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Editorial

True Professionalism — A future reality or a continuing Pipedream in
Marketing?

Critics often charge that marketing is the functional area most likely to be the source of unethical
behaviour in a business. As evidence, these critics point toward instances of deceptive advertising,
unscrupulous sales tactics, misrepresented product capabilities, and unfair pricing tactics. For more
than a century, marketers have been singled out as the perpetrators of unethical actions against
buyers.” This is because marketing is the business function most responsible for communicating with
prospects and customers and satisfying their needs. As such, the actions of marketers are very clearly
in the public view and susceptible to close scrutiny.

Individual marketers currently have to balance their own personal value systems, with the interests of
a firm's internal and external stakeholders. When they enter exchange relationships, marketers must
consider the interests of several organisations, including their own — with very little (beyond the law)
to use as a guide.

This can be a very difficult balancing act — resulting in making marketers an easy target for critics.
Further the business community and society in general tend not to have a lot of respect for our
professional standing. Even our own Code of Conduct is not as specific as say that provided by a true
profession — such as Law.

At MAANZ, it is our strongly held position that it is in all our interests to establish a strong and detailed
professional code of conduct. Unquestionably, in the past many if not most marketers would have
eschewed such a code as limiting. Equally, today the standards required by governments and society
are getting more precise — so there a growing obligation for practitioners to be more ethical and
professional in their conduct.

Strong professional and moral guides and limitations on behaviours are needed to support and
enhance our activities and differentiate us from those who would not be so bound. These obligations
and constraints will benefit and assist (not hinder) marketers who wish to be true professionals to
properly execute exchanges and build relationships of trust with all parties — including the public. The
interests of marketers who seek the highest level of professionalism in their conduct are "best served .
. . by seeking to build refationships of trust and respect with the various publics with whom the
marketer is involved. In the process, [the best interests of] society [are] also served."

To this end we have been working with a number of other professional associations to create a higher
level code of professional conduct for those marketers aspiring to be at the pinnacle of their
profession. Not everyone will want to reach this level (which may suggest something) but we are
going to assist those who do — stay tuned.
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Quotations

"You can tell whether a man is clever by his answers. You can tell whether a man is wise by his
questions. "

"Effective communication is 20% what you know and 80% how you feel about what you know. "
"Design is the contrast of the core of limitations therefore there are no boundaries. It is simply an
Iinterpretation of creativity."”

"God wisely designed the human body so that we can neither pat our own backs, nor kick ourselves
too easily."”

Confidence comes from persistence, patience and passion
The Moment You Stop Learning, You Stop Leading

Know the other and know yourself

One hundred challenges without danger;

Know not the other and yet know yourself,

One triumph for one defeat;

Know not the other and know not yourself;

Every challenge is certain peril.

Sun Tzu

"You can make more friends in two months by becoming really interested in other people than you
can in two years by trying to get other people interested in you."
- Dale Carnegie
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Virgin Flyer Program

Virgin Blue, entrepreneur Sir Richard Branson, said that he supported the idea of a frequent flier
program.

"I have always said that I feel the frequent flier program is very important, we have got to get the
business travellers to want to travel on Virgin Blue and I think there is a way of offering a frequent
flier program that doesn't actually cost Virgin Blue a lot of money," Sir Richard told the Nine Network.
"For instance we can work it with maybe Virgin credit card or work it with other companies and
therefore it is actually not costing Virgin Blue much, if anything, to offer a frequent flier program."
Sir Richard said that the any change in Virgin Blue's strategies could not have a major impact on the
cost of flying.

AAP
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Holden Australia Races to Sales Lead

The official industry scorekeeper, the Federal Chamber of Automotive Industries, has lifted its 2005
forecast to 980,000 vehicles, up from last year's record of 955,215.
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"It would have been reasonable to expect that the recent interest rate rise and the current record
level of petrol prices might have taken some of the steam out of the market, however, that does not
appear to be the case," said Peter Sturrock, chief executive of the FCAL.

Holden was sales leader again in March, the second month in a row, and, like many carmakers, was
claiming records yesterday.

Ford reported its best first-quarter sales for 15 years, Subaru claimed a first-quarter record and Mazda
had its best-ever March.

