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Editorial

The word loyalty is becoming debased by many (poor) marketers who see it as a measure of how
much it costs to buy a customer — Customer Loyalty Programs (sic).

If the word loyalty is becoming debased, does this mean it is worthless? On the contrary, it is
becoming a more priceless quality because it is so hard to develop.

Most people think that loyalty is to a thing or to a person when actually it is really to one's own self.
Some think that it is to a goal or an objective, but again it is to one's own convictions.

If loyalty has to be earned then it is deserved and is enduring; more than an emotion based on a
temporary feeling. Loyalty is the character of a person

Brian Monger
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Quotations

Be careful what you pretend to be because you are what you pretend to be.
Kurt Vonnegut, Jr.

"The only way to improve on success is to experience rejection."
Alan Weiss ‘Million Dollar Consulting

A mistake is only a mistake if you don't learn from it.

"If I am to speak ten minutes, I need a week for preparation; if fifteen minutes, three days; if half an
hour, two days; if an hour, I am ready now."
- Woodrow Wilson

"Government's view of the economy could be summed up in a few short phrases: If it moves, tax it. If
it keeps moving, regulate it. And if it stops moving, subsidize it."
- Ronald Reagan

"All things being equal, people will do business with a friend; all things being unequal, people will still
do business with a friend."
- Mark McCormack

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

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



NEW ZEALAND

THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

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

Be the Boss
Get the Service You Want From E-Commerce Organisations

Purchasing products online can be one of the most frustrating situations consumers encounter these
days. Why? Because technology has eliminated the human factor. When you walk through virtual
doors of an e-commerce organisation, you aren't greeted with a smile and a handshake. When you
want to ask a question or register a complaint, it's almost impossible to get a direct response or to talk
to a live person.

Consumer frustration-and the resulting complaints-are finally having an impact.

Too many e-commerce organisations underestimate the importance of e-service-speed, price, and
technology built around service-and too many consumers underestimate the power they have to
demand good service. That's not to say, however, that there aren’t e-commerce organisations doing
business today that have made service a priority. Amazon.com is one of them. Its customers cannot
only place their orders 24 hours a day, seven days a week, they can get recommendations on books
and music, sign up for personal notification services, and get an almost immediate response to their
requests.

Landsend.com is another organisation that focuses on e-service. Customers know they can use the
organisation’s toll-free phone number 24 hours a day, seven days a week, 364 days a year (except for
Christmas Day) and talk to a real person. The organisation responds to more than 141,000 e-mail
inquiries every year, and its 300-phone-line call center gives it the ability to answer some 50,000 calls
a day.

Unfortunately, amazon.com and landsend.com are unique in their commitment to e-service.
Thousands of e-commerce organisations are doing business throughout the world with very little
regard for their customers-other than their desire to separate those customers from their money. How
can you get them to make service a priority? What can you do to get a satisfactory resolution when
you have a complaint? Who can you turn to for help? Here are a few suggestions:

Complain. If the organisation has an on-line customer response system, use it. If it provides a toll-free
customer service number, call it. If neither is available, send a letter to the organisation’s president,
clearly stating the problem, requesting specific action, and setting a deadline for that action.

Escalate your complaint. If you don't get satisfaction for your problem by attempting to deal with the

organisation, there are other steps you can take. Register your complaint with the government
Consumer Affairs Dept. You also can register complaints with other groups, such as ecomplaints.com,
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an online consumer complaint site for the airline industry, and with organizations that oversee the
operation of organisations in specific industries.

Contact the media. If you are really frustrated in your attempts to get a problem resolved, consider
contacting your local media. Many newspapers and TV and radio stations have reporters who deal
with consumer complaints and can bring your situation to the public’s attention. If there’s one thing no
business can afford, it's bad publicity.

Use the Internet to spread the word. Send an e-mail to everyone you know, informing them of the
problem you are having with the organisation and recommending that they not patronize it. You might
even send a copy of that e-mail to the organisation itself.

Log off. Don't do business with a organisation that does not respond to your inquiries or complaints.
With a click of your mouse, you can eliminate the offending organisation from your computer screen--
and your life.

It's important to realize that no organisation is immune to mistakes. How they handle those mistakes,
however, should determine whether or not you continue to patronize it. A good organisation will see
your complaint as an opportunity to improve its operations or products and a chance to keep you as a
customer. That's the type of organisation you want to do business with.
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Becoming a More Effective Thinker

Want to be a better thinker? You should read more books; go to lectures and concerts; take classes;
expand our horizons through travel.

Etc. etc.etc Those are the standard wisdom.

However, if we really want to become a better thinker, here are three ways to do it that will get you
thinking smarter more often:

#1 Interrupt yourself. The next time you find yourself talking for any period of time, or even
thinking about something for more than a few minutes, simply stop. Ask yourself: "Where did this
thought start?" "Have I had this thought before?" "Have I already examined this concept at length?"

We tend to reiterate not create. Most of the time we spend is on thoughts that just aren't taking us
anywhere new and interesting.

Make a habit of stopping yourself to check in. Steer your thoughts or your conversation in new
directions. Make room for new ideas by recognizing and interrupting repetitive thoughts, and you'll
make huge strides toward becoming a better thinker.

#2 Appreciate lulls. You know when you're talking to someone, and there's a moment of silence
before anyone says anything? Our tendency is to jump in, even if what we have nothing good to say.
We talk for the sake of filling up that few seconds of silence to keep that pause from becoming
uncomfortable.
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Next time you find yourself with an unexpected moment of silence, try this: Smile and nod. You'll look
thoughtful, and you won't be polluting the airways. Once you get good at the smile-and-nod routine,
you'll find that you'll use that moment as a way to be open to new thoughts that wouldn't normally
have room to sprout through your typical "uh-huh, or "yeah, I agree with that" comments.

Appreciate those moments when you have no choice but to be silent and patient. Fill the lull with
observations. Look around. Notice smells. Pay attention to lighting. Listen. Think of these pauses as
opportunities to sharpen your senses.

#3 Define Your Life Philosophy. A defined philosophy serves as a road map. It gives you
landmarks to recognize, navigation tools to guide you, and a clear destination. You may end up going
in a completely new direction that's nowhere on that original map. That's okay. But knowing your
starting point is the most crucial part of any journey.
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Valuing Customer Feedback

The biggest obstacle to knowing what customers really think about us is fear.

We fear they'll tell us our product stinks, and that we're horrible people

Yet most organisations never hear that type of painful feedback. Successful organisations with strong
word of mouth and customer devotion use customer feedback to drive their marketing strategies,
product development and customer service expectations.

The less successful approach is to proactively gathering customer feedback or waiting for it arrive on
its own. Research firm TARP has found that for every person who complains, there are 26 who do not.
That means if you have 1,000 customers and 100 of them complain, another 260 may have quietly
dumped you, never to call again. To know what customers are thinking, you need to ask.

