targets for the latest quarter.

The list includes: Veritas, Siebel Systems, PeopleSoft, Computer Associates, Kana Software, Sybase,
WebMethods, Ascential Software, Informatica, Secure Computing. and BMC Software.

Germany-based SAP, the world's largest maker of business applications software, provided a notable
exception to the trend Friday. Spurred by the recent spate of bad news, SAP revealed its second-
quarter revenue rose 15 per cent from the same time last year.

Almost everyone else in the industry seems to be puzzling over how to get out of the current sales rut.
Under the best case scenario embraced by most industry executives, software sales will pick up later
in the year as protracted negotiations that started months ago culminate in deals during the fall and
winter.

The sales slump in the most recent quarter "felt a little more like...increased sand in (the) gears of
closing transactions than it felt like the budgets were evaporating," BMC Software CEO Robert
Beauchamp said.

Siebel Systems CEO Michael Lawrie expressed a similar sentiment as he discussed his company's latest
sales stumble in a conference call.

"The business environment, in our view, appeared to be reasonably healthy during the second
quarter," he said. "Truth is, a number of transactions slipped at the end of the quarter."

The net result: Siebel's sales of new software licenses totaled $US95 million ($131 million), the lowest
quarterly volume in more than five years, according to Friedman, Billings, Ramsey & Co. analyst David
Filal.

While most industry executives expect an eventual recovery, a few iconoclasts believe the industry will
never be the same again.

The skeptics foresee a shakeout that will produce more mergers among the industry's mishmash of
specialty software makers, responding to customers' desire to deal with a few large vendors offering
comprehensive product suites.

Oracle CEO Larry Ellison has been an outspoken proponent of this scenario and has pledged to lead
his company on a takeover binge to help make it come true.

Having already stalked PeopleSoft for the past 13 months with a hostile takeover bid now valued at
$US7.7 billion, Oracle has vowed to pounce on other prey in the months ahead.

The industry's troubles have cheapened many software stocks, potentially making them more
susceptible to takeover attempts.

For instance, Veritas's market value has dropped about 50 per cent so far this year while Siebel's
market value has slid by more than 40 percent.

Investors recently have been more bullish about Salesforce.com, a company pioneering a new way to
sell software — an approach that some observers believe will become more prevalent as the industry
evolves with the changing needs of customers.

San Francisco-based Salesforce.com enables its customers to use software applications through an
online connection instead of installing the programs on individual computers. Instead of paying a one-
time licensing fee, the customers pay monthly or annual subscription fees.

The approach has been mildly successful so far. Salesforce.com has 9,800 customers, enabling the
company to eke out a $US3.5 million profit on revenue of $96 million last year. The company's shares
have gained nearly 50 per cent since its initial public offering at $11 per share last month.

Most traditional software makers have brushed off Salesforce.com as a passing fancy. Salesforce.com
believes the industry is in denial, a point that the company emphasizes with its taunting logo: the
international "no" symbol stamped over the word "software."

The Associated Press
Back to top
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Sony Tops 'Best Brands' Survey
Correspondents in New York
July 9

JAPAN's Sony ranked at the top of a list of "best brands" among consumers in the US for the fifth
straight in a row.

The Japanese electronics and entertainment group has been ranked at the top of the Harris Poll of
corporate brands since 2000, and also held the top spot in 1996 and 1998.

The survey saw soft-drink titan Coca Cola moving up to the number two spot from seventh place last
year.

US computer maker Dell retained its number three position while Kraft, the food unit of US
conglomerate Altria, moved to number four.

Not in the top ten since 2001, Toyota placed fifth among brands, based on a survey of some 2,100 US
consumers.

Rounding out the top ten brands were automaker Ford, in sixth place, followied by Japanese
automaker Honda, US consumer products giant Procter and Gamble, conglomerate General Electric
and automaker General Motors.

Dropping out of the top 10 were software giant Microsoft, ranked fifth last year; cereal maker
Kellogg's and soft-drink brand Pepsi-Cola, ranked ninth and tenth, respectively, in the 2003 survey.
"Electronics and consumer and packaged goods brands made room for automotive brands in this
year's top ten," said a statement from Harris Interactive.

"Four of the top ten brands are from automotive companies - the highest showing for these brands
since we began asking this question. This may possibly reflect the attention by the automobile
industry in response to high gas prices and other political and economic factors affecting consumers."

Agence France-Presse
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That Bare Belly Is No Longer Hip
July 12

THE belly and g-string baring combination of hipster jeans and cut-off top has had its day.

This winter those in the fashion know are covering up.

"We are moving away from ultra pelvis bone-exposing garments," said designer Alex Zabotto-Bentley,
of jeans label Fashion Assassin.

"When it first became popular four or five years ago, everything was a bit looser. But then it has all
become cropped and tighter and it's gone from being cool to overtly sexy and a turn-off," he said.
The look turned a bad corner when it was worn by the likes of pop star Christina Aguilera, often at the
top of the worst-dressed lists, he said.