Read more...
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AOL Instant Messenger

Apparently, AOL has quietly unveiled new terms of service for its popular AOL Instant Messenger
(AIM) chat service. Basically, AOL is claiming unlimited rights to all content and ideas transmitted via
AIM. If, for example you use AIM to discuss a new idea for a business, book, deal, etc., AOL is
claiming the right to use, publish, or sell your ideas or plans without notifying or compensating you.
“Although you or the owner of the Content retain ownership of all right, title and interest in Content
that you post to any AIM Product, AOL owns all right, title and interest in any compilation, collective
work or other derivative work created by AOL using or incorporating this Content.

In addition, by posting Content on an AIM Product, you grant AOL, its parent, affiliates, subsidiaries,
assigns, agents and licensees the irrevocable, perpetual, worldwide right to reproduce, display,
perform, distribute, adapt and promote this Content in any medium. You waive any right to privacy.
You waive any right to inspect or approve uses of the Content or to be compensated for any such
uses.”

The AIM TOS reserves AOL's right to read anything you send via AIM:

“"AOL is not required to pre-screen Content available on the AIM Products, including the content of any
messaging that occurs on or through the AIM service, although AOL reserves the right to do so in its
sole discretion.”

Translation: AOL is not obligated to listen in to what you say via AIM, so they're not legally responsible
if you, say, use AIM to trade kiddie porn. However, they can and will eavesdrop on you at any time,
for any reason or for no reason.
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What Do People Like?

In order to succeed in marketing it is vital that we understand some of the thinking and psychology
behind the reason why people like things. The following suggestions will help you succeed more often
in your dealings with your customers:

1) People always like things that represent value — that is what they perceive they are getting is
greater than what they have to invest. This is much more relevant than a simple low price.

2) People want as much quality as they can get for their investment.
3) People like to feel good as often as possible. When you feel good you smile.
WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
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4) People like things which they associate with past good feelings, and nostalgia.

5) People like things when they represent the next natural stage in their ongoing relationship
with what they want to be.

6) People like things that appeal to (all or some of) their senses.

7) People like things which are a demonstration of their preferred lifestyle and/or of the
ideological stance they have taken or which they wish they had.

8) People like things to agree with what their friends and other peer groups expect.
9) People like things because they are already familiar and comfortable with them.

10) People like things because the people they dislike don't like them.
Back to top
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Credit Company Tells Man 'You're Dead’

A Mr. Lance Brooks wants it known that he is not dead, despite what his credit card company thinks.
Mr Brooks, 59, first realised that he was overstaying his welcome on Earth when a debt-collection
company, National Credit Risk Management, called and asked to speak to whoever was in charge of
his estate.

The woman on the phone was shocked when he said: "Me."

The firm had received a certificate from American Express saying Mr Brooks was dead and his credit
card was being closed.

The caller was a little put out.

"Apparently, I had used my credit card 10 days after dying.”I was told the card had been used in such
wild places as Nightcliff and Mataranka.

"I telephoned American to explain my position and asked for the reinstatement of my credit card.
"They said this was impossible as I was dead.

"I was referred back to National Credit Risk Management.

"A company official became agitated and told me she had taken my name from their records.

"I got the feeling that I was being punished for still being alive and for faking my death.

"Three hours later, I received a phone call from American Express.

"A plain-talking male voice apologised for the mistake and assured me that a new card would be
issued within a week."

The confusion had been caused by a man with the same name dying in Adelaide.

Read more...
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Starbucks — The Liquor

Starbucks, the coffee, now has an adult-only cousin: Starbucks, the liquor. Starbucks Coffee Liqueur is
the organisation's most recent attempt to extend the iconic brand to bars and kitchens everywhere.
Sold in 750 ml bottles, the packaging immediately conjures the three main elements at play: liquor,
coffee and Starbucks. The bottle shape is a replica of a cocktail shaker with a functional lid that
doubles as a shot measurement. The stars in Starbucks logo are echoed in a reverse colour band
around the bottom of the bottle lid. Dark espresso replaces the traditional silver colour of the "shaker"
to evoke the deep, rich coffee for which Starbucks is famous

The product itself is derived from actual Starbucks coffee (100 percent to be exact), combined with 20
percent alcohol. An informal survey of Starbucks customers and liquor store managers uncovered
nothing but rave reviews for the taste of the product, regardless of whether it was mixed with coffee,
other drinks or on the rocks. Unlike popular coffee-mixing liqueurs such as Kahlua, Bailey's and
Frangelico, Starbucks Coffee Liqueur's taste is more coffee than sticky sweet.

