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Quotations

"Knowledge is a process of piling up facts; wisdom lies in their simplification."”
Martin H. Fischer

A billion hours ago, human life appeared on earth. A billion minutes ago, Christianity
emerged. A billion Coca-Colas ago was yesterday morning.
1996 Coca-Cola Company annual report

You have to recognize that every 'out front' maneuver you make is going to be lonely, but
if you feel entirely comfortable, then you're not far enough ahead to do any good. That
warm sense of everything going well is usually the body temperature at the center of the
herd.

- John Masters

Do not follow where the path may lead. Go instead where there is no path and leave a
trail.
- R. Zaphiropoulos

The important thing is not to stop questioning.
- Albert Einstein
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Are Your Staff Valued? Editorial

There are lots of little things you can do or say to send the message to your employees that you
believe in them, care, are interested and you really want to help them. You will be amazed at the
positive impact of this behaviour. Don't do it as an act of manipulation, but just to say thanks or I
appreciate you, you can do it, you are fantastic - whatever. There are two critical concepts to
remember here.

1) You get the behaviour you reward. If you don't like the behaviour don't look at the employee, look
in the mirror or at a policy or procedure.

2) People rise to your expectations of them.

Your organisation will grow and profit if it has a culture and people who:
- Believe in others.

- Support others emotionally.

- Have only positive things to say about others.

- Encourage others - regardless of the obstacles.

- Lend a helping hand.

- Are there for people when they need them.

- Go out of their way to help others

With positive feedback and encouragement, whether the employee deserves it or not - will make their
day. Also you will feel better in the process. What a win-win situation.
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Myer's Loyalty On Cards

Katherine Jimenez July 21

Myer Australia yesterday unveiled another weapon to win back customers and increase spending in its
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stores, introducing a new loyalty program it claims will give it an edge over rival David Jones.

The launch of the new program - which brings Myer into line with other major international
department stores, such as Saks Fifth Avenue in the US and Harrods in Britain - comes 10 days before
owner Coles Myer is due to terminate its popular shareholder discount card.

Myer chief Dawn Robertson dismissed suggestions Myer One was introduced to replace the
shareholder discount card, declaring the new program built on the many improvements across Myer in
the past two years.

She said the program was aimed at "some of our (Coles) shareholders" but added that it allowed Myer
to "maintain and maximise the loyalty and spending behaviour of current 'high value' customers".

It would also encourage existing shoppers to consolidate and lift their spending at Myer, help the
department store chain win back old customers, drive Myer sales and provide a "competitive edge in
the marketplace".

Myer One is being pitched to loyal Myer shoppers who spend a minimum of $1500 a year at the
stores. It expected "hundreds of thousands" of shoppers who spend $1500 a year to be part of the
Myer One program.

The program, which can be used in conjunction with Myer's other loyalty offer - Coles Myer Source
Mastercard and Flybuys - will be launched on August 2.

For every 1250 shopping credits a member earns in a quarter, they will receive $25 on a Myer One gift
card every quarter. The more shoppers spend, the more gift cards they will earn.

"The launch of Myer One is a significant step for Myer," Ms Robertson said. "We really believe it is
going to drive our business and drive it into a profitable business".

The decision to phase out the Coles shareholder discount card, taken in 2002 by new chief executive
John Fletcher, caused angst among shareholders and helped fuel the boardroom split between former
chairman Solomon Lew and other board members. It has been gradually phased out, and will cease at
the end of this month.

Ms Robertson said Myer would not be a "sales engine of Coles Myer" but would offer a "very steady,
profitable and predictable business that will be important as part of its portfolio".

The Australian
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Marketing A Small, One (Wo) Man Business
Michael Cage 23 July

This is an answer to a question I was asked privately about marketing a small, one person, b2b
service business. It's a sort of follow-up to my earlier “Being Good At Cold Calling Is Like Being A
Functional Drunk” post.

In a nutshell, when there is only one person to bring clients in the door AND service them; to be

successful you must put marketing systems to work instead of manual labor to get clients. The reason
is simple...
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With one person delivering the service being billed for, time not spent with paying clients is expense.
Nothing more.

Reliable, positive-return marketing in the form of: “evergreen” advertisements, direct mail campaigns,
automated and live seminars, newsletters, referral incentive programs, and more need to be put in
place and run on autopilot to be successful over the long term.

Far too often, professionals with a terrific service get caught up in the wheels of their success. The
very activities that brought them to success level 1 keeps them from getting to level 2. When the only
ways you know how to get clients require manual labor — things like cold calling, networking, even
certain referral stimulation activities — in order to progress a small step back is usually required where
manual labor is replaced with tested systems. Many service pros earning a 6-figure income who are
still just scraping by are not willing to do that, and remain stuck instead with limited time available for
billing and far too much time spent on manual labor client aquisition.

Back to top

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

A Good Cry Will Cost You $8.20
Correspondents in Bejjing July 15

AN entrepreneurial businessman in east China's Nanjing city has had immense success with a bar
where customers can get a good cry for the price of 50 yuan ($8.20) an hour, state media said.

The 'Cry Bar' features nothing but a couple of tables and a sofa, plus loads of tissue paper for the
tears shed by the customers, the China News Service reported.

The owner, Luo Jun, used to run a marriage agency, only to discover that many of his clients had an
immense desire to cry but could not find the right opportunity - and the idea for the bar was born.

The news service quoted a customer as saying he was visiting the bar for the third time, always
finding it a great way to shake off some of the pressure he was feeling in his daily life.

Agence France-Presse
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Toyota Studying Taking On Ailing Mitsubishi Workers, Suppliers

Japan's top automaker Toyota Motor Corp. is studying possible help for scandal-plagued Mitsubishi
Motors Corp. by hiring some workers and suppliers from a plant its troubled rival is closing to cut
costs.

Mitsubishi Motors has been struggling to carry out a revival plan, including closing the Okazaki car
assembly plant, which employs 1,600 people. Mitsubishi Motors is talking with its union to close the
plant, near Toyota's headquarters in central Japan, next year.

Mitsubishi Motors has suffered plunging sales after admitting it continued to hide auto defects even
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after a similar scandal four years ago, when it promised to stop the cover-ups that had been going on
for decades.