Organisations that operate as feedback machines make improvements to their operations quickly and
efficiently.

10 Rules:

1. Believe that customers possess good ideas

How often does someone in your organization respond to an innovative idea by saying, “Our
customers don't want that.” Asking customers to participate in your problem-solving and idea
generation is not an act of weakness.

2. Gather customer feedback in every situation and at every opportunity

Every customer interaction is an opportunity for feedback.

3. Focus on continual improvement

As Peter Drucker once said, a business has two purposes: marketing and innovation. Enlist the aid of
your highly affiliated, passionate customers to help you improve your business.
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4. Actively solicit good and bad feedback

Try asking “what is the one thing you would change or improve about your experience with us or our
product?”

5. Don't spend a lot of money doing it

Short, regular surveys deliver better response rates and allow you to react rapidly to issues raised.
Solve one or two problems at a time, not everything at once. Tell your customers how their feedback
directly contributed to your changes.

6. Seek real-time feedback

Call 8-10 customers every day.

7. Make it easy for customers to provide feedback

Employ multiple input points: in person, email, Web sites, point-of-purchase cards or receipts,
conferences and the telephone.

8. Leverage technology to aid your efforts

Programs like SurveyMonkey.com makes it very easy to gather feedback via a Web-based survey. It
(among others) is fast, efficient, and inexpensive. It automatically tabulates data and doesn'’t require a
techie to launch. Your data is virtually complete within 48 hours of sending customers a link to the
survey.

9. Share customer feedback throughout the organization

Responsibility for customer feedback extends beyond the marketing department. Ensure that everyone
in the organisation knows what customers are thinking by sharing customer feedback; product and
service decisions will be better informed as a result.

10. Use the feedback to make changes - quickly

You may not be able to move a mountain in a day, but you can make it easier to climb by making a
path.
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Your Brand

Every organisation has a reputation. Everyone you meet will form an opinion about your organisation,
even if they have not done business with you yet. The challenge is to manage your reputation so that
the opinion that people have of you is positive. This is what creates a good brand. And yes there are
indeed bad brands — A lot of them

Brands have a number of strategic functions, enabling you to:

- Differentiate yourself from your competition
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- Position your focused message in the hearts and minds of your target segments
- Be consistent in your marketing efforts

- Customize your services to reflect your brand

- Deliver your message clearly and quickly

- Project credibility

- Create strong user loyalty

Branding is not all about slick advertisements. Branding is essentially about getting your target
segment to see you as the preferred choice. Building a famous brand is not just about what you do;
it's about what you do differently from everyone else.

Building Your Brand

A brand is a promise of the value your clients will receive. In an amazingly complex and competing
world--where it is increasingly hard to know what is real and what is not--having your customers not
only acknowledge but support the promise of your brand is the key to building a thriving business.
Good Marketing is about adding value — as opposed to apparently good accounting which seems
focused on lowering costs. To build a brand, you've got to become focused on what you do that adds
value for customers. Do you deliver on the promise of your value offer - on time, every time? Do your
clients get value by investing in you?

Branding integrates quality, customer service, marketing communication and value to present a
unified message about the organisation, its products.

Your brand will integrate all your marketing around a core idea and vision. As a result, you will find it
easier to sell yourself, because your message will be uniform and powerful. Every business needs to
evaluate its brand identity against the following criteria:

Relevance to the Market

A brand must stand for something that is meaningful to members of a target market. Your brand
encompasses the total experience of doing business with you.

Consistency of Behaviour

Customers must be able to depend on the brand to deliver the same experience every time. Because
your market experiences your values through your brand, the only way they will truly become loyal to
your brand is through your dedication and consistency.

Relationship-Building

A brand is not a logo or an advertising strategy. "The strength of any brand is in the relationship it has
between a organisation and its customers. The stronger the relationship, the more business they will
do, and the more likely it is that customers will refer them to their friends and business associates.

Loyalty to the Customer Is Returned

The test of a brand is, in fact, the strength of loyalty it generates. If you have a strong relationship
with your target audience, then you have a strong brand and a strong business.
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Brand Reputation Is Priceless

The only way to be successful in a business activity, is by establishing a good reputation, and a brand
can help you do that. Your reputation works as your strongest marketer by communicating the
relationship you have with people who've done business with you, and your target segment in
general.

Good brands stand the test of time. To develop a brand that will last a lifetime, go beyond what you
do right now. Think long term. Top brands can rely on their brand equity build on a foundation of
customer trust to take them deep into their customer's trust perception and keep them there.

If you establish a place of trust and relevance in prospects' minds, you're already in the door. The
more people believe in your brand, the more it will spread throughout your niche market without your
pushing. If your brand is clear, distinctive, and easily understood, and expresses a unique, compelling
benefit that people believe in, it will bring you all the business you can handle.
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Show Your Emoticons

Emoticons are a shorthand method of showing emotions in digital communications such as instant
messaging and emails. One of the most well known examples is the smiley symbol, created by simply
typing a colon followed by a closed bracket :)

Emoticons, such as the smiley face, have become extremely popular but they're not always easy to
translate.

Some tools such as Windows Messaging help by converting emoticons into small pictures to make
them easier to understand.

However, to use them you will need a list of what they are so you can type them. Here are some of
the best resources on emoticons, smileys and SMS text lingo to help you read your messages and
communicate in a digital world.

Graphical emotions
Probably the most thorough list of emoticons for Windows Messenger is to be found at

www.messenger.msn.com/Resource/Emoticons.aspx The list shows all the emoticons as small
pictures and the shortcuts you use to create them.

This list includes simple and more esoteric examples of text smileys such as: the graphical offering of
comfort (::()::) There is also a list of Japanese smileys. These include (~o0”) laughing out loud and
(@-@) stunned.

In addition to smileys there are many common acronyms used in chat rooms and instant messaging.
This page includes a list of these including BRB - be right back and BTDTGTTS - been there, done
that, got the tee shirt.

When you delve into the realms of text messaging on your phone, a whole new world of language

opens up, quite removed from the English you were taught at school. Grammar is out, slang is in and
the messages look as if they are written in a foreign language. To help, the translation service
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Transl8it will take a sentence in the mother tongue and turn it into SMS speak (or sms spk to the
initiated). Visit the site at www.transl8it.com/cgi-win/index.pl and type your text into one box before
choosing your translation method: lingo to English or vice versa. Press the Transl8it button and you
have an instant translation.

If you're interested in a closer study of SMS lingo visit the Lingo to Word site at
www.lingo2word.com/lists/txtmsg_listA.html Here there are pages of alphabetical lists of lingo and
definitions that show how the words are truncated and shorthand language developed. There is a
translation service on this site too and probably the most exhaustive list of emoticons available
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More Than Enough Processing Power

Like Bigger, faster is not necessarily better when it comes to selecting the right desktop or notebook
computer for the job.