The new Starbucks product is the result of a joint venture with Jim Beam Brands Co., makers of
various spirits and wines. Jim Beam Brands is responsible for developing, manufacturing and
distributing the product. The collaboration with Jim Beam isn't the first time Starbucks has teamed
with other top tier brands to create new products for the home market. In 1995, the organisation
collaborated with Dreyer's Grand Ice Cream to introduce Starbucks Coffee Ice Cream and the
following year with Pepsi-Cola Organisation for its bottled Starbucks Frappuccino drinks.

Read more...
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Changes to Telstra Price Law

The Federal Government will soon unveil new pricing laws for Telstra that could end its regular rises in
monthly line rentals for the first time in five years. The new rules governing how much Telstra can
raise or lower its phone charges, which were recommended by the competition regulator, could wipe
more than $200 million off the organisation's annual profit if implemented in full.

But Telstra is expected to launch a concerted push to have the proposals amended in its favour before
the Government makes its final decision on whether to accept all or part of the Australian Competition
& Consumer Commission's recommendations.

The new rules, known as the price cap regime, come into effect from July 1 and will control a range of
Telstra's services, including line rentals, local call charges and payphone rates.

They are a key milestone in the march towards legislation for the $30 billion-plus full privatisation of
Telstra. But it could be two months before the Government decides whether to adopt the ACCC's
recommendations.

Read more...
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Foxtel Jobs Cut

Pay-TV group Foxtel has started laying off staff and outsourcing more program production as part of
its desperate drive to break even next year after a decade of losses totalling more than $1 billion.
Foxtel has already implemented an organisation-wide cost-cutting program under pressure from its
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three powerful shareholders - Telstra, News Corporation (owner of NEWS.com.au) and Publishing &
Broadcasting Ltd - to turn a profit.

However, it has now been forced to lay off workers, with a spokesman confirming "less than 30" staff
were made redundant last week out of a workforce of about 1800.

Foxtel has lost money since launching 10 years ago.

At the end of December last year, the organisation had net debt of $464 million, reflecting the costs of
its $550 million digital roll-out.

The Foxtel board is split on another issue that could help bring Foxtel into profits.

News, owner of The Australian, and PBL - each with 25 per cent of Foxtel and representation on the
board - want the pay-TV group to strike a deal with rival Optus that would see Optus resell Foxtel's
digital TV service.

Two years after the content-sharing agreement between Optus and Foxtel paved the way for
digitisation, Optus continues to offer an inferior analogue pay-TV service as part of its bundled pay-
TV, mobile telephony and internet offer.

But with more subscribers leaving Optus to join Telstra, because its bundled offer includes digital pay-
TV (with widescreen pictures and more channel choice), Optus now wants to upgrade its pay-TV
service to digital.

Read more...
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Qantas Under Competitive Threat

Malaysia Airlines is set to take on rivals Qantas and British Airways in the lucrative Australia to London
"kangaroo" route, spending $238.8 million upgrading its first class and business class cabins.

The airline is refurbishing 17 Boeing 747-400 and 17 Boeing 777-200 aircraft for its long-haul flights in
a bid to capture a greater market share of the global high-end traveller market.

Malaysia Airlines is the third-largest foreign airline in Australia and flies Australia-UK daily.

Assistant general manager product development and services Encik Azmil said the kangaroo route was
very important to the airline, with the new service aiming to snatch market share away from Qantas
and British Airways.

The first fully refurbished B747-400 touched down in Australia on April 1, with all planes scheduled for
completion by mid-2006.

The airline is also scheduled to roll out a new fleet of twin-deck Airbus A380s from 2007.

The new and improved aircraft have fewer seats and more room in both cabins, as well as upgraded
customer service and equipment, and an in-flight entertainment system complete with SMS and e-mail
capabilities.

Marketed as "an experience redefined", the airline has installed an 80-inch seat and flat-bed facility in
the first class of the B747-400 aircraft and 58-inch seat with new "third generation" angled flat beds in
the business class of both the B747-400 and the B777-200.