Toyota Executive Vice President Ryuji Araki said Tuesday that he received a request last week from
Mitsubishi Motors to hire some Okazaki workers and take on suppliers.

"We are now studying things to come up with an answer," he told reporters at a Tokyo hotel, adding
that details were still being worked out.

Mitsubishi Motors has said it is sending some workers to other Mitsubishi facilities, and it is not clear
how many may go to Toyota.

Also Tuesday, Toyota raised its global group vehicle sales target for 2004 to 7.39 million from 7.01
million, which includes Daihatsu Motor Co., which makes small cars, and Hino Motors, a truck maker.
The group plans to produce 7.54 million vehicles globally this year, up from its previous forecast of
7.28 million.

In 2003, the Toyota group sold 6.78 million vehicles and manufactured 6.83 million vehicles
worldwide.

For Toyota alone, targeted sales for 2004 total 6.61 million, up from its initial target of 6.33 million. It
also plans to produce 6.74 million vehicles in the year, up from the earlier plan of 6.51 million.

Toyota has plants in North America, China and Europe that will start running in coming years, Toyota

President Fujio Cho said. The auto market is growing, including emerging markets China and India, he
said.

"We have key projects planned to realize future growth, and we must carry them out successfully,"
Cho said.

Mitsubishi Motors lost 215 billion yen (US$2 billion) in the fiscal year ended March, and is forecasting
more red ink this year as it announces a series of recalls. Mitsubishi Motors has put together a 496
billion yen (US$4.6 billion) bailout from Mitsubishi group companies and other investors for its
turnaround.

One of the companies is Mitsubishi Tokyo Financial Group Inc., which announced last week it is in
talks with Toyota's main bank, UFJ Holdings Inc., to reach an agreement by the end of this month to
merge by September 2005.
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Microsoft Messaging Product
Allison Linn July 15

Microsoft plans to release a product that will allow business users to send and receive messages from
Yahoo, AOL and Microsoft's instant messaging systems, regardless of which brand the user is running.

The three companies have for years discussed ways to make their popular instant messaging products
work together, but so far they haven't developed a consumer solution — although it is possible with
other instant messaging products, such as Trillian.

On Wednesday, the companies signaled it might still be a while before consumers enjoy

interoperability among the three messengers. But they said they had agreed to work together on the
business product, as part of early efforts to make money selling corporate instant messaging services.
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The option will be available with Microsoft's Live Communications Server 2005, due out at year's end.
In the first half of 2005, businesses who buy that product will also be able to purchase extra licenses
so their employees can send and receive messages from the three instant messaging entities.

Prices have not yet been set, said Taylor Collyer, a Microsoft general manager.

Right now, most instant messenger users — whether consumers or businesses — use free instant
messaging products. But all three companies said they see substantial corporate use of instant
messaging.

That has them hoping more companies will begin buying business versions of the free products. The
business versions include things like increased security and archiving systems.

Rob Enderle, principal analyst with the Enderle Group, said companies are concerned that consumer
instant messaging isn't secure or standardised enough to deal with regulations in industries such as

financial services.

But it's still unclear how quickly companies will agree to open their wallets.

Last month, Yahoo scrapped its fee-based instant messenger for businesses. Brad Garlinghouse,
Yahoo's vice president of communications products, said the company decided instead to focus on
getting corporate business from partnerships such as the one with Microsoft and AOL.

Ed Fish, senior vice president and general manager for desktop messaging at AOL, said his company
has 15 million to 20 million AOL Instant Messenger users at work. But he wouldn't reveal how many
are using AOL's paid services, saying only that it "is in an early emerging stage". The company has
about 75 million active US messenger users.

Businesses who use the current version of Live Communications Server also can get an additional
service that offers more security for MSN Messenger, although the company said it's hard to know
how many people are using that.

Although it makes sense for AOL to partner with Microsoft on business messaging, Enderle thinks AOL
will resist making the consumer products work together, because of AOL's popularity in that area.
AOL's Fish and Yahoo's Garlinghouse said technical and practical hurdles must be solved before the
consumer versions can work together.

The Associated Press
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MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Tdk Develops High-Capacity Dvd-Sized Disc
July 20 (TOKYO)

TDK Corp has developed a commercial-use optical disc that is the same size as a DVD but can store
23.3GB of data, about 2.6 times as much as 5.25-inch magneto-optical discs now in use.

The new product is compatible with Sony Corp's Professional Disc for Data next-generation
commercial optical disc standard, making TDK the only company besides Sony to develop such a disc.

To protect the surface, TDK incorporated superhard-coating technology for DVDs. A special resin coats

the top of a transparent cover layer that forms the disc surface, protecting against scratches,
fingerprints and dust and reducing the risk of data loss.
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Data can be written to the disc more than 10,000 times and can be read more than 1 million times.
Data can be written at up to 9MB per second and read at up to 11MB per second. The disc is read
using blue-violet lasers.

The company expects the new disc to be adopted as a high-capacity storage medium by such
institutions as hospitals and government offices.

The Nikkei Business Daily
Back to top
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Japanese Consumers Now More Confident

Consumer confidence in Japan is poised for recovery, according to a new survey which shows
sentiment among Japanese at a 12-year high on signs of an improving economy and falling
unemployment.

Across the rest of Asia, consumer sentiment is robust but not quite as strong as six months ago,
according to the latest MasterCard survey.

Recent volatility in stock markets has made consumers in countries such as China, Hong Kong, Taiwan
and Malaysia more cautious.

Japan was the star performer of the survey, MasterCard said, because consumers, who had been
consistently pessimistic since the survey began 12 years ago, had turned neutral.

Unemployment in Japan is at a four-year low and the country is beginning to see the long-term
benefits of the shift of Japanese companies' production to China.

'New jobs are being created faster than jobs are being lost in Japan, even in manufacturing. That
began last year,' said Mr Yuwa Hedrick-Wong, economic adviser to MasterCard Asia-Pacific.

"The most successful companies are moving to China and the irony is they are doing so well they are
stimulating upstream activity such as research and development in Japan, and that is booming.'