Buying a computer is a numbers game these days. Salespeople will try to dazzle you with numbers -
megabytes and gigahertz, frontside and backside caches and the read and write speeds of CD and
DVD drives.

You do not need to spend up for "the best", meanest the machine with the biggest numbers. Take
that advice with several grains of salt. Buy a machine that will do the job without overkill, and save
your money. Internet download speeds have little to do with the clockspeed of a computer. If you are
on dial-up you will get 28.8 kilobits per second (or maybe a little more) whether you have a 700MHz
old clunker of a laptop or a 3GHz rocket.

Chip speed has an effect on how fast data is processed in, say, a mathematical or imaging program,
but it makes precious little practical difference in word processing. The demands on your brain may be
similar, but the word processor is governed by the speed of your typing, and it is a rare typist whose
fingers can out-pace a 1GHz processor.

Faster microprocessors do not necessarily guarantee higher performance from a computer. They help,
but you need to look at the overall design and performance of the machine. A 3GHz Windows machine
will process humbers very quickly, but a 1.8GHz Macintosh will probably beat it in rendering a
Photoshop image or compiling a video.

The first and most important question in choosing a computer, be it a hotebook or a desktop machine,
is what do you want to do with it? You need to decide between mobile and desk-bound machines.
Modern notebook computers are powerful enough to be "desktop replacements”. However, again
think of what you will mainly need to do with your computer.

If you intend to handle graphics in a design class or work with big multimedia video files, maybe a
Macintosh PowerBook could be your best choice. Macs are dominant in the advertising, imaging and
film industries. PowerBooks, and even iBooks, are often used on the run to proof TV ads and view film
rushes as easily as they would be handled on a desktop machine. But the bigger desktop screen
acreage of, say, a 20-inch iMac, may suit your work better and save you some money.

And, then there, is the choice between Apple and Wintel. Apples dominate graphics. Wintel machines
tend to be number crunching workhorses, chosen by accountants, economists and engineers.
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Think also of the cost of software.

Think of insurance and of buying an extended warranty and, finally, buy the best quality you can
afford without chasing speeds and hard-drive sizes you do not need.
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Being Asian - a competitive branding advantage

Asia boasts some fine brands, including names like Samsung, Sanrio ( of Hello Kitty fame ), Singapore
Airlines, Sony, and Thai tourism, reflected in the ongoing Great Asian Brands Survey.

Yet our own experience is that Asian companies are afraid to take on global brands in their own
market, belted into submission by the Asian consumer's affection for imported brands - namely the
"West is Best" perception. This has resulted in some very modest wins for Asian brands, but far more
disastrous failures, caused by "copying" overseas brands or branding a strong Asian brand as
"foreign". One example comes from an Asian brewery that had established a strong nationalist and
local values brand for their flag ship product. Disturbed with their market share being eroded by
foreign beer brands they launched a new brand, labelled with a European sounding name, an
imported look, and a higher price. The launch was a spectacular failure. Local consumers were aware
that the product was still manufactured in the country, and rightly shunned it as a cheap copy.

A joint seminar organized by the Marketing Association of Thailand and brand valuation firm
Interbrand in Bangkok recently saw Interbrand managers confirming that US brands dominate the
Interbrand - Business Week brand value ratings, but that "global brands can come from anywhere".
Samsung was cited as an example of a successful Asian brand. Jan Linderman, Interbrand's global
brand valuation director, cited Samsung was a good example of how to move a product into a brand...
- "...In 1997 Samsung products were appreciated as good in pricing and quality but short in brand
differentiation.... ... The strategy (of being good in price and quality) is not sustainable as you have to
be a low-cost producer for ever. To achieve it's brand repositioning, Samsung embraced changes in all
aspects including production designs and distribution. It pulled out all its handsets from discount
stores like Walmart. More importantly, it's senior management was committed at an early stage to
make it's brand play a key part of its competitive advantage and made brand development as a
corporate performance target..."

Kim Faulkner, chairman of Interbrand Singapore added that "...Although Asian firms are late comers,
they still can compete with established global brands..."
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Bullet-Proof Your Business

Today’s business environment isn't getting any easier, nor will it get easier anytime in the future.
Business NEVER gets simpler. More competition, shrinking profit margins, increases in fixed and
operating costs are just a few of the issues we deal with everyday. You can lament this fact or, you
can take proactive measures to bullet-proof your business. Here are few strategies that can help:

Clearly define your business. The most successful business people know what they are in business
for. They have one or two areas of specialty or expertise and they stick to what they’re good at. They
avoid the temptation to try to become everything to everybody. In many fields, specialists tend to do
better than generalists.

Have you found a niche market for yourself? Is your niche viable in your
location/city/town/market? Are you the best at what you do in your trading area? Do you stick to what
you're good at or do you stray from this when revenues are lean?

Create and maintain customer loyalty. In today’s competitive environment, many business
owners think that consumers are concerned only with getting the lowest price for the product or
service they are buying. So, they spend money trying to attract new customers based on price which
means they constantly erode their profit margins. Although price is a factor in every sale it is not
always the most important factor. It is much more effective, not to mention profitable, to create and
maintain customer loyalty. Here are a few questions to consider:

Do you stay in regular contact with them?

Do you know and use your customer’s names?

Do you give them a reason to continue doing business with you?
Do you know what your customers want or expect?

The benefits of investing your time, effort, energy and money to create loyalty include: more referral
business, higher margins, and reduced advertising costs. It's important to note though, developing
customer loyalty is not something you do once in a while, it is the way you conduct and run your
business.

Deliver outstanding customer service. Virtually every business recognizes the importance of
delivering excellent customer service. Yet, few actually consistent execute. The excuses run from “I
have to reduce my head count” to "My employees are just here to collect a paycheck” to "I can’t be in
the store twenty-four hours a day.” Again, it comes back to why you are in business. Obviously, if you
want to deliver great customer service on a consistent basis you won't be the lowest priced vendor;
it's economically impossible to achieve this goal.

To deliver outstanding customer service you need to get personally involved. You need to
determine what great service means to you and, even more critical, what it means to your customers.

Improve your selling skills. Constant refining of your sales skills will help you close more sales
and/or increase the value of each sale. I don't suggest you adopt or use aggressive, hard selling
tactics. Instead, develop your skill at uncovering your customer’s needs, suggesting solutions that are
appropriate to their needs, and overcoming objections. Learn how to engage the customer in the sales
process and how to ask for a referral.
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Lack of Business is Not Always the Problem

When you're just starting out in business, it's a safe bet that you need more clients. But what if you
have been up and running for a while, and you're still not making as much money as you would like?
You may be in the habit of thinking that attracting new clients is the answer, but this isn't always the
case.

There are many reasons why a business might not be earning enough, but they typically fall into four
categories: not enough revenue, not enough profit, not enough customers, or not enough time.