"Last summer we reached saturation point when you would walk into various stores and there would
be 12-year-olds with their mothers buying the look, along with their mothers.

"It is now dead and buried."

Sportsgirl's Prue Murphy said while women aged 18 to 25 had abandoned the look, it was still popular
with the tweens.

"Now it's all about soft-flowing materials in longer tops with jeans," she said.

For those who want to show a little more, all attention is set to turn to the legs this summer, with tiny
shorts.
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"The ankle up to the thigh is going to be the next big thing," says Mr Zabotto-Bentley.

The Daily Telegraph
Back to top

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

Kiwis Capitalise In On Aussie Trade Deal

By Natasha Robinson and Megan Saunders
July 9

NEW Zealand plans to capitalise on the proposed free trade deal between Australia and the US, with
Prime Minister Helen Clark suggesting yesterday that any agreement should ultimately be trilateral.
"We are one market between Australia and New Zealand," Ms Clark said.

"We're pleased Australia got it, because eventually that must open the door for New Zealand. In fact,
really it should be one trilateral FTA, eventually."

Ms Clark said Australia had negotiated the best trade deal it could with the US, as she moved to allay
fears the agreement would lead to a rise in the cost of pharmaceuticals.

"Would the price of pharmaceuticals rise under the FTA as a result of this deal? I wouldn't think so,"
the New Zealand Prime Minister said.

"My understanding is that Australia conceded very little of anything on pharmaceutical benefits.

"It's really government policies of the day that determine what sort of co-payment people are going to
pay of anything, so that becomes a domestic debate about the PBS, rather than connected to the
FTA."

During an address in Sydney to a Trans-Tasman Business Circle lunch, Ms Clark also hit back at
suggestions New Zealand was not pulling its weight in the war against terrorism.

"The assumption always is that New Zealand is some kind of bludger that does not say anything or do
anything," she said, noting the nation's commitment to Afghanistan and Solomon Islands.

"I can tell you our record is second to none."

She said that after the September 11 attacks in the US, New Zealand had decided to be part of the
military effort to defeat terrorism.

"I don't think New Zealand should feel inferior to anybody in these respects," she said.

New Zealand had also deployed its third frigate to the Gulf and had played a substantial peacekeeping
role regionally in East Timor and Solomon Islands, she said.

"In fact, per capita, we've probably made one of the highest contributions to the military effort against
terrorism."

A New Zealand provincial reconstruction team was also assisting peacekeeping efforts and Kiwi forces
were helping train the Afghan national army, Ms Clark said.

She signalled to the business community that her Government was ready to accelerate the process of
creating a "seamless trans-Tasman business environment".

"The key objective is to reduce compliance costs and other regulatory barriers," Ms Clark said. "The
long-term goal is to enable a properly constituted Australian company to function as a company in
New Zealand as of right, and vice versa."

She said the New Zealand Government would consider new initiatives to strengthen the Closer
Economic Relations agreement "within weeks".

The Australian
Back to top
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Survey Uncovers Fashion 'Phobia’
From correspondents in London
July 11

MORE than one in four women hate shopping for clothes, according to a British report into retail
habits.

Despite the stereotype of female indulgence in retail therapy, what many women fear most is being
judged for making a fashion faux pas.

Women feel that constantly changing trends put too much pressure on them to conform and stay up-
to-date.

Only 22 per cent of women surveyed loved shopping for clothes and 28 per cent described themselves
as "fashion phobic", according to retail analysts Mintel.

The Sunday Telegraph
Back to top
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Telcos In $1.5bn Signing
Michael Sainsbury
July 8

TELSTRA last night signed its biggest ever wholesale agreement, giving rival Optus new discounts in a
three-year deal worth as much as $1.5 billion to connect to Telstra's national fixed line network and to
resell Telstra's local calls and high speed data DSL services.

The move pre-empts a decision due from the Australian Competition and Consumer Commission on
so-called undertakings made by Telstra last year on such pricing.

And it opens the way for the regulator to drop its action against Telstra on DSL pricing.

The deal is expected to save Optus money and improve its profits, but it is unclear whether Optus --
which now banks $6.5 billion a year in sales from its Australian customers -- will pass the savings on
to customers.

It is the first time the companies have signed a two-year deal extending the previous three-year term
for interconnection. The local call deal is for two years with an option for one more year.

Optus is the biggest consumer of Telstra's network services, which it resells to its own customers, and
in the March financial year spent $1.215 billion on connecting to other companies' fixed and mobile
networks. Most of this was spent with Telstra.

Telstra now also had no outstanding disputes with its rivals over network connection, a Telstra
spokesman said.

But Optus regulatory and corporate affairs chief Paul Fletcher played down the significance of the
deal, saying it was not material to the results of the Singapore Telecommunications group of
companies, of which Optus was a part.