Japanese consumers were benefiting because goods made in China were more affordable, he said.
Japan registered a score of 47.6 in the MasterIndex of consumer confidence, below a regional average
score of 62.3, but sharply higher than its reading of 31.8 in a similar survey six months ago.

The survey polled more than five thousand consumers in 13 Asian markets. Vietnam scored highest at
91.6, followed by Malaysia and China. However, Malaysia's reading of 84 was down from 93.5 in the
previous survey, while China's score fell to 78.9 from 83.7.

The other markets to register optimistic outlooks were Singapore (71.9), Hong Kong (71.2), Thailand
(69.2), Indonesia (67.3), Australia (63.4), Taiwan (58.6), New Zealand (56.5) and the Philippines
(54.8).

Confidence was weakest in South Korea (40.7).

Reuters, AFP
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Hawaiian offers video on demand
Steve Creedy July 16,

Hawaiian Airlines will start providing video on demand for Australian customers next month, but it will
not be spending millions of dollars installing heavy, heat-producing amusement systems on its aircraft.

The financially strapped carrier is buying 1500 "personal entertainment systems", portable units that
sit on a tray table and provide 10 to 15 full-length movies.

They can also access eight to 10 shorter programs, 20 music videos and 100 audio tracks.

The "digEplayer5500" weighs less than 2kg and uses a 40-gigabyte hard drive to store content from
producers such as 20th Century Fox, Warner Bros and Buena Vista.

Hawaiian tested the units on routes including Australia for about two months.

Hawaiian senior vice-president of marketing and sales Gordon Locke described the response to the
trials as phenomenal. "The units were an immediate hit and sold out on every flight we tested them
on."

Business class will get them free but economy class will have to rent one for $US10 ($14).
"Customers raved about having their own personal entertainment system and the freedom to pick and
choose movies, TV shows and music that matched their interest.

"Parents especially liked how the systems kept their children entertained during the flight."

Those who decide against the option will be able to watch free entertainment on cabin screens. The
units run on batteries with enough charge for the Sydney-Honolulu hop.

They were introduced by Alaska Airlines but Hawaiian is the first to use them in wide-body aircraft.

Hawaiian began flying to Sydney in May and was the first main US airline to start scheduled services
to a major city for a decade. Hawaiian, United and Continental Micronesia (Guam) are the only US
airlines to fly to Australia.

The Australian
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New Wave Of Worms: Expert
July 21

A NEW breed of computer worms and viruses, modified by hackers to avoid detection, is spreading at
an alarming rate across the internet, security experts said.

Most of the bugs appear to be new versions of old viruses and worms, some of which may have

Trojan horse programs that can allow a hacker to take control of an infected computer to send spam
or direct attacks.
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Computer Associates said it discovered new variants of the Bagle and Mydoom worms, saying the
number being detecting "is climbing alarmingly".

"With five Bagle variants in six days, several new techniques and the re-emergence of Mydoom, there
is an intense threat environment across the internet," said Sam Curry, vice president at CA.

The original Mydoom.A worm in January infected up to one million computers worldwide in just a few
days, clogging the internet and causing huge delays in the delivery of emails.

Another security firm, McAfee, meanwhile raised the risk assessment on the recently discovered
Bagle.ai worm, a new version of a virus that has been in circulation for several months.

McAfee said the worm can use "spoofed" addresses that make it appear to be an email from a known
person, and may appear to have music or photo attachments.

"Users should be very wary and should most likely delete any email containing" reference to "foto3
and MP3," "fotogalary and Music" and other attachments.

The Finnish security firm F-Secure said the worm "has a backdoor" to allow a hacker who created the
code to "connect to the computer and execute arbitrary programs".

Messagelabs, an email security firm, said it has intercepted more than 17,615 copies of the latest
variant of Bagle.

Agence France-Presse
Back to top
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Samsung & Sony Launch Joint Venture
July 15

Japans leading consumer electronics manufacturer Sony and rival Samsung Electronics launched a
joint venture for flat-panel televisions even as the South Korean company warned of possibly lower
screen prices.

The 50-50 joint venture, S-LCD Corp, opened in Tangjeong, 100 kilometers (60 miles) south of Seoul,
to produce large, seventh-generation liquid crystal display (LCD) panels.

Samsung officials said the venture has the world's largest plant for seventh-generation TFT-LCD
panels.

The two companies said the venture would produce 60,000 panels a month by early 2005.
Samsung and Sony have four seats each on the eight-member board of directors.

Sony executive deputy president Ken Kutaragi said S-LCD's panels would be at the core of the
company's flat panel TV strategy.

"There is a tremendous potential for expansion in the market for digital TVs and Sony will apply its
unique signal processing technology, device technology and design skills to deliver products that allow
customers around the world to enjoy varied content," he said.

Samsung officials say the partnership will help the world's top chipmaker strengthen its position in the
world's fast-growing flat panel market.

Major LCD makers have been increasing capacity to meet booming demand for flat-screen televisions
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and computer monitors as the traditional cathode ray tube screens are dropped.
Samsung director YD Cho said sales prices for LCD panels are expected to fall about 10 per cent in the
second half due to oversupply, which will be resolved from September on seasonally stronger demand.

"The extent of falls in unit LCD sales price is crucial in the second half. For now, we believe it will be
contained at about 10 percent.

Agence France-Presse
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ANZ Launches New Online Service
July 15

ANZ Banking Group has made changing banks easier with the launch of an online account switching
service.

ANZ said market research shows people are put off changing banks because of the time and effort
involved in redirecting salary, direct debits and direct credits to new accounts.

ANZ allows customers to simply enter all their relevant details once and it automatically generate the
necessary written advice to third parties telling them to switch accounts to ANZ.

ANZ managing director of personal business Brian Hartzer said the new service, the first of its kind in
Australia, streamlines what has been time-consuming chore in changing banks.

"The service is part of our strategy to grow market share in personal banking by making ANZ easy to
do business with," Mr Hartzer said.

The online service is free and can be found at www.anz.com/switch.

AAP
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Toshiba To Unveil TV Laptop
May Wong July 14

TOSHIBA plans to announce a new laptop model next week that allows users to watch TV on it
without having to boot up the computer's Windows operating system — the first in what analysts say
will be a new crop of multimedia notebooks to come.