Start by looking at your gross revenue -- the total amount your customers pay you over the course of
a year. How does it compare to others in the same line of business? Ask some trusted colleagues or
check with your professional association for any statistics they may have.

What percentage of your gross revenue remains after you cover cost of sales? This is your gross
profit. As a service business, you may have no cost of sales. If, however, you are selling books, tapes
or software, or accepting credit cards, your inventory cost and credit card fees need to be deducted
from your earnings before making other calculations.

Now deduct your business expenses from your gross profit. What percentage of gross profit remains?
Is this a typical percentage for your industry? Compare your profit margin (net income divided by
gross profit) to a desired goal of 70%.

If your gross revenue seems low for your industry, your profit margin is at least 70%, and you have
about as many customers as you can comfortably serve, concentrate on increasing your revenue,
rather than trying to improve your profit margin or bring in new customers.

Consider raising your rates, which may mean finding a market that is willing to pay more. Look for
customers who will give you higher dollar volume contracts or place larger orders. Think about hiring
more administrative help, which would free up more of your time to charge out at professional rates.
You should also work to increase your passive income by selling products created by you or others,
reselling some of your existing work, or licensing a process you have developed.

If you are spending more than 30% of your gross profit on overhead and marketing, work on
improving your profits. Look for ways to cut expenses by reducing your overhead, or focusing on your
most profitable line of business.

In addition, if more than 15% of your gross profit is spent on marketing alone (assuming you are not
a start-up business), consider cutting back on advertising or mailings, and using more referral-based
marketing strategies. Seek out customers who will give you repeat business or long-term contracts.

Low revenue combined with not enough billable work to keep you busy means you really don't have
enough customers. If you don't have a marketing plan, it's time to create one. Focus your plan on the
most attractive service you have to offer and the most lucrative market, rather than diffusing your
energy by marketing several different service lines to more than one type of customer.

If you already have a marketing plan, but it's not paying off, you may need to break into a new
market, look for a more appealing way to package your services, or form an alliance with someone
who can send a steady stream of business your way.

It's possible that you simply don't have enough time to earn more money. When you are consistently
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spending over 25 hours per week serving clients, with more potential customers in the pipeline than
you can realistically serve, it's time to hire an employee or bring in a junior partner. If you're not ready
to take that step, think about subcontracting work to a trusted associate, and keeping a percentage of
their billings.

In reading the suggestions above, you may have discovered that you don't have enough information
to diagnose your earnings problem. There are six statistics every service business owner should know:
revenue, expenses, profit margin, number of customers, average sale amount, and billable time. If
you don't have the answers, start tracking these measurements today.

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

Home Work Expands For All Ages

After years of forecasting that working from home would - or would never - make an impact on the
Australian workplace, it seems that virtual workforces are growing.

IT market analyst IDC estimates that 2.8 million Australians are mobile workers; by 2008 it will be up
to 3.4 million.
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Web Users Searching For Identity

Australians re a narcissistic bunch of internet users who are more interested in themselves than their
American counterparts. Even scandal-studded celebrity Paris Hilton comes in second when it comes to
tapping names into search engines, according to an internet survey.

The on-line survey of 1500 Australian internet users over 24 hours last October by ninemsn found the
number-one name typed into search engines by Australian users was their own, with 47 per cent of
people indicating they searched for themselves, compared with 39 per cent of Americans.

Also rating highly were the names of family, friends and colleagues - and former lovers and partners.
More than 10 million Australians actively use the internet from home or work according to internet
research firm Nielsen/NetRatings.

Of the 10 million internet users in the country, about 7 million used search engines.
Entertainment is one of the most popular search categories, with 84 per cent of respondents pursuing

it.
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The Big Squeeze — Compressing Data

Compressing files is the only way to download and email photos and data effectively.

Being able to uncompress files you download from the internet or receive as attachments to emails is
becoming an essential skill. There are many tools to help you do this but some function better in some
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circumstances than others.
To Compress or Not to Compress? That is the Question

Why would anyone to compress files? You could attach them one at a time to an email message, but
it's easier to gather them into a single file and attach this. When you gather the files together, it is
also possible to compress them so that the size of the compressed file is less than the sum of the sizes
of the original files. When uploading, downloading and emailing files, a reduction in size means it
takes less time to move the files between computers.

The most popular format for compressing files is the "zip" format - these files have the extension .zip.
If you're using a Mac, you'll probably encounter files with extensions such as .sit, .bin and .hgx, which
are types of compressed Mac files.

To compress files or to uncompress files that are already compressed you will need some software. In
Windows XP, this comes built-in, but there are other programs you can download and use that have
more power than the simple Windows XP tool.

Unzipping files

To use a file that is compressed into a zip file you must extract it. If you're using Windows XP, zip files
are displayed as compressed folders and you can click on the zip file in Windows Explorer or My
Computer to open it and view its contents. However, you can't do anything with the files inside the zip
file until you extract them - which you do by choosing the Extract option in the task panel on the left
of the dialog. Once extracted, you can use the extracted files that appear in the folder you selected to
extract them into.

If you're using Windows 95/98/Me/NT or 2000 you will need special software to zip and unzip files. A
good program that can be found at www.winzip.com is WinZip. It is packed with features, including
many that Windows XP cannot duplicate. For example, it lets you split a zip file into smaller files. This
may seem like a backward step, but it's useful for sending large zip files in emails - you send it in
pieces that can be reassembled at the other end. WinZip can also create self-extracting zip files by
creating an .exe file that runs when double clicked and that automatically uncompresses itself.

To create a zip file in Windows XP, select the file or files to compress in Windows Explorer or My
Computer and right click. Choose Send To and then Compressed (zipped) Folder and wait as the files
are compressed. When complete, you will see a zip file with the .zip extension and a name that
corresponds to the last selected file. You can control the name of the file to some extent by selecting
the file whose name you'd like to use last, or simply rename the zip file leaving the .zip extension in
place. In programs such as WinZip, you can set the zip filename to any name you choose before
creating it.
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More Phone Users Prefer Cells to Landlines

A Growing number of people are cancelling their home phones, opting to rely solely on their mobiles
in an attempt to avoid expensive account-keeping fees.

About 100,000 home phone accounts were cancelled last year, new figures from Telstra show,
representing a 1 per cent drop in landline customers.
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The cancellations come as householders realise they no longer use their home phones as much as
they once did.

It is also a reaction against soaring account-keeping fees. Landline rental costs now average about
$30 a month, a rise from an average of $11.65 in January 2000.

"The latest figures show that [landline subscribers] are down from 10.45 million to 10.34 million,"

Australians make only about 20 per cent of their calls from mobiles compared with between 50 and 70
per cent in Europe and the US. Mobile rates are relatively inexpensive in Europe and the US, where
between 10 and 15 per cent of households had opted to lose their landlines.