Earlier, Optus came closer to wrapping up its $227 million takeover of junior telco Uecomm. Optus
said the Australian Competition and Consumer Commission had advised that it did not propose to
intervene in the planned acquisition of all the shares of Uecomm.

The decision came after Treasurer Peter Costello last month said there were no objections to the
takeover under Australia's foreign acquisition and takeovers legislation.

Last night Alinta, the energy utility that still owns 46 per cent of Uecomm, said it would accept the
Optus takeover offer for its remaining shares.

Alinta chief executive Bob Browning said Alinta would receive a total consideration of about $155
million for its interests in Uecomm.
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Piracy Rate 32pc: BSA

Simon Hayes
July 7

DESPITE years of action by the Business Software Association, about one-third of software in Australia
is still pirated.

An annual study conducted by global research company IDC for the anti-piracy lobby group shows
concerted efforts to crack down on piracy in Australia, coupled with a tough intellectual property
regime, is bearing fruit.

According to the study, just 31 per cent of software in Australia is pirated, compared with 92 per cent
in the number-one ranked China and Vietnam, and 91 per cent in the Ukraine.

The survey shows low piracy rates in Australia and Japan bring down the Asia Pacific's overall 53 per
cent piracy rate, which is low compared with other developing regions. Eastern Europe comes in at 71
per cent overall, Latin America at 63 per cent and the Middle East and Africa at 56 per cent.

Among the developed regions, North America is the lowest at 23 per cent, while Western Europe has
a 36 per cent piracy rate.

Where Australia does not feature so positively is in the estimate of software piracy losses, where it
ranks just below India at number 16 worldwide, with an estimated $US341 million in sales lost each
year.

The BSA notes that issues including the cost of software -- especially in low-income countries -- can
lead to high rates of piracy, as can lax copyright laws and cultural differences.

With overall global losses pegged at $US30 billion a year and forecast to grow to $US40 billion, the
software industry is concerned it is missing out on the benefits of high growth in developing countries.
The Asia Pacific region, for example, accounts for more than 30 per cent of PC shipments, but less
than 10 per cent of PC software shipments.

Australian IT
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China May Merge Six Telcos
July 7

CHINA is planning to merge up to six of its telecom carriers at parent level to resolve its long-delayed
third-generation (3G) mobile-licensing program, state media announced.

The State Council and the state-owned Assets Supervision and Administration Commission (SASAC) -
the ultimate controlling shareholders of China's telecoms groups - were reviewing two proposals,
Beijing News said.

In one, China Mobile Communications Group would be merged with fixed-line operator China Network
Communications Group and China Telecommunications Group with China United Telecommunications
Group.

The other plan involves merging China Mobile with China Satellite Communications, China Network
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with China United and China Telecommunications with China Railway Communications, the report
said.

The Hong Kong-based South China Morning Post also reported the State Council was considering
merging the four companies, citing two senior executives from separate mainland operators.

China Mobile recently denied the merger plan, saying the company had not been informed of the
proposal.

The executives in the Post said the government was convinced the merger plan could resolve the 3G
licence problem as only two next-generation mobile licences would be needed instead of four,
avoiding too much competition.

"The four carriers are owned by SASAC, if four 3G licences were issued and all four build their 3G
networks, it will not only create investment overlapping but too much competition," one executive
said.

Former Minister of Information Industry Wu Jichuan promised granting every operator a 3G licence
more than two years ago.

By merging the carriers at parent level, Beijing hopes to reduce the complexity and level of disruption
to the listed arms of the four operators, an executive quoted by the Post said. He said the plan would
require the ministry to grant only two licences, while the listed vehicles would remain intact. Other
industry sources said the chances of such a merger materialising were 50-50 as the plan faced
objections from some government officials who believed in competition. They said the plan was put
forward by Zhang Chunjiang, the head of China Netcom, which is aiming to launch an IPO in Hong
Kong.

"When it comes to Netcom's initial public offering, and they compare it with the other three listed
telcos, the only selling point they will think of is that it will be cheap.

That's why Zhang Chunjiang is really pushing hard to merge China Netcom with China Mobile," a
banking source said.

A China Netcom spokesman rejected the claim. The proposed merger would most benefit China
Network, the smallest player, as it would quickly become cash rich and a strong industry player.

It could also benefit China Telecommunications and China United, which lack sufficient funds to build
their 3G networks, Beijing News said.

Agence France-Presse
Back to top
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Spam Gets Onto Thai Trade Menu

Correspondents
July 6

AUSTRALIA and Thailand have signed a joint telecommunications and information technology
agreement which will help target spam.

The agreement, signed by Communications Minister Daryl Williams and his Thai counterpart Surapong
Suebwonglee, came as Prime Minister John Howard and Thai Prime Minister Thaksin Shinawatra inked
a Free Trade Agreement between the two nations, including a deal to open up the IT and
telecommunications sectors.