Called Qosmio, (koss-me-oh) it will be Toshiba's first laptop to fully integrate audio and video features,
including a bright, near TV-quality display, DVD drive, TV tuner and enhanced speakers. A user could
click on the TV with the laptop's remote control or watch a DVD movie without having to go through
the all-too-familiar process of starting the accompanying Windows Media Center operating system.

If users want to pause live TV or record TV shows onto the 80-gigabyte hard disk, however, they'll
need to do so with the Windows software.

A 15-inch model will be available in the US in August and will be priced between $US2,299 and

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
10



THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

$US2,399, said Terry Cronin, a product management director at Toshiba. Wide-screen models are
planned for later.

In recent years, a growing number of desktop computers and displays have adopted more multimedia
and TV-watching capabilities, and some laptops already allow for DVD-movie playing without booting

up.

But Toshiba's Qosmio promises to be the first with a built-in, no-waiting TV mode and "arguably the
best laptop display currently on the market", said Rob Enderle, an independent industry analyst with
The Enderle Group. "They've just moved the bar and are further defining this multimedia class of
products."

Toshiba, the world's third largest manufacturer of laptops, is working to buoy its computer business.
In April, the Japanese electronics giant partly blamed slower computer sales for a $US15 billion, or 4
per cent, decrease in revenue in the first quarter, compared to the same period last year.

The Associated Press
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Intel Slumps
Correspondents in New York July 14

Shares in US microchip giant Intel slid in after-hours trade after the technology bellwether met
forecasts for its quarterly profit but suggested sales of its most profitable products are cooling.

Intel shares drifted down US10c to $US26.14 in regular trading, but slumped further after hours,
losing another $US1.07 to $US25.07 as investors worried that the company's profit margins could slip.

The company said net profit jumped 96.1 per cent from a year earlier to $US1.76 billion in the three
months to June 26.

Earnings per share rose to US27c - in line with most analysts' expectations - from US14c.

Sales rose 18.1 per cent to $US8.05 billion, which was on the low end of Wall Street expectations.
During a midquarter update on June 3, Intel predicted sales between $US8 billion and $US8.2 billion.

Intel is closely watched by investors as a sign of the health of the tech sector, and to some extent, the
overall economy.

"Intel continued to post strong year-over-year results in the second quarter as our microprocessor
business followed seasonal trends, and our communications business grew nicely, led by flash
memory," said Intel chief executive Craig Barrett.

"Looking to the second half, we will use our investments in leading-edge capacity to drive growth in
our core microprocessor business and expand our presence in chipsets, flash and other
communications products."

Intel forecast sales in the third quarter of between $US8.6 billion and $US9.2 billion.

But profitability this year could be eroded by higher sales of lower-margin products, it said.

Giving an estimate accurate to within a couple of percentage points, Intel cut its forecast for the gross
margin in 2004 to 60 per cent from the previous expectation of 62 per cent.

The gross margin in the second quarter was 59.4 per cent.
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"The company expects faster growth in products such as flash memories, chipsets and motherboards
that have lower margins," it said.

"In addition, Intel expects microprocessor margins to increase at a rate slower than previously
expected due to a slight reduction in microprocessor average selling prices and a slower-than-
expected reduction in microprocessor unit costs."

Agence France-Presse
Back to top
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Our Slang Bonzer But Bamboozling
Chris Herde July 14

The world remains fascinated by the way Australians speak.

And the latest edition of National Geographic Traveler wants to make sure visitors expecting to hear
English know there's a different dialect Down Under.

An article on Sydney and its surrounds warns potential travellers that they might have "thought they
spoke English in Sydney" but to expect some eccentric terms.

"If Australians' tendency to turn one vowel into three doesn't throw you, their quirky expressions
might," the article says.

It goes on to list 20 slang terms visitors will need — from tinnie to mozzie, fair dinkum to onya, and
gone bush to it's my shout.

The tongue-in-cheek article also defines the word root as "an activity that takes place between
consenting adults; in other words, not something to tell a pub full of Aussies you'll do that evening for
their favourite cricket team".

Macquarie Book of Slang editor James Lambert, whose latest edition on the Aussie dialect will have
6000 entries, is not surprised by the international interest.

"I think to them it sounds kind of cute because it's different," Mr Lambert said of Australian slang.
Although Americanisms are making inroads in Australia, Aussie slang has also colonised the US and
other nations.

Crocodile Hunter Steve Irwin's ubiquitous "crikey" is echoed around America where he is hugely
popular.

And soaps such as Neighbours and Home and Away, which have found favour in Britain, are playing
their part in spreading Aussie slang.

Mr Lambert said words such as agro, cop shop, demo (public demonstration), dinkum, dumper (a
large wave) and no-hoper had also been picked up in the US and other nations at various times.
The Australian idiom has evolved over the years from the English spoken by Britain's 18th century
working class, mixed with the slang of convicts, soldiers and settlers.

"There was this mishmash of all different sorts of slang and a mixture of lots of different dialects
which very quickly settled down in an Australian type accent," Mr Lambert said.

He said it was important for cultural identity to maintain Australian slang in the face of a cultural
onslaught from America.
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"I think in America, Australia is flavour of the month and they're paying us a bit more attention," he
said.

"But it's never going to go the other way around where a lot of Australian slang goes to America.
"There has been a lot of slang here that has died out ... which is a great pity."

AAP
Back to top
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Airline Plans To Ban Luggage

From correspondents in London July 12

HAVING squeezed out just about every cost saving from Internet-only booking, underused airports
and easy-to-clean seats, Irish budget airline Ryanair unveiled its latest idea to keep prices low -
banning luggage.

Well, not all luggage. But passengers using the carrier in coming years could find themselves turned

away if they arrive at the airport carrying a heavy backpack.

The airline said on Friday that it was pondering a plan to end the practice of putting large luggage in
the holds of its planes, meaning passengers would be able to take only whatever small bags they can
bring onto the plane.

Ryanair chief executive Michael O'Leary, facing tough stock market pressure following disappointing
results, admitted that other cost-saving measures might have been taken as far as they could.