Dissatisfaction with fixed-line costs is set to push the figure for calls from mobiles higher in coming
years, experts say.

A survey by the Australian Communications Authority in August last year found that 67 per cent of
householders believed fixed-line rentals were too high. Independent research group, PhoneChoice,
released a report that said at least one in five Australian households would be better off if they
disconnected their landlines and switched to mobiles.

As phone organisations endeavour to retain the loyalty of their fixed-line subscribers, creative
solutions are now offered including discounted packages, or "bundles”, for those who subscribe to a
home phone, pay-TV and internet services. Some home-line account packages offer a set amount of
free or heavily discounted calls.
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SMS Takes Over

Don't expect cards next birthday, Valentines day or Christmas, don't expect a crowded mantelpiece.
Instead, check your mobile's message inbox for evidence that people still love you.

If the record number of text messages sent by Australians over the Christmas period is anything to go
by, traditional means of spreading festive cheer, such as greeting cards, may become a thing of the
past.

Vodafone reported a 90 per cent increase from last year in the number of text messages sent on the
network between Christmas and New Year's Day, with 42 million SMS messages sent.

Optus recorded a 37 per cent rise in the number of SMS messages sent this year between New Year's
Eve and New Year's Day, with 16 million messages sent. Telstra and Virgin Mobile also indicated large
numbers but had not collated exact figures.

One of the hazards of increased SMS, say use at Christmas is network traffic causing delays in
message sending of up to a few days. Phone organisations say it's not always their fault. (When is it
ever??) When there is a lot of traffic on the network, a message may have to wait in a queue before it
is sent, although this is estimated as being a matter of minutes. If it is being sent overseas, the
message may have to wait in another queue when it reaches the international carrier.

No phone organisations The Sun-Herald spoke to said they had had reports of abnormally long delays.
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The Safe Options

Malicious internet programs — viruses, worms, hijackers etc. Are the bane of our existence. The
threats have grown worse but the fundamentals of combating them have changed little.

But computer users need not be paralysed with fear of a future attack. They can better manage their
risk by employing a variety of tactics to counter malicious hackers - and get back up and running
quickly if the worst happens. No matter what precautions you take, you are always going to be at the
risk of attack.

You need a recovery solution in place to get systems up and running as soon as possible such as
back-ups or tools that can roll the system back to a known good state. Desktop operating systems
such as Windows XP already have functions for roll-back, and there are tools for most others that do
the same thing.

The advantage of a roll-back is that all your data remains intact, while the application that caused the
harm is usually neutralised.

The next generation of worms will spread by hijacking instant messaging and filesharing applications,
the long-term danger lies in the vulnerability of mobile devices. Threats to mobile devices, PDAs,
mobile phones and wireless technologies are in their infancy, but the danger will grow as the uptake
of these devices expands.

The same policies for notebooks should be applied to hand-held devices. As it becomes available, they
should have anti-virus, a firewall and intrusion detection, updating signatures every 24 hours. They
should be blocked from connecting to the network if these applications aren't turned on and updated."

Anti-virus updates and operating system patches are published for a reason and it is vital to keep
them up to date.

"Don't just put your resources into guarding mail servers, because the number of possible ways things
can get into your system is going to increase. Many of the recent worms used four or five mechanisms
but specifically avoided spreading by mail.

Desktop security is also under threat from free instant messaging applications, and the cure may be to
restrict access to non-essential modes of communication. If staff must use instant messaging, anti-
virus products can monitor the session, but it is also a good idea to block them from sending and
receiving files as well as receiving messages from people who aren't on their contact lists.

Vendors offering to solve online security concerns with technology alone should be avoided,

As mobile phones and portable organisers have merged into hand-held computers, they have also
gained the potential to carry infectious code. The first US sighting of a mobile-phone virus capable of
spreading between devices via Bluetooth was made in California last month, when two store-display
Nokia phones were found to be infected.

The growing use of platforms such as Windows, Linux and Java on mobile devices increases the risk of
them spreading infections to desktop computers, says Dr Audun Josang, security expert with
Australia's Distributed Systems Technology Centre. Strict policies should restrict which networks
employees access outside of the office using such devices and what is downloaded, he says.
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Experts point to standardisation such as Microsoft's dominance of desktop and server technology as
fertile ground in which viruses and worms thrive. In response, some people have deliberately chosen
to use less-popular operating systems. In general, hackers and virus writers especially tend to direct
their attacks at the largest installed base of technology to reach the broadest spread of organisations
and people.

System administrators can also subscribe to Microsoft's SMS critical security updates notification
service, conceived in the aftermath of the Slammer worm. The free Microsoft Baseline Security
Analyzer tool is also available online to check if computers have the latest patches installed.

The Firefox browser for Windows and Apple's Safari browser for Mac OS also offer pop-up blocking
and are immune from many of the vulnerabilities that plague Internet Explorer. Facing a growing
threat from these alternatives, Microsoft has made anti-spyware tools for Windows available through
its automatic software update website.

Spyware is a "consumer-oriented phenomenon", a corporate Microsoft anti-spyware tool is under
development, offering management tools, analysis tools and group policies. The next version of
Internet Explorer, due for beta release mid-year, will also offer greater protection against spyware and
phishing.

As home and corporate users alike struggle to defend themselves against spyware of growing
sophistication, some of the responsibility for protecting them lies with Microsoft.

When the worm turns nasty

While the first worms did their damage by tying up computer resources and bandwidth as they
multiplied, by the late 1990s, they were carrying malicious payloads. Such "malware" can shut down
firewalls and anti-virus applications and grant its master full control over the infected PC. Malware
writers now seek riches rather than glory, designing applications to steal passwords and credit card
details ("spyware") that are delivered by worms, spam and pop-up advertisements.

After several years of focusing on the rising tide of spam and worms, industry giants such as Microsoft
and Cisco took significant steps last month to combat malware - as did security specialists Symantec,
McAfee and Sophos.

Addressing the RSA Data Security Conference, Microsoft founder Bill Gates announced free tools to
clean malware from computers running Microsoft Windows. He also revealed the next version of
Internet Explorer will offer enhanced security features, a move intended to stem the flow of users
switching to the Mozilla Firefox browser or Apple's Mac OS computers. Building on the recent
acquisition of Sybari Software, Microsoft will also sell anti-virus software by the end of the year.
Anti-virus organisations Symantec, McAfee and Sophos all announced anti-spyware initiatives, while
networking giant Cisco unveiled products designed to combat previously unseen attacks.

With malicious code writers seeking fortune rather than fame, businesses should brace themselves for
application-specific attacks targeting customer data, says Symantec vice-president of research and
advanced development Steve Trilling (above left).

"Almost all of the most high-profile threats over the last few years in most cases brought no
discernible benefit to their creator," Trilling says.