The telecoms memorandum of understanding will encourage cooperation on international
telecommunications organisations and implementation of the Asia-Pacific Economic Cooperation
(APEC) group's telecommunications and information working group mutual recognition agreement.
The agreement will help exchange of information on anti-spam policies. Mr Williams said the
government was committed to working with other countries to target spam: "I welcome the
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opportunity it provides for our two countries to share information about anti-spam strategies and
policies."

The FTA, signed by Mr Howard and Dr Thaksin in Canberra yesterday, has provisions covering
telecommunications and elements of IT.

AAP
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ABC Peering Aids Small Isps

Kate Mackenzie
July 6

THE ABC has joined an internet peering network to make its web content quicker to access by more
users.

It will connect to an independent internet peering exchange run by Pipe Networks in two months.
This means its web content will be served faster and at a lower cost to customers of dozens of small
and medium internet service providers (ISPs).

The deal means that many ISPs will no longer have to pay the ABC's connectivity provider, Telecom
NZ's Connect.com.au, every time their customers view the ABC's internet content.

For those that already peer with Pipe, it will be included in their fixed fee of about $1000 a month.
ABC's head of systems for new media and digital services Rob Garnsey said cost was an issue.

"The ABC is interested in the Pipe peering proposal because we believe it could significantly improve
the ability of Australian ISPs to access ABC Online at higher access speeds at a lower cost," he said.
The arrangement is at no cost to the ABC and is non-exclusive.

Previously, ABC Online was only free to telcos and ISPs in the Gang of Four: SingTel Optus,
TNZ/AAPT/Connect, WorldCom/OzEmail and Telstra.

Under an agreement mandated by the Australian Competition and Consumer Commission, those four
companies share internet traffic for free but charge others.

This meant every time a web user on a non-Gang of Four ISP viewed ABC Online — which used
Optus, until recently switching to Connect — they were incurring charges for their ISP that did not
apply to the Gang of Four.

While the national broadcaster has long lost its mantle as the leading destination for Australian
internet users, it is one of the top 10 local websites.

The ABC's extensive multimedia content makes it one of the three largest online publishers in terms of
volume, serving about 15 terabytes a month.

Pipe Networks director Steve Baxter said deals such as the one with the ABC meant Australians could
use broadband to stream media content without worrying about excess download charges.

"The biggest problem is people don't want to use (broadband) because they get bill shock," Mr Baxter
said.

Some of the ISPs with Pipe's peering exchange pass savings on to their customers by allowing them to
access any content via peering without adding it to their monthly download limit.

National ISP iiNet, the second largest ADSL retailer in Australia, is one.

Chief executive of iiNet Michael Malone said peering arrangements in the ISP's home state of Western
Australia — where peering is used extensively by content providers and ISPs via the WA Internet
Exchange (WAIX) — reduced his company's internet transmission costs by about 10 per cent.
"Getting the ABC peering is extremely important in itself, but also as the first step in a broader
program of encouraging other government services to peer, not just for the cost, but also for the
dramatic performance advantages," Mr Malone said.
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CSIRO Spins Off Search Engine
James Riley
July 6

THE CSIRO's new ICT Centre will set out to commercialise three research technologies as private-
sector spin-offs by the end of the year, according to its recently appointed director Alex Zelinsky.

One will be the CSIRO's popular Panoptic search engine, used by some of the largest websites in the
country, including ninemsn.

Dr Zelinsky, who founded and was chief executive of Canberra technology start-up Seeing Machines,
said he would tighten the organisation's research priorities and improve its commercialisation
processes.

He was appointed to head the centre two months ago and will take up the position at the end of July.
The ICT Centre was formed in September as an amalgamation of research teams formerly with the
CSIRO mathematical and information sciences division, and the telecommunications and industrial
physics division.

In addition to the Panoptic search technology, Dr Zelinski said the ICT Centre would seek to
commercialise its virtual intensive-care system for remote healthcare, as well as a set of software tools
for the semiconductor industry.

Dr Zelinski would not say what form the spin-offs would take.

Improving the ICT Centre's internal processes for taking public research into the private sector would
be a main priority, he said.

"I don't think anyone has done particularly good work in the commercialisation of IP," he said.

"But the most successful spin-off in Australia's history, Radiata, came out of the CSIRO."

As part of the commercial drive, the ICT Centre will hold two days of discussions in September at a
"peak forum" with the Defence Science and Technology Organisation and National ICT Australia.

The forum is part of the Federal Government's Framework for the Future (F3) program created under
former ICT minister Richard Alston. Dr Zelinski said a single ICT unit inside the CSIRO should make it
simpler to first identify technologies with commercial potential, and then take them to market.
Despite working in similar areas, he did not believe the CSIRO ICT Centre was in competition with
NICTA, also a government-funded ICT research facility.

But he agreed that creating NICTA was a wake-up call to the CSIRO, which began restructuring
immediately to bring its ICT research projects under one umbrella.