"Now we must be cleverer," he told the Financial Times.

"The objective is to get rid of hold baggage altogether," O'Leary said, saying that this could save
Ryanair five pounds ($12.83)) per person - worthwhile, given that some of its current tickets go for as
little as 99 pence ($2.54).

A spokesman for Ryanair confirmed that the plan was being considered, but said it was thus far only
in theory.

"We have already completed all the obvious cost cuts: moving to the Internet, using under-utilised
cheaper secondary airports," he told AFP.

"We have already begun to use leather seats because they are easier to clean, and taking out
reclining seats because our flights are very short."

With luggage, where there were now a series of allowances and excess charges for cabin and hold
bags, Ryanair wanted to "make it simpler", the spokesman said.

"Our aim is to find a way to remove costs from our business that we can pass on through lower
fares."

A ban on large bags would not be too onerous given that Ryanair's passengers make relatively short
flights to European airports and stay on average for only just over two days, he argued.

"Well over 50 percent of our passengers at the moment travel only with cabin baggage," he added.
At the start of June the no-frills carrier reported its first fall in annual profits since joining the stock
market seven years ago, undermined by ever-lower fares in a fiercely competitive market.
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The airline's share price has also suffered after the European Commission ruled in February it had
benefited from illegal state aid for setting up a service to Belgium's publicly-owned Charleroi airport.

Agence France-Presse
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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 name 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.

ClickZ 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.
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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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Back to Basics in Direct Marketing
Lee Marc Stein July 13

Sometimes I think that we're going to sophisticate ourselves to death. We get so convoluted in our
embrace of techniques and technology, we forget about the basics.
Let's all refresh and recharge, focusing on these five keys to direct marketing success:

1. Build advocates

Advocates are your very best customers. They not only buy from you very heavily but also sell for you
by touting your product or service to business colleagues, friends and neighbors.

The objective of any direct marketing effort is not just to get a response or make a sale. It is to build
customers. Direct marketing can be used at any stage—separating suspects from prospects, moving
prospects to trial, converting one-time buyers to multiple-time buyers, and getting multi-buyers to
become advocates.

Not everyone will become an advocate. Direct marketing helps you leverage the 80/20 rule (80% of
your business will come from 20% of your customers). It allows you to identify the 20%, reward them
to retain them and then clone them.

2. Select the right media

Direct mail is not always the right response medium to use, nor is the Internet. It depends entirely on
the profile of your customers/prospects and on the nature of your product.

For example, if you are marketing a truly broad-based product, direct mail will probably not be the
way to go. It is too expensive on a per-thousand basis and takes too long to execute. Television will
be probably be a better route. Once you have created and produced the spot, the cost of buying
television can be as low as $10 per thousand. About the best you can do with direct mail is $300 per
thousand.
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For niche or micro-markets, however, television normally isn’t the best route. For targeting, what
works best are direct mail, the telephone and print advertising. If you're selling a product for boat
owners, you could rent any one of a number of lists, mail a package and then follow up with a phone
call, or you could place an ad in a boat-owner magazine.

Planning and buying media for direct marketing is much different from doing so for general
advertising. The objectives are not the same, and fortunately the rates are not the same. In those
media exclusively used by direct marketers (mail and telephone), working with someone who
understands mailing lists is of the utmost importance. Lists are responsible for 60% of the success of
a mailing, so using the wrong one can really hurt your chances of success.

3. Make the right offer

An offer simply means what you're willing to give and what you want in exchange for a particular
response from prospects or customers. Included in the offer are price, terms, guarantees and extras.
The right offer doesn‘t necessarily mean the one that generates the most responses or the one that
generates the highest profitability from the individual effort; the right offer is the one that ultimately
contributes the most to your business.

Offers are normally categorized by the objective of the direct marketing effort—lead generation (for
field sales or telephone follow-up), traffic building (to a retail location, trade show booth or Web site)
or direct sell to business or consumer markets:

* In lead generation, the decision is how hard or soft the offer should be. Hard offers generate fewer,
but more qualified, responses. Hard offers generally will (1) ask prospects for considerably more
information about themselves and their buying intentions; (2) ask for an appointment or
demonstration; (3) mention the cost of the product or service; and (4) refrain from offering any type
of gift or premium.

* Traffic-building offers normally involve premiums, special discounts or exclusives. As an example of
the last category, upscale women’s stores use a private or preview sale effectively in place of a
premium or discount.

* In direct-sell situations, free trials, samples, premiums and discounts can all work to draw attention
to your promotion and boost response. And despite their recent bad press, sweepstakes, if handled
correctly, can work in your favor. You need not offer $10 million (or even $10 thousand in some
circumstances) to increase your response. Whenever possible, offer a guarantee.

Certain offers will help you move customers from being one-time buyers to advocates. Loyalty
programs deserve consideration from almost every marketer. Then, depending on your product or
service, you can consider offers like automatic shipment, membership clubs and continuity programs.

4. Create advertising that gets response and builds a relationship

You need to break through all the communications clutter in the marketplace. Now comes the hard
part: the breakthrough must be done in a way that’s credible and in keeping with your product or
service.

Example: You can put a photo of a cute baby on the envelope of a direct mail package to get it
opened. But if you're selling steaks by mail, you have to tie the product to the baby or you will have
attracted attention without paying it off for the reader.

The keys to creating good direct response advertising are understanding the prospect’s beliefs and
coming up with a strategy to change those beliefs in your favor. The strategy must be based on a
differential advantage (a benefit your prospect wants and can't get elsewhere) and your ability to
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communicate it.

Good direct response advertising involves the prospect. In direct mail, personalization, tokens and rub-
offs, stamps, and quizzes all aid involvement. Good direct response advertising also makes it as
convenient as possible for a prospect or customer to respond. Use as many vehicles as possible: 1-800
numbers, prepaid reply envelopes, fax numbers, e-mail.

Make sure your advertising unit supports the creative strategy and message. For example, if you're
trying to get the top half percent of the population to consider buying luxury vacation homes from
you, don't merely send out a flyer offset on cheap paper. Conversely, there are many situations in
which one-third-page ads in magazines will bring in as many responses as full-page ads.