"This is changing and databases inside organisations hold, in many cases, the most critical assets of
the organisation - whether it's customer records, patient records, credit card nhumbers or you're own
code - and attacks on those particular systems are often highly tailored."
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Your disaster plan

Microsoft's promise of "Secure by Design, Secure by Default and Secure in Deployment" is yet to reach
desktop users but there are simple steps that can be taken to minimise the risk of a security breach.

When setting up a Windows computer, set passwords for all user accounts and disable the guest
account. Automatic updates should be activated but it may be preferable to ask for notification before
they take effect so the process can be thoroughly monitored. Windows Firewall should only be
disabled if there is a better firewall software installed.

Hardware firewalls sit between the network and the internet but a software firewall will catch
unauthorised outgoing traffic such as spyware. Third-party software firewalls also block cookies,
advertisements, pop-ups and malicious code. Zonelabs and Sygate offer free basic firewalls. Gibson
Research Corporation offers a free service to test defences and provides tools for disabling security
risks in Windows such as Universal Plug and Play and the Windows Messenger Service (not to be
confused with Microsoft's instant messaging application).

ProtoWall and PeerGuardian, which should only be downloaded from the official sites, are free
downloads that use a predetermined list of IP addresses to protect against unwanted scans.
Anti-virus software is also essential and should automatically download updates every week. Although
anti-virus software will catch some spyware, dedicated anti-spyware software is best. SpyBot is a free
download offering real-time protection, which is only available in the professional version of
competitor Ad-Aware. Microsoft offers free anti-spyware tools through Windows Update.

If running a wireless network, encryption reduces the chances of a hacker breaking into the system,
while media access control (MAC) address filtering restricts access to nominated computers.

Even the most vigilant can suffer disasters, so it is essential to back up important data and store the
data off-site to guard against fire and theft. In the event of a near-total meltdown caused by installing
errant software that causes conflicts or some other disaster, Windows' System Restore returns the PC
to an earlier configuration. Software such as Symantec's Ghost and Acronis' True Image will save a
snapshot of the operating system to another partition or to disc, which it can be restored from if the
system becomes corrupted.

Back-up integrity should be checked regularly.

All these precautions and procedures should be practised regularly, like a fire drill, so there will be no
nasty surprises if disaster strikes.

Links

* Zonelabs http://www.zonelabs.com/store/content/home.jsp

* Sygate http://www.sygate.com/

* Gibson Research http://www.grc.com/

* ProtoWall http://www.download2me.net/boards/viewthread.php?tid=2955&page=1
* Peer Guardian http://www.methlabs.org/methlabs.htm

* SpyBot http://www.safer-networking.org/en/index.html

* Ad-Aware http://www.lavasoftusa.com/software/adaware/
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* Ghost http://www.symantec.com/sabu/ghost/ghost personal/
* True Image http://www.acronis.com/homecomputing/products/trueimage/
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Protecting the Barra

Australian barramundi producers want exclusive use of the word barramundi, because they believe
consumers will pay a premium for the Australian-grown variety.

Australian barramundi producers are lobbying for exclusive use of "barramundi" in the US, taking
inspiration from French winegrowers' restrictive use of the word champagne.

Under the proposal, barramundi from outside Australia would be sold under other names, such as
"giant perch".

New US country of origin labelling requirements, and the recently concluded trade agreement with the
US, should greatly assist in this process. US law requires retailers to notify consumers of the country
of origin of a fish, but does not include exclusive naming rights.

The fish variety which includes the barramundi, is found in many countries, but the local name comes
from the Aboriginal word meaning "large, scaly fish". Local producers want the Australian name
protected because they believe consumers will pay a premium for the Australian-grown product.

Last year, in an interim decision, the World Trade Organisation ruled against the EU in a case brought
by Australia and the US over the naming rights exclusivity for champagne. The final verdict is due this
year. Barramundi producers could win a symbolic victory in the US, but it is doubted it would be
enforceable, because fish from overseas have the same genetic code.
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Wine Glut Forces Prices To New Low

Wine exports have fallen below $4 a litre for the first time as Australia's wine powerhouses cut prices
to sell more bottles amid a global glut. Australian Bureau of Statistics figures show that the average
value of Australian wine exported in January 2005 fell to $3.96 a litre, down from $4.12 a litre in
January 2004 and $4.21 in December 2004. The ABS started monitoring prices three years ago.

The International Wine and Vine Organisation found earlier this year that wine production in 2004 had
reached 2.87 billion litres worldwide but that wine drinkers only managed to consume 2.3 billion litres.
This left a gap of 570 million extra litres, the biggest gap ever.

The Australian Wine & Brandy Corporation found this week that the 2005 vintage might be 5 per cent
lower than last year, providing wine organisations with some relief from the oversupply. Industry
observers believe it will take two years until the amount of surplus wine is drained away and supply
and demand again balance.

The ABS found that 43.8 million litres of wine valued at $173.5 million were exported in January 2005.
This was down 18.7 per cent in quantity and 23.6 per cent in value on December. However, it was still

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
18



MARKETING

NEW ZEALAND

THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

14 per cent up on January 2004.

Australia exported 651.1 million litres worth $2.7 billion in the 12 months to January 2005. This was
an increase of 19.9 per cent in volume and 14.5 per cent in value for the corresponding period to
January 2004. Domestic sales were flat in January at 35.7 litres, down 0.1 per cent on December 2004
and up 2.4 per cent on January 2004.

The amount of Australian wine shipped overseas over the last 16 years has increased hugely. In 1988-
89, 39 million litres of wine was exported. This grew to 100 million litres in 1992-93 and 200.9 litres
by 1998-99. In 2003-04, Australian wine exports totalled 584.3 million litres.

Source
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Taxi ads

Taxis may be the latest frontier in the battle to capture consumers' attention, as many taxis will soon
become "entertainment vehicles".

Two companies are racing to launch national fleets with TV-style monitors set in the back of headrests
beaming news, weather, sport and, of course, ads to passengers. Trials are under way in Melbourne
and Brisbane and both organisations plan to go to other major cities within 12 months.

If the trials are successful, taxis will join a long list of transport converted into advertising media.
We've had the outside and inside of buses, taxi boots and, most recently, scooters carrying ads. It's
the latest entrant to the booming outdoor media sector, which grew 10 per cent last year to $327
million as advertisers sought new ways of reaching busy consumers. A taxi passenger is a captive
audience for the average 10-minute ride; a valuable catch for any advertiser.

Using touch-screens mounted in headrests, passengers can surf news, weather and information on
new films. The screen is connected wirelessly to a computer in the boot and information is updated
every 10 minutes.

Global positioning satellite technology brings a surprise element to what appears to be little more than
an internet browser on four wheels. For example, passengers catching taxis at the recent Australian
Open could get the latest scores streamed to their cab and people travelling to airports are able to get
the latest flight details. Because the satellite technology can keep tabs on the cabs, advertisers can
also mount "proximity-based" guerilla marketing campaigns. As a taxi pulls up to Virgin, the screen
could flash a message saying: "Wouldn't Qantas be more comfortable?"