"To its credit, I think the organisation (the CSIRO) responded very well, and that's why I've joined
them," Dr Zelinski said.

"We just have to make sure that we're focused, and make sure that we don't overlap (with NICTA) too
much.

The Australian
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Australians 'Want Digital Radio'

Liza Kappelle
July 5

AUSTRALIANS appear keen to experience digital radio once it is rolled out, the national body
representing Australia's commercial radio broadcasters said today.

Commercial Radio Australia (CRA) is conducting and commissioning research into what listeners and
advertisers want of the medium ahead its expected rollout - which will be by 2010 if CRA gets its way.
Broadcasters are also conducting digital radio trials in Sydney and are in discussion with the federal
government over a policy and timeframe for the introduction of the new medium.

Digital radio is an audio broadcasting technology designed to improve sound and signal reliability
compared with AM or FM radio.

CRA chief executive Joan Warner said commercial radio generally had a 7.6 to 8.2 per cent share of
the advertising dollar in Australia and hoped to increase that with the advent of the new medium.
"We want to increase our share of the advertising pie," Ms Warner said.

Digital broadcasting would offer advertisers the opportunity of multi-layering their message by adding
functions including graphics, logos, still pictures and data with the sound.

Ms Warner said a recent survey of 1500 Sydney people, by Colmar Brunton Media Solutions, showed
68 per cent of all respondents, and 80 per cent of those aged 20-24 years, would be interested in
buying a digital radio if the service was available in their area.

"The new research supports the industry's position that there is a strong potential consumer market
for digital radio in Australia, and adds weight to the argument that the government should clear the
way for its introduction," Ms Warner said.

Ms Warner said digital broadcasting was critical to the future of the broadcasting industry which has
committed to investing an estimated $400 million in building a national digital network.

In return the established stations want no-cost and priority access to digital spectrum for existing in-
band broadcasters.

AAP
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10 Steps for Successful Corporate Branding

There are 10 crucial steps on the way to a successful corporate branding strategy, and they can serve
as a useful guide for any corporate branding project

The Chief Executive needs to lead the brand strategy work
The starting point for corporate branding must be the boardroom, which is also serving as the most
important checkpoint during the project. The CE must be personally involved in the brand strategy

work; he/she must be passionate, with full buy in to the idea of branding.

Build your own model as not every model suits all
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All organisations have their own specific requirements, own values and unique ways of doing things.
Therefore, even the best and most comprehensive branding models have to be tailored to these needs
and requirements. Often, only a few but important adjustments are needed to align your model with
other similar business models and strategies in the company to create a simplified toolbox. Remember
that branding is the face of a business strategy so these two areas must go hand in hand.

Involve all your stakeholders including the customers

Who knows more about your company than the customers, the employees and many other
stakeholders? This is common sense, but many organisations forget these simple and easily accessible
sources of valuable information for the branding strategy. Obtain a fair picture of the current business
landscape including the current brand image among stakeholders, brand positioning and also any
critical paths ahead.

Advance the corporate vision

The corporate branding strategy is an excellent channel for advancing the corporate vision throughout
the company. It allows the management to involve, everyone around the corporate objectives, values
and future pathway.

Exploit new technology

Modern technology should play a part of a successful corporate branding strategy. Technology helps
to gain effectiveness and improve the competitive edge of the corporation.

A company website is not only a must, but rather a crucial channel for any modern corporation
regardless of size. If the corporation is not accessible on the Internet, it does not exist! The more
professional the website, the better the perception among Internet savvy modern customer. Gone are
the days where corporations could get along with a business card portrayed on the Internet.

Empower people to become brand ambassadors

After its customers, the most important assets in a corporation are its people. They interact every day
with colleagues, customers, suppliers, competitors and industry experts and also family members,
friends, former colleagues and many others. Hence they serve as the corporation’s most important
brand ambassadors. This word-of-mouth can be extremely valuable and have a great impact on the
overall image of the corporate brand image.

The most effective way to turn employees into brand ambassadors is to train everyone adequately in
the corporate brand strategy (vision, values and personality etc.) and making sure they fully
understand — and believe! — what exactly the corporation aims at being in the minds of its customers
and stakeholders.

Create the right delivery system

The corporate brand is the face of the business strategy and basically it promises what all
stakeholders should expect from the corporation. Therefore, the delivery of the right products and
services with all the implications this entails should be carefully scrutinized and evaluated on
performance before any corporation starts a corporate branding project. Think of the cradle to grave
concept of a lifelong customer and the value he/she will provide in such a time span. Make sure that
customer is handled with outstanding care according to internal specifications and outside
expectations. The moment of truth is when the corporate brand promise is delivered well — and it does
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not hurt if the corporation exceeds the customer expectation.
Communicatel!