Read more...
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Quiksilver

There are probably few more frivolous pursuits than surfing and designing clothing.
So it is @ wonder how a organisation, let alone one which started out of a beach garage in rural
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Australia, managed to make a fortune by combining the two to become the world's biggest surf wear
organisation.

But, so good has Quiksilver been at building an empire based on clothing surfers that it can afford to
pursue other delights - such as corporate takeovers.

On Wednesday, the global organisation, which is listed on the New York Stock Exchange and valued at
$US1.8 billion ($2.34 billion), announced a $US317 million takeover of French outdoor sporting
specialist Rossignol Group.

Although it has yet to be approved by Rossignol shareholders, Quiksilver has been quick to put out its
vision for what the combined organisation should look like.

To be called Quiksilver Rossignol, it will have a headquarters at the surfing mecca of Huntington
Beach in California, use branches in Europe and Asia, and sell equipment and apparel associated with
everything from body boarding to golf.

Quiksilver International would keep its local base at Avalon on the northern beaches of Sydney.
Annual sales are expected to be about $US1.9 billion with a management dream of nearly doubling
that by 2009.

Read more...
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David Jones to 'Exploit' Myer Weakness

David Jones stands ready to exploit any weaknesses at rival Myer by adding up to six new up-scale
department stores.

"David Jones' sales growth and profitability has far outpaced rival Myer in recent years, leaving parent
Coles Myer to ponder its sluggish offspring's future.

Coles Myer has hired investment banking boutique Carnegie Wylie to help consider options, which
many think could include a spin-off or demerger.

Last week, Coles Myer chief executive John Fletcher refused to confirm whether Myer would still be
part of the retail giant in 2006-07.

Read more...
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Retail Association in Tatters as States Walk

The Australian Retailers Association is in disarray after a national council meeting that triggered a
mass of resignations and the walk-out of all South Australian officials.

The national president, Melbourne shoe retailer Peter Sheppard, quit on Wednesday at the same time
as the ARA's executive director in South Australia, Stirling Griff, and all SA's state and national
councillors resigned.

Only NSW and Victoria are now represented on the national council. Queensland quit some years ago,
Western Australia disaffiliated in October, and Tasmania does not have any national councillors
because none of its members will nominate.

The latest ruckus comes just six months after Mr Sheppard and some fellow national councillors forced
Russell Zimmerman to resign as national president and ousted the ARA's then executive director, Stan
Moore, in favour of Victorian-based Brian Donegan. Mr Donegan quit last month.

The ARA has been torn apart in recent years by fierce bickering among state officials and national
council members over whether the state-based ARAs should become a national body.
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Read more...
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Pressure to Push China on Free Trade

Australia has a lot of international trade credibility and it should use this to ensure that any free trade
agreement with China is as comprehensive as possible.

While the manufacturing sector was concerned about a possible flood of cheap imports if China was
granted market economy status under an FTA, it was also expecting the Government would secure
transparent access to the Chinese market, Australian Industry Group chief executive Heather Ridout
said yesterday.

"FTA or no FTA, we are going to have a relationship with China and the benefits which can flow from
it are the ones we seek out and put on the table up front," Mrs Ridout said.

"For Australian industry, those issues include intellectual property protection, the fact that contracts
are contracts and that you can get some legal redress."

There were no non-tariff barriers in Australia, but the same could not be said about China, she said.
"There are a lot of barriers and it takes a long time to succeed, and our members are looking for any
agreement to support them in that process. We would expect it to be delivered, otherwise we
shouldn't be doing it."

Australia's reputation in international trade is such that China is keen for Australia to recognise it as a
market economy. At present, China is considered an economy in transition and is keen to throw off
the tag.

This gives Australia some bargaining power, even though it has little to trade in the form of tariffs and
market access.

Read more...
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Brands or Attack of the Clones in NZ?

In New Zealand, branded imports take up a growing three-quarter share of the computer hardware
market, leaving the local assemblers with just 22 per cent of the PC, server and laptop market.

This share has declined in recent years (down from 28 per cent a year ago) thanks to multinational
vendors like Dell and Acer putting much pressure on the local market, particularly with $999 desktops
aimed at consumers.