Similar services in New York provoked a backlash by consumers who were bombarded by Fox TV. You
had no choice over what programming or content you watched It also had audio that was blasted at
you." The Australian services have a volume control and mute button.

Advertisers such as American Express, McDonald's and Disney's Buena Vista International have taken
part in Touch Taxi's trials. Buena Vista reports higher click-through rates for movie trailers than on the
internet, says the national advertising manager for Buena Vista, Kari McCormack.

In Brisbane, more than 30 advertisers and 100 Yellow Cabs are using Interactive Taxi Vision (iTV). A
Channel Ten news ticker runs at the bottom of the screen while banners at the top show community
information, advertising and weather.
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An instant response mechanism is proving popular with local advertisers. A hungry passenger can
print out a "two-for-one" coupon from a pizza organisation. Or someone in the market for a car can
organise a test drive at the local Mercedes dealer. At $35 a month per taxi for the iTV service, it could
prove to be an attractive alternative to conventional and more costly media.

There's a lot of debate about the increase in product placement in TV programs. A lot of people feel
that they can't sit down and be entertained, travel or go about their daily lives without being affected
or infected by advertising. The saving grace for taxi media could be that they are handing control and
choice to the passenger.

Source
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The Brain Wired
Paul MclIntyre.

The neuroscientists have finally arrived in adland.

After four years of trials with multinational organisations in North America and Europe, Professor
Richard Silberstein from Swinburne University's Brain Sciences Institute is taking a punt that the
Australian advertising industry will embrace his brain-monitoring technology before he goes global
with the concept.

In the 1990s Silberstein developed brain-monitoring technology to treat conditions such as attention
deficit hyperactivity disorder and his expertise is in cognitive neuroscience, which explores the
relationship between brain activity and thinking and feeling states.

Silberstein was a central figure in developing a technology called Steady State Topography (SST)
which, via a series of felt-tip sensors inside a headset, measures the brain's electrical activity. It is SST
and the portability of the hardware which suddenly makes brain science commercially useful to the
communications sector.

Dozens of trials with international organisations such as Ford and Nestle have produced intriguing
results and, if ad agencies and marketers take to the concept, it will revolutionise the market research
industry and challenge many assumptions of what constitutes effective advertising for TV, print,
online, outdoor and even in-store.

By focusing on the intensity of electrical activity in specific parts of the brain, SST enables marketers
to predict how people will respond to messages. The level of emotional response to an ad, for
instance, is measured by the intensity of activity in the back right-hand side of the brain. Long-term
memory "encoding" resides near the middle of the brain.

Silberstein's work in the application of SST to both the medical and communication industries presents
some challenging observations for both professions. He argues, for instance, that what many diagnose
as ADHD in children requires a rethink.

"One of the most important abilities is creativity," he says. "The ability to see relationships between
things others don't normally see. While attention is obviously important, people who are overly
focused and brilliantly organised are quite often the ones who are least creative. The creative ones
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tend to be a little bit crazy but they have this ability to join the dots."

Creativity is particularly relevant for marketing. In the SST advertising trials, creativity and emotional
engagement have proven crucial to messages being "encoded" in long-term memory, an argument
touted for decades by ad agencies as central to advertising effectiveness but questioned in the past
decade.

"Emotion is one of the most important things. Probably the most important," says Silberstein. "The
middle part of the brain relates to longer term memory and the triggers are emotional. That's our
understanding now.

Silberstein says Neuro-Insight will also aid developing multimedia campaigns - for example which
images, actors, products, phrases or brand shots work best in magazines, newspapers, online, outdoor
and radio.

Silberstein says the Neuro-Insight approach is not about casting judgement on a creative concept as a
"pass or fail". "It works by creatives understanding whether they're eliciting the sort of feelings they
want or not. They can refine what they're doing."

Source
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Look What Marketers Are Doing To Our Youngsters
Julian Lee.

The volume of two-for-one deals, promotional giveaways, roadshows, "free" texts and free samples is
creating a generation of youngsters who are going to expect more from brands if they want their
loyalty, according to researchers at Publicis.

"I think the marketing industry has created a generation of little monsters," says Libby Little who runs
Publicis Mojo's research division, Fuel. She and Optimedia head of research Louisa Howard believe
that even as they grow older the current generation of 15- to 19 year-olds will always be after more
from organisations.

"This is what they expect. That's the way they see the world and they don't know any different," says
Howard.

Source
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'‘Bad’ and 'Sad’' Words are also Slow Words
Amanda Dunn

Words having negative emotions associated with them, such as "cry," "sad" or "tearful", are processed
more slowly and consciously than positive words and make a greater impact on people's minds.
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The Melbourne study's findings have implications for advertising and marketing. Just as the brain is
more alert when it senses physical danger, it also appears to be more attentive when hearing or
speaking negative words as opposed to positive ones, according to Mental Health Research Institute
neuropsychologist Susan Rossell.

Using language studies and magnetic resonance images of the brain, Dr Rossell found that words
considered negative - especially those that are "sad" - are processed in a more conscious way than
happier words such as "joy", "happy" or "elated".

This indicated that the brain was instinctively in a higher state of alert, she said, and that emotional
language operates differently from other language. Previous studies had suggested this was the case:
concrete words like "bed" are better remembered than abstract words such as "choice".

In this study, "what we have shown quite nicely is that we do in actual fact process sad words very
differently from happy words", Dr Rossell said.

"The prediction from this research is that different emotions are obviously going to be more
problematic in different ilinesses," she said. "I think what we're going to find is that there are actually
different speeds at which we process different words."

She said the findings were significant for advertising, with evidence that people's minds will linger over

a sad message longer than a happy one. "When it's a very emotional message, we mull over it and
think about it more, and very happy things seem to just whisk in one ear and out the other," she said.

Source
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Most national TV advertisers still ignore one-third of viewers

Paul McIntyre

Telstra might be dumping advertising cash in the bush to convince voters that going private is a good
thing but it couldn't help regional TV broadcasters close the revenue gap on their big city siblings last
year, according to the latest TV industry revenue figures.

Although regional broadcasters supply 36 per cent of Australia's overall TV audience, they managed
just 21 per cent of advertising revenues in the December half.

It's the big national advertisers that are the problem: just 16 per cent of their TV dollars went bush in
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the first half of 2004 although full-year results won't be available for two weeks.

It was the strong showing by local market advertisers which underpinned regional TV's growth last
year.