Bring the corporate brand to life through a range of well-planned, well-executed marketing activities,
and make sure the overall messages are consistent, clear and relevant to the target audiences. Make
sure the various messages are concise and easy to comprehend. Do not try to communicate every
single point from the corporate branding strategy. Instead, a selective approach will make much more
impact using the same resources.

Measure the brand performance

A brand is accountable and this is no different from a corporate brand. How much value does it
provide to the corporation and how instrumental is the brand in securing competitiveness? These are
some of the questions that need to be answered and that the CEO will automatically seek as part of a
commitment to run the strategy successfully. The brand equity consists of various individually tailor-
made key performance indicators (including the financial brand value) and needs to be tracked
regularly. A brand score card can help facilitating an overview of the brand equity and the progression
as the strategy is implemented.

Adjust relentlessly and be ready to raise your own bar all the time

The business landscape is changing almost every day in every industry. Hence the corporation needs
to evaluate and possibly adjust the corporate branding strategy on a regular basis. Obviously, a
corporate brand should stay relevant, differentiated and consistent throughout time, so it is a crucial
balance. The basic parts of the corporate branding strategy like vision, identity, personality and values
are not to be changed often as they are the fundamental components. Instead changes should be
small and involve the thousands of daily actions and interpersonal behaviors, which the corporation
employs as part of the brand marketing efforts. But make sure complacency does not take root in the
organization and affect the goal setting.
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The Benefits of Membership

The opportunity to achieve career advancement and enhanced credibility in the profession through
profession development programs, access to the latest information on marketing practice and
networking with fellow practitioners.

As a member of the Marketing Association of Australia and New Zealand, you will benefit from the
information and professional development programs available to you. Membership acknowledges your
personal standing and commitment and shows your support of Marketing as a professional activity.

We encourage you to make a personal and professional commitment - to the Association and to your
own personal standing.

Value for money? One recent corporate member pointed out that so far this year, they saved three
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times their cost of annual membership on the members discounts from various seminars they have
attended. Student membership is now just AUD$25.00 pa. Personal membership starts at just
AUD$50.00 PA. Full Professional Membership is just AUD $75.00

Do your career a favour. Just complete the membership application form www.marketing.org.au

Back to top
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Lessons for Management

1. Lesson Number One

A crow was sitting on a tree, doing nothing all day. A small rabbit saw the crow, and asked him, "Can
I also sit like you and do nothing all day long? The crow answered: "Sure, why not." So, the rabbit
sat on the ground below the crow, and rested. All of a sudden, a fox appeared, jumped on the rabbit
and ate it.

Management Learning:
* To be sitting and doing nothing, you must be sitting very, very high up.

2. Lesson Number Two:

A turkey was chatting with a bull. "I would love to be able to get to the top of that tree," sighed the
turkey, "but I haven't got the energy. "Well, why don't you nibble on some of my droppings?" replied
the bull. "They're packed with nutrients." The turkey pecked at a lump of dung and found that it
actually gave him enough strength to reach the first branch of the tree. The next day, after eating
some more dung, he reached the second branch. Finally after a forth night, there he was proudly
perched at the top of the tree. Soon he was promptly spotted by a farmer, who shot the turkey out of
the tree.

Management Learning:
* Bullshit might get you to the top, but it won't keep you there.

3. Lesson Number Three:

A little bird was flying south for the winter. It was so cold, the bird froze and fell to the ground in a
large field. While it was lying there, a cow came by and dropped some dung on it. As the frozen bird
lay there in the pile of cow dung, it began to realize how warm it was. The dung was actually thawing
him out! He lay there all warm and happy, and soon began to sing for joy. A passing cat heard the
bird singing and came to investigate. Following the sound, the cat discovered the bird under the pile
of cow dung, and promptly dug him out and ate him!

Management Learning:

* 1) Not everyone who drops shit on you is your enemy.
* 2) Not everyone who gets you out of shit is your friend.
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* 3) And when you're in deep shit, keep your mouth shut!
4. Lesson Number Four:

The boy rode on the donkey and the old man walked. As they went along, they passed some people
who remarked it was a shame the old man was walking and the boy was riding. The man and boy
thought maybe the critics were right, so they changed positions. Later, they passed some people that
remarked, What a shame, he makes that little boy walk." They decided they both would walk! Soon
they passed some more people who thought they were stupid to walk when they had a decent donkey
to ride. So the both rode the donkey! Now they passed some people that shamed them by saying how
awful to put such a load on a poor donkey. The boy and man said they were probably right so they
decided to carry the donkey. As they crossed a bridge, they lost their grip on the animal and he fell
into the river and drowned.

Management Learning:

* If you try to please everyone, you will eventually lose your ass!
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Do You Need A Special Marketing Approach For Female Clientele?

One website (http://www.marketingprofs.com/4/stroll39.asp) we visited recently offered advice for
the following question. We thought you might find some of the answers interesting.