5. Analyze response to improve profitability

One of direct marketing’s great assets is that it is exquisitely measurable. The ultimate measurement
is lifetime value of a customer. This means how much profit a customer contributes over a period of
time (usually five years) after the cost of goods and services and promotional expenses.

There are a number of ways to improve lifetime value (other than lowering product/service costs):
lowering customer acquisition costs, increasing frequency or duration of purchase and increasing size
of purchase.

Being able to measure means being able to improve. But the only way to improve is to test on a
continuous basis. The critical factors to test are these:

* The media you use. Will print advertising bring in new customers more cheaply than direct mail? Will
they be better customers? Which lists pull the best response?

* The offers you make. Increasing your shipping & handling charge by $1.00 could substantially
increase profits because it has no effect on response. A 30-day free trial could substantially increase
the number of people who respond... but if your product isn't good, the trial could have a negative
effect on profitability.

* The creative approaches you take. What strategy best separates you from your competitors? Should
you say it with different words, fewer words and more pictures?

* Your timing. What months are best for you? What's the ideal time between efforts particular
prospect and customer groups? How many times should you communicate with a prospect group
before you give up?

Key coding and tracking your efforts become as important as anything else you do

Back to top
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BLAMESTORMING: Sitting around in a group, discussing why a deadline was missed or a project
failed, and who was responsible.
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CUBE FARM: An office filled with cubicles.

PRAIRIE DOGGING: When someone yells or drops something loudly in a cube farm, and people's
heads pop up over the walls to see what's going on.

MOUSE POTATO: The on-line, wired generation's answer to the couch potato.

SITCOMS: (Single Income, Two Children, Oppressive Mortgage) What yuppies turn into when they
have children and one of them stops working to stay home with the kids.

STARTER MARRIAGE: A short-lived first marriage that ends in divorce with no kids, no property and
no regrets.

STRESS PUPPY: A person who seems to thrive on being stressed out and whiny.

SWIPED OUT: an ATM or credit card that has been rendered useless because the magnetic strip is
worn away from extensive use.

IRRITAINMENT: Entertainment and media spectacles that are annoying but you find yourself unable
to stop watching them. The O.J. trials were a prime example. Bill Clinton's shameful video Grand
Jury testimony is another.

PERCUSSIVE MAINTENANCE: The fine art of whacking the heck out of an electronic device to get it to
work again.

VULCAN NERVE PINCH: The taxing hand position required to reach all the appropriate keys for
certain commands. For instance, the arm reboot for a Mac II computer involves simultaneously
pressing the Control Key, the Command Key, the Return Key and the Power On Key.

YUPPIE FOOD STAMPS: The ubiquitous $20 bills spewed out at ATMs everywhere. Often used when
trying to split the bill after a meal. 'We each owe $8, but all anybody's got are yuppie food stamps!

GENERICA: Features of the American landscape that are exactly the same no matter where one is,
such as fast food joints, strip malls, subdivisions.

OHNOSECOND: That miniscule fraction of time in which you realize that you've made a BIG mistake.

WOOFYS: Well Off Older Folks.
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Taking Advantage Of Viral Marketing

Customer referrals can be the lifeblood for growing small businesses. But while it may seem like
customer “buzz” just happens to some businesses and not others, there are specific strategies you can
use to get your customers talking.

Using “viral marketing,” your company can utilize e-mail and the Web to generate electronic word of
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mouth that passes on your name through other people’s efforts.

Viral marketing is promotion at its most entrepreneurial, relying on creativity instead of dollars to
emphasize your customers’ relationship with your product or service. Used as part of a marketing mix
for the right product, viral marketing can be very successful.

Is Viral Marketing Right for my Business?

Because viral marketing relies on electronic word of mouth, it works best for businesses with a strong
online presence. If your business relies mostly on local foot traffic and has only a token Web site, you
may be better off devoting your time and resources to more traditional marketing methods.

Companies that do business or attract customers through their Web sites and those that interact
frequently with customers via e-mail will be much more likely to employ viral marketing strategies
successfully.

Pass It On

E-mail service provider HotMail, a free e-mail service provider, blazed the first trails in viral marketing
with a simple yet powerful strategy: It attached its Web site address, or URL, to every e-mail its users
sent out. Eventually, as e-mails were sent and forwarded, millions of people were sporting the HotMail
tag line at the end of every message. It allowed HotMail to grow a large, stable customer base using
minimal marketing dollars. The strategy was soon copied by Yahoo and others.

Even if your product is not electronic, you can make sure that all e-mail sent out from your company
includes your URL and business motto. Think about how many e-mail messages your company sends
out each week. Now multiply that further by the number of people who may receive your forwarded e-
mail from those initial recipients. This is viral marketing in action.

Viral marketers also can pass along ads for products and services, hyperlinked promotions, online
newsletters, games — anything that creates news, awareness and e-commerce opportunity for your
product or service.

Offer Incentives to Leverage Your Customers’ Networks

It's human nature to be more open, trusting, and loyal when doing business with people we know.
You can encourage existing customers to drive new people to your site by offering incentives for
customer referrals. Create a special program that rewards site visitors for bringing new people to your
site, and make sure the program provides a way to track both new and existing visitors.

Another upside to this approach: the incentives could be samples of your product. This not only gets
your product into the market, but provides a compelling incentive that’s highly cost-effective. When
one major electronics producer changed the giveaways in a college promotion from cash prizes to a
dorm room full of dream electronics (worth far less than the cash prizes), response rates more than
doubled.

Be careful to structure or limit the incentive carefully to prevent people from forwarding your e-mail
irresponsibly themselves. Even if “spam” comes from a friend, people will still associate it with your
business.

For example, offering an open-ended incentive like a $5 credit for every five referrals encourages
people to forward the e-mail as much as they can — they get $5 any time someone shows up, after all.

Instead, offer the incentive as a reward for encouraging a more useful action, such as when the
person referred signs up for an opt-in mailing list. And rather than offering cash, the reward should be
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tied more to your business, such as the opportunity to purchase something at a discount.
Track and Analyze Results

Just as you would with any other marketing effort, make sure to track the results of your viral
marketing campaign so you can adjust it as necessary to maximize effectiveness.