"National advertisers, as a group, are undercooked," said Brian Hogan, general manager of Regional
TV Marketing.

http://businessnetwork.theage.com.au/articles/2005/02/18/1695.html
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Computer Skills

Shape Your Bullets

You can alter the way bullets look in @ Word bullet list if you click on the bullet itself. This selects all
the bullets in the list. Then choose a formatting option from the toolbar, such as changing the font
colour, to format just the bullets and not the text next to them. If you double click the bullets, you'll
open the Bullets and Numbering dialog where you can make more changes.

Add drives to the taskbar

Adding a shortcut to a drive you frequently check will save you time when accessing it. To do this,
open My Computer and click the drive in the list. Drag it over the taskbar and you will see a shortcut
indicator appear. Drop the shortcut into position and you can now access the drive's contents by
clicking on its icon.

Configure file opening

If your preferred program does not open when you double click a file on your Mac running OSX, you
can configure the program it opens with. Highlight a file of the type to change and choose File, Get

Info. Click to expand the Open With section and choose the program to use from the dropdown list.
Click Change All to confirm your choice.
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Customer Complaint

A letter received by the customer services department of UK home improvement company B+Q:
Dear Sir/Madam

My congratulations to you on getting a yacht to leave the UK on 28th November 2004, sail 27,354
miles around the world and arrive back 72 days later.

Could you please let me know when the kitchen I ordered 96 days ago will be arriving from your
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warehouse 13 miles away?

John Roberts
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Almost 3000 Girls Respond To Clearasil Sample Offer Via SMS Washroom
Campaign

Research shows girls spend around three minutes in the toilet.

These three minutes give a target audience time to respond to an advertising message, as out of
home advertising company the Letter Corporation has proven.

From 1 November 2004 to 31 January 2005, Clearasil's new MicroBeads facial scrub product was
promoted via striking posters in selected female cinema washrooms around Australia.

Posters were placed next to hand-dryers and on the back of toilet doors. Girls who read the posters
were asked to SMS their name and address to request a free sample of Clearasil's new MicroBead
cleanser.

Nearly 3000 girls did just that. And not only did they send off their own personal details, they also
sent in the names and addresses of friends and boyfriends...classic viral marketing.

It clearly demonstrates that the target audience actually saw the advertising and was happy to
interact with the brand.

Media M Group (previously SMS Response Australia) provided the SMS backend for the campaign.

Managing Director Kerryn Marlow said, "We knew that putting an SMS call to action on cinema
washroom campaigns would work well, as you have a captive audience of teens in cinemas, a
demographic of very high mobile phone users."

The Letter Corporation’s Managing Director Mitchell Kay says:" Our independent research
demonstrates that cinema audiences are dominated by the highly sought after 18 — 34 demographic,
with high mobile phone usage and strong disposable incomes. Also, over 90% will use cinema
washrooms on every cinema visit. Now that this group has demonstrated a clear willingness to use
SMS to interact with advertisers through washroom media, a whole new and exciting cinema media
platform is opened up — we are in talks with a broad range of leading brands to run similar SMS
campaigns in cinemas in 2005".
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A Softer Sell Fits Chinese Market

By Ching-Ching Ni

An NBA basketball star dukes it out with a Chinese kung fu master and wins. American audiences
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probably would enjoy the flashy fight sequence in the ad and leave it at that. Not in China. Viewers
offended by the Chinese defeat expressed their outrage online. Authorities yanked the Nike ad in
December, saying it violated the country's dignity.

Ditto for Japanese carmaker Toyota, which aired a commercial last year showing one of its sport utility
vehicles cruising past kowtowing Chinese stone lions.

Such are the pitfalls of doing business in the world's fastest-growing advertising market, in which
sensitivity about cultural icons and Western dominance is acute.

Yet multinational companies eager to sell their products to more than 1 billion Chinese say that in
some ways consumers here are very easy to please, as long as you know what makes them tick.

Topping the don't-go-there list is anything that resembles rebellious or anti-establishment behaviour,
said Tom Doctoroff, the regional director of advertising giant J. Walter Thompson in Shanghai.

That means scenes popular in the West, such as soccer players causing traffic jams by kicking a ball
around in the middle of the street, would be out of the question here.

What about that Pepsi commercial in which Michael J. Fox climbs out his window and dodges traffic in
the rain to get an attractive neighbour a can of soda? No. In a Chinese version of the ad, the local pop
star stops at the traffic light.

Determining what is proper behaviour, however, is not always easy. Pizza Hut didn't see a problem
with showing a boy standing on a desk to tell his friends how good his pizza tastes. Censors killed the
ad because standing on a table with a crowd watching was considered rebellious.

Advertisers also can forget about showing tattoos, pierced ears or women kicking and punching the air
in an aerobics class.

Individualism is frowned upon. Even sheer indulgence takes a back seat to practical benefits.

"If a woman takes a bath in a beautiful, comfortable tub, that is not going to sell here," Doctoroff
said. "Nothing is just about feeling good or tasting good. Everything has to have a payoff."

So it wouldn't work to show a woman enjoying a cookie in the comfort of her home. But if a
commercial showed a group of people eating cookies in public, it would create the feeling that they
were members of the upwardly mobile middle class and the ad would be a success.

That is why Pizza Hut is popular here and frozen pizza is not, Doctoroff said. Dining out has a showoff
value that eating in does not, he said.

The same rule applies even when selling toilets. Instead of presenting a person alone in a bathroom, a
Chinese ad has a woman showing a friend how nice her toilet bowl is.

Most commercials project a happy, bright and clean picture. "It's the 1950s, but in color," Doctoroff
said.

That approach may bore a Western audience exposed to decades of changing advertising, but in
China, it is still new and exciting. The simpler the message, the easier it is to digest.

Many marketers see this moment as China's golden age of advertising, as the 1930s and 1940s were
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for the United States.

The numbers alone tell the story. According to ACNielsen, the annual growth rate of the Chinese
advertising market is close to 40%, compared with 3% to 4% in the United States, said Quinn Taw,
managing director at Mindshare in Beijing. Taw said that the real growth rate might be closer to 20%,
still a phenomenal figure.

"The growth is historical," he said. "Over the next few years, it will overtake Germany and Britain to
become No. 3." And then it's only a matter of time, he said, until China's advertising market overtakes
Japan's to rank second to the U.S.

The growth is partly driven by young Chinese businesses that are big spenders but tend to pay little
attention to creativity. One health tonic company made its name by buying the most expensive slot on
prime-time television and repeating the same slogan.

"In the U.S., an ad may take 24 months to go from storyboard to when it gets on the air. In China,
this would happen in three or four weeks," Taw said. "You're looking at pinpoint communication. They
are looking at big sledgehammer communication."

Observers say that's because most Chinese, who are neophytes in the world of marketing, are not yet
experienced in creative advertising. That leaves plenty of room for practiced foreign advertising firms
to take the lead in wooing Chinese consumers.

"This is the last great virgin brand-building market," Doctoroff said. "We can be successful just by
doing the ABCs."
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