I've been reading and hearing more lately about the importance of reaching women buyers on a
different level. We have successful Human Resource Automation software that we want to introduce
into and position for new markets.

Over 75 percent of our user base, decision-makers and influencers are women. We are considering
tailoring our approach to them and would like some feedback.

—Janet Helmsley, Company Anonymous

Summary of Advice Received

Janet, your dilemma is a timely one, and not surprisingly the proposed solutions diverge.

Recent studies have begun to shed light on the differences in how men and women view the world
and how these differences are reflected in our purchase decisions. Vanessa Freytag, a woman
business owner and consultant specializing in helping organisations engage women buyers, makes this
poignant remark: “This isn't about ‘girlish” things—it is a simple matter of understanding and
capitalizing on the different way in which we see things.”

Some SWOT Team members believe that segmenting marketing efforts based on gender is an
outdated approach. Others believe that women have long held the majority of power in critical product
categories and see this as merely a move toward formally recognizing and profiting from that reality.
Women will continue to make important purchase decisions, regardless of the marketing approach
used. But when it comes to standing out among a sea of competitors and establishing long-term
relationships, many organisations are making a point to communicate in a way that is genuine and
personal to the customers and prospects they do business with. Your SWOT Team peers weighed in
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with their best advice. Here's what they had to say:

Cater your strategy to female clientele.

Focus on subtleties—details make the difference.

Forget gender; women are not all the same.

1. Cater your strategy to female clientele

Recent studies reveal significant and real differences in how women make decisions. With women as a
large part of your customer base, it's important to consider the advantage of using a strategic
approach to reach this audience and to weigh the costs of not using one.

Vanessa Freytag, President of W-Insight Inc., speaks from experience and points to valuable research
that makes the need for a unique approach obvious:

Having been on the corporate side of this question as the head of a major bank’s marketing initiative
to women, and now as an owner of a firm that specializes in helping organisations expand their
market share in the women’s market, my answer is an emphatic but qualified YES. The emphatic part
is based on facts—there are many studies identifying the differences in the buying patterns and
preferences of women.

A terrific example is research done by the Center for Women’s Business Research and IBM that
identified differences in how men and women business owners buy technology. Both wanted a fair
price, but men were more concerned with processing power (How fast is it? How much memory?
etc.). Women were primarily concerned with ease of use (How easy is it to get this up and running?
How easy is it to use? Will someone help me if I have problems?). Now let’s look at the regular
Sunday circulars from well-known computer/office equipment stores. What do those ads focus on?
Price and power. They list all the facts and features of the product, but don’t focus on what a female
buyer would consider in her buying decision. They aren't offensive; they're just missing the point... the
marketing point!

The qualified part of my yes is based on experience. You‘ve got to do this the right way. Too many
people think “marketing to women” means “making it feminine.” It's not about pretty colors or girly
features—it’s about doing the research and meeting her needs. The great news is this can pay off big
time when it's done right. I know a number of organisations that have substantially improved their
bottom line by focusing on a relatively untapped women'’s market opportunity.

The goals you establish drive everything else. Setting them down on paper and integrating operations,
marketing, and sales in the process will improve the chances you'll reach your target.

JoAnn Hines, chief people packager with Women in Packaging, recently conducted a survey and
shares some of the feedback received from women on this issue:

Absolutely, women need a different approach. I conducted a survey recently for my seminar “How to
attract the female buyer.” The consensus was that organisations really dont market to women. They
use the same tired approach as they do marketing to men, using male-oriented graphics, themes and
sales approaches. The women buyers not only resent this, but also many times it puts the salesperson
at a disadvantage, especially if they try to go over the woman’s head to the male boss.

Women respondents also qualified the ways and manner they would like to be approached, including
what works and what doesn't, along with many caveats. Interestingly enough, women marketing to
women employ different strategies than men marketing to women. Women marketing to women is
the hardest sell, but once successful, usually creates a long-lived relationship. There were at least five
news articles on marketing to women in the media this week. Understanding how and where to reach
women is fast becoming an increasingly important marketing strategy.

Lucas Snipes, vice-president of CHS, Inc., is a strong believer in the need for a specialized marketing
approach and suggests resources for helping you develop a successful women-oriented marketing
strategy:

First, I recommend reading “Marketing to Women,” by Martha Barletta. I have been working with a
nonprofit organization where 60 percent of the funders are women. I also do work in healthcare,
where 80 percent of the employees are women and probably 80-plus percent of the purchase
decisions are made by women.

The who, what, how, why, when and how many questions asked by women require a completely
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different style of response from a marketing point of view, because the drivers of the decisions are
completely different for our female customers. Frequent visitors to MarketingProfs will be familiar with
the research that shows women use the Internet more frequently and in a different way than men.
Look at sites from organisations whose customer bases are predominately women and compare them
to sites whose customer bases are likely men—the difference is striking. Yes, you do need a special
marketing approach to appeal to your female clientele.