More sophisticated e-mail marketers can track insightful data that can be used to evaluate
performance. For example, they can capture:

* Which e-mails went to original customers

* Which e-mails have been passed along

* Which customers clicked from the e-mail to your Web site

* Which people receiving your e-mail actually purchased something from your business.

Several e-mail programs have built-in tools to track such activity.

If you are just testing the viral marketing waters, you can conduct a more simplified form of tracking
the same way you do it for coupons, yellow pages ads, etc. Simply include a prompt in the e-mail such
as, “Mention this e-mail and receive a free ...” That way, you can gauge the response to viral
marketing efforts without a big technology investment.

By separating the click-through and conversion rates for your original customers versus those from
referrals, you can better evaluate your viral marketing campaign and figure out which offers and
customers drive the highest response and ROI.

Have Patience

Finally, don't expect a viral marketing program to pay off immediately. Just as real viruses take time to
spread, so too does viral marketing.

Because it requires innovative approaches to creating new relationships and markets, viral marketing
isn't always as cut-and-dried as more traditional methods. But as part of a balanced marketing mix,
viral marketing can help your business reach a critical mass of customers by using the effort of others
to spread the word about your products and services.

Back to top

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

JAPAN: Low-Alcohol Production Rises - Report
19 Jul Source: just-drinks.com editorial team

Brewers in Japan are upping their production of low-alcohol beverages following strong sales in the
first half of this year, according to press reports. Asahi Breweries Ltd, Kirin Brewery Co and other
brewers are raising their output of beverages such as chuhai drinks, the Nihon Keizai Shimbun
reported.

Sales of low-alcohol beverages at Asahi Breweries during the half rose by 27% year-on-year to 8.9 m
cases.

Chuhai drinks are based on a combination of 'shochu' distilled liquor and fruit juices.

Sales of canned drink Cocktail Partner were particularly strong, up 41% to 3.5 m cases, the report
said.
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The company has added a production line at a factory of subsidiary Asahi Soft Drinks Co in May, and
launched a new chuhai brand.

Sales of Kirin Brewery's top chuhai brand, Hyoketsu, also increased, by 22% to 15.72 m cases in the
January-June period. With sales growth rising to 28.4% in June, the company has reorganised its
production schedule for late July and plans to bolster output of Hyoketsu by 400,000 cases, the report
said.

Suntory Ltd saw its sales of low-alcohol beverages, excluding beer-flavored products, rise by 7% to
9.68 m cases. With its low-calorie, canned chuhai products selling well, the company is producing
them at three factories now, up from two, the report said.
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Toyota Eyeing Record Global Output Of 7.54 Mil. Units For 2004
July 20

Global production of the Toyota Motor Corp. group is expected to increase 10.4 percent in 2004 over
the previous year to an all-time high of 7.54 million vehicles, Toyota President Fujio Cho said Tuesday.

The projected output by Toyota, Daihatsu Motor Co. and Hino Motors Ltd. spells an increase of
260,000 units from the group's forecast last December, reflecting a recent pickup in global economic
activity.

This year will pave the way for Toyota's plan to capture 15 percent of the global auto market in the
2010s, Cho said at a press conference.

Of the projected production in 2004, overseas output is forecast to grow 20.2 percent to a record 3.1
million units. In Japan, Toyota and the two group companies plan to turn out a total of 4.44 million
vehicles, 200,000 units more than the previous year.

As for Toyota's possible support for struggling Mitsubishi Motors Corp., Toyota Executive Vice
President Ryuji Araki told the press conference that the biggest Japanese automaker "has received a
request (from Mitsubishi) and is studying it."
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Messages That Stick

Silvana La Pegna

Consider for a moment what you know the audience remembered about your last event when left the
venue, at work the next day, or in the following weeks. Do you know what action they took as a result
of the message communicated to them?

It really doesn’t matter what type of event it is, if your communication needs to be recalled (show of
hands please) then you need messages that stick, and the delivery mechanism is by designing a
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“high-recall” event.

Why high-recall? Because we are in the age of the ‘attention economy” and your messages are out
there with millions of others. Your competitors are also vying to win the attention of the same
audience.

Any system designer will tell anyone who cares to listen, that they design with the end user in mind.
Therefore, designing high-recall events from the start of the event planning process is the answer to
creating “messages that stick” rather than “those that slide”.

If high-recall is achieved with the audience they will move to action after the event, ensuring the
event objective is met.

There are countless ways in which event success can be measured and the events industry is
supported by a number of software driven project measurement tools. However, this isn't an
assessment of measurement tools on the market, rather it is a process in favour of designing high-
recall events, fuelled with messages that stick with the audiences long after the event is over.

Start with a single-minded objective.

What do you want to achieve by having the event? Taking a holistic view of the event as part of a
communication process continuum is the beginning.

Opportunities to gain and sustain high-recall lie in every phase of the event both before you move into
pre-production and well after post-production, as each production differs, this process requires
sufficient consideration.

It should be informed with production and marketing communications expertise at hand as marketing
communications (including Public Relations) to the audience before and after the event is also
valuable in preparing and maintaining this high-recall.

This perspective will enable you to start planning to integrate your marketing and communication
strategies into what happens before and after the event and what occurs onsite at the event.

This holistic view of an event is in a sense stretched out to a series of smaller communication events.
Like individual words that comprise a conversation, each requiring consideration and purpose in order
to ensure the intended communication is delivered.

Lights - Camera - Action

Then there’s the communication itself; your key messages to be delivered at the event. Consider
carefully the manner by which these messages are communicated and how the messages will be
delivered to the audience. Messages should be designed like a strategy, if they don't lead to the
event objective, then leave them out.

Delivering two or three potent messages and emphasising these throughout an event has the ability to
achieve greater recall than overwhelming the audience with superfluous information.

Audiovisual technology, lighting, colour & movement are powerful aides in gaining and sustaining
high-recall of the key messages.

If you are methodical about following the high-recall event design process outlined, your
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measurement will also reveal how on or off target your decisions were in how you chose to design and
deliver your messages to the audience.

A word about measurement; you will be able install your preferred measurement tools at any/all
points of the process you care to measure and the results will speak for themselves.

Remember, messages that stick, are messages that move the audience to action. Exactly the sort of
action you‘ve planned for them to take from the outset, nothing less.

Silvana La Pegna is the Managing Director of Event Partners Australia
For more information about high-recall events visit: eventpartners.com.au
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Record Cos. May Challenge Sony-BMG Merger

Paul Geitner

Brussels. Independent record companies threatened on Tuesday to go to court to challenge Sony and
Bertelsmann's creation of the world's second largest music company after failing to convince European
Union antitrust regulators to block the deal.

The European Commission unconditionally approved the 50-50 joint venture between Japan's Sony
Music and BMG, the German media giant's music unit, late Monday after finding insufficient evidence
the deal would harm consumers.

The deal is expected to win U.S. antitrust clearance within days, bringing Sony artists like Aerosmith,
George Michael and Barbra Streisand and BMG's Avril Lavigne and Elvis Presley under one roof.

In its decision, the commission indicated it believed its initial concerns about competition in the market
were not entirely unfounded.

"The commission will keep a close watch on the music sector as it becomes even more concentrated
and would very carefully scrutinize any further major concentration in the industry," it said.

The deal will reduce the number of music "majors" from five to four. Sony and BMG argued they
needed to join forces to deal with declining CD sales and the threat from illegal downloading on the
Internet.

But independent labels fear the merger will make it even tougher for their artists to gain exposure and
shelf space in a market increasingly dominated by mega-stores.

Martin Mills, chairman of the Beggars Group label and board member of Britain's Association of
Independent Music, noted that Germany's Spiegel magazine this week reported BMG posted record
operating profits of around 30 million euros ($37.2 million) in the first half of this year.

"This merger is not about economic necessity in a changing market, as BMG's stellar figures
demonstrate," he charged. "It is about the desire to dominate and to control the outlets at media and
retail through which news of wonderful new music is disseminated."

Impala, a group representing 2,000 smaller labels, is considering challenging the deal in court, said
spokesman Jean-Luka Monte.

But antitrust lawyers noted that such challenges by third parties are extremely rare, with very little
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likelihood of success.

"It's about as close to zero as you can get," said Stephen Kinsella, an international business expert
with the Herbert Smith law firm in Brussels.

Universal Music holds the top spot in Europe, with Sony-BMG pulling ahead in the United States. The
rivals control about a quarter each of the $32 billion global music market.

The other two majors are EMI and Warner Music, with about 30 percent of the global market between
them.

Four years ago, EMI and Warner scrapped a proposed hookup in the face of EU charges that fewer
majors could reduce competition and lead to higher prices and less choice for consumers.

A renewed courtship was cut short last year when former Universal Music chief Edgar Bronfman Jr.
stepped in to buy Warner for $2.6 billion.

Similar concerns emerged in the EU's initial appraisal of the Sony-BMG deal, with antitrust chief Mario
Monti's team suggesting "tacit collusion” in setting CD prices among the five majors.

But after closed-door hearings and an internal review, the commission backed down, saying it "had to
conclude ... that the evidence found was not sufficient to demonstrate in a successful way that
coordinated pricing behavior existed in the past."

Reducing the number of majors to four "would not yet create a collectively held dominant position" in
recorded music, it said.

The reversal of the EU's position on the merger reflects new hurdles instituted by the commission
since European courts overturned three merger-blocking decisions in 2002, chastising the team for
sloppy work.

The commission also examined emerging markets for online music as well as Bertelsmann's
broadcasting activities in Europe, but found an "absence of serious competition problems."

Sony operates a new music-downloading service called Sony Connect, while Bertelsmann's RTL TV and
radio group operates in Germany, France, Belgium, Luxembourg and the Netherlands.

There were worries that they could hamper competitors by restricting access to their stable of talent.
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Market Research Excellence: New Study Reveals Structures that
Deliver Proven Results
CHAPEL HILL, N.C.--(BUSINESS WIRE)--July 23

More than 60% of companies wrestle with decentralized market research structures in which
communication and knowledge management gaps threaten market research effectiveness, according
to a new benchmark study by Best Practices, LLC.

Developing the High-Performance Market Research Function, profiled in a free summary online at
http://www?3.best-in-class.com/rr369.htm, is a break-through study that examines the market
research organizations at 85 companies across 20 industries. The study probes best practices that
market research organizations use to transform their markets, launch blockbuster products and
accelerate brand growth.
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Key study findings probe diverse structures and tactics enabling high performance across complex
geographic, category and product lines. For example, the study identifies the following organizational
structure issues:

-- Breakdown and analysis of market research structures

-- Co-locating global and U.S. market research structures to bring one market view to bear
-- Market research sub-structures preferred to organize staff, capabilities and expertise.

-- Leadership reporting lines describing where power and influence lie in the organization.
-- Assessing tradeoffs in staff deployment strategies to understand when to support technical
proficiency and when to build rapport with product teams

-- Key mechanisms to cultivate collaboration across units

-- Identification of communication activities that spur exchange of market insights

-- Tactics to minimize cross-unit research redundancy

-- How companies use budgeting to align groups and affirm collaboration across units and
geographies

Additionally, this study details

-- Market research investment benchmarks

-- Approaches to measuring market research return on investment

-- Productivity benchmarks for staffing and project loads

-- Use of market research data to transform markets and impact product launches
-- Key productivity drivers

-- Vendor management strategies

-- Systems to select and develop market research professionals' critical skills

"Extraordinary market research acts as a compass to customer insights, successful new product
launches, and high-velocity brand growth," said Chris Bogan, the study leader. "Too much market
research just confuses managers, clouds decisions, and hampers execution. This break-through study
provides benchmarks to help marketing leaders chart their course to high performance."

Download an excerpt of the study at http.//www3.best-in-class.comy/rr408.htm .

About Best Practices, LLC

Best Practices, LLC is a research and consulting firm that conducts work based on the principle that
organizations can chart a course to superior economic performance by studying the best business
practices, operating tactics and winning strategies of world-class companies. For more information,
call (919) 403-0251 or visit www.best-in-class.com/
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