2. Focus on subtleties—details make the difference

Deciding to use a female-oriented approach involves not just a reassessment of your strategies but
also an equally important examination of your tactical approach.

Howard Seibel, managing director of Wharton Strategic Services, offers this insight, after having
witnessed a few failed attempts at marketing to women:

I've witnessed some disasters when organisations (undoubtedly run mostly by men) try to tailor their
products for women, such as putting a pink handle on a razor and promoting it as designed for
women. The automotive and investment industries were especially transparent and ham-handed in
their approaches toward women, although they are much improved now.

In a B2B environment, my best advice is:

See what research already exists on this topic (which you are already doing).

Tailor your benefits copy to recognize that men and women make decisions differently. For example,
it's been said that women prefer to make decisions based on consensus, more so than men.

Make sure your ad agency has plenty of women working on the creative portion of your account.
Make sure your salespeople are comfortable selling to women (not everyone is).

Be subtle; for example, if you are choosing a charity to align with, you could choose one that has
special significance to women.

Don't obsess over this—in B2B, it's more important to make sure the advantages and benefits of your
product are well positioned and communicated, no matter what the demographics of your audience.
Managing Director of Harris Campbell Pty Ltd. Michelle Harris believes that the success in your
approach lies in the visuals you use to draw interest and promote your offering:

I would definitely suggest you do more SHOWING than TELLING. Use lots of screen shots and
walkthroughs of particular tasks so they can get a “feel” for the software (like getting to know a
person), rather than just listing out the features and benefits.

Certainly have detailed information easily available, but give an overall high-level (preferably
graphical) impression first, so that the details are put into a context that makes them easier to relate
to. Remember, men give directions by using street names; women give directions by using landmarks.
An anonymous SWOT Team member notes that using a tailored approach does not exclude the
interests of your male audience:

Tailoring an approach to women doesn't eliminate the appeal for men. It's just a different approach.
Marketing materials should be educational and help the user make an informed decision. Compare
your products to the competitions’ products.

Products should be presented by how they will save the prospect valuable time. Tell “stories” to relay
the benefits you have to offer; they’re more memorable than “sales copy.” Use testimonials. By
incorporating items important to women in your promotions, the men will come too.

Wamai Robert, consultant with The Bigger Picture, highlights these important nuances that separate
women from men and call for a unique approach:

Having worked as a strategic planner for Saatchi & Saatchi, I have learned the value of looking at
women at a different level and targeting them that way as well. One of the biggest differences
between women and men as customers is that women have better memories. Therefore, they tend to
remember experiences, especially nasty ones! Secondly, women have a higher degree of loyalty, as
they tend to be creatures of habit more than men. This is both good and bad for a marketer. Good if
they are your customers, bad if you are trying to poach them! Tailor your approach to women, you
cannot go wrong.

3. Forget gender; women are not all the same

Could it be that by focusing on and catering to our audience based on gender we are at risk of
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neglecting other more important factors that affect the purchase decisions of our customers and
prospects?

Marcus Barber adamantly believes that gender is not the issue. He shares his opinion about focusing
on what matters:

Focusing attention on gender is taking the exact same approach to marketing that so many businesses
take, which means making the same mistakes, wasting time and money. Lets break down the
question to what it really says—"Women are different from men, so we need to talk to them
differently.” Yes, okay a reasonable first step. But where most people go wrong (and it is a major
mistake) is that from the position “women are different from men” we make the unfounded leap to
“all women are the same.” Focusing on gender difference ignores the reality that all women are NOT
the same.

I shake my head at the amount of so-called marketing experts who try to claim that "“it's all about
gender.” It is not. Gender is but one factor to be included. Male versus female is no more advanced in
thinking than a “them versus us” argument—who exactly is “them” and who exactly is “us,” and how
can you tell?

Do you really believe this group of female users, decision-makers and influencers are all the same? I
suspect your answer will be “*No.” My next question is, “Why raise the gender issue at all?” Surely it
will be more effective for your organization to understand the differences in the way these people
think, in what drives their desires and aims, in what “pushes their buttons” in a marketing sense, and
then tailoring all sorts of marketing messages to reach each segment of your target group.
Acknowledging that women as a group think differently from men as a group doesn’t get you any
closer in reality, to achieving a positive outcome. The woman sitting next to you thinks differently
from the woman down the hall, thinks differently from the woman behind the counter, thinks
differently from the woman presenting the conference—ad infinitum.

Janet, I hope you recognize that using the gender approach homogenizes your audience, and you
treat them with disrespect if you try to fit them all into the same box. I recommend you check out a
Web site on spiral dynamics and begin learning about Value Systems and the way they drive behavior.
Forty years of proven research constantly being added to, used in major corporations and global
arenas helps “sell a message” or position a perspective; it is also used in one-to-one sales letters,
advertising design and product development. You'll discover that the issue is more about HOW people
think rather than what sex they are.

Read more...
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