A market shift towards notebooks is also hampering the local ‘whitebox’ suppliers as these laptop
devices are more complex than desktops, so buyers usually stick with the branded names they trust.
While some local assemblers are building up their notebook production. Growth appears limited
because such sales are typically based on existing customer relationships.

While China’s Lenovo, which bought IBM’s PC division for US$1.25Bn (NZ$1.7 billion), is sometimes
seen as a whitebox producer itself, Gartner principal analyst Mark Woo says this is incorrect as Lenovo
is already one of the Asia-Pacific region’s largest suppliers.

Sydney-based Frank Sheu, MD of IBM reseller Synnex, recently told Australian Reseller News the deal
"signals the demise of branded PCs in the market" - a comment he later retracted. He believes the PC
technology has reached the stage where the main differentiation concerns marketing, servicing and
support. He now adds customers of whitebox and branded PCs seek different things in the
marketplace and there is room for both.
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One concept is that as hardware becomes more commoditised, marketing will matter more along with
economies of scale that keep pushing prices down. This, will tend to favour the large multinationals,
rather than the smaller-scale New Zealand producers.

The New Zealand hardware market typically sells 500,000 units a year, with best sellers including HP,
Dell, Acer and Toshiba.

The local suppliers include Cyclone, Ultra, Insite, JDI and Arche Technologies, whose production each
measures just single-digit thousands.

"Whitebox is often at the leading edge of technology as the big boys often have inventories to work
through. The suggestion is not to attempt to fight the big boys on price, but rather offer a better value
add,

Read more...
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Understand the Essence of Your Brand,

Any marketing initiative you undertake will be most successful if it builds from your existing brand
strengths. To achieve this it is essential to really understand the essence of your brand.

To illustrate the point, let's look at some famous examples:
Sometimes the essence of the brand lies in the product itself...

The Mars brand is about chocolate, and energy. From Mars bars to Mars ice-cream bars was a small
step to take. The new product was true to the essence of the brand. (And it is also an effective way of
boosting sales during hot summer months, when chocolate sales are slow). Looked at the other way,
would you ever have a Mars fruit bar? Of course not, it would fail as a product and weaken the brand,
because consumers know Mars as 'chocolate, and energy'.

For other brands the essence lies not in the product, but in the function...

BIC is a French brand that is probably best known for its cheap disposable pens. They could have
extended their brand into premium pens, but they understood that the essence of their brand was
'quality, affordability & disposability’. They successfully leapt from disposable pens to disposable
razors, because consumers trusted BIC to produce a good quality, value for money disposable
product, whatever the product. This brand is built on function.

Sometimes the essence of a brand is its personality...

With the UK brand, Virgin, the personality of the brand is a reflection of its founder, Richard Branson.
In this case the brand is 'anti-establishment, innovative, a consumer champion'. This is reflected in
Branson's business strategy: he moves the brand into any category that he feels he can shake-up and
offer better value to consumers. This might be airlines, condoms, music, mobile phones or mortgages.
The essence of the brand remains the same, and remains highly motivating to its target audience.

These are just a few examples of strong, well managed brands that have successfully created new
sources of revenue for their business - based on a clear understanding of the brand essence.

The keys to their success (and the key to your success!):

¢ Understand the essence of your brand

« Deliver it consistently across existing products and services
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¢ Ensure new products and services live up to your brand essence
Click on the link to learn more about my How to Build Your Total Brand Manual.

Colin Bates
BuildingBrands Ltd - www.buildingbrands.com
Back to top
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Fast Is Best For Generation Net

A culture clash between internet-savvy students and old-style education professionals is brewing.
Carol A. Barone, a fellow of non-profit IT advocate Educause and a former chancellor of IT at the
University of California, believes alternative ventures targeting today's learners have already begun to
succeed in traditional university markets.

"The arrival of the net generation on campus is causing unrest in the classroom," Barone says in a
new book published by Educause, titled Educating the Net Generation.

"A wave of young people empowered to create knowledge, not merely absorb it, now flows in and out
of the classroom - calling into question the convictions and processes that have served as the
foundation of traditional higher education. It remains to be seen if traditional higher education will
adjust sufficiently to truly engage the net generation."

Surprisingly, the "net gen" doesn't necessarily crave more web-based e-learning. According to the
book's editors, Diana and James Oblinger, the reverse is true.

"Traditional age students often say they came to college to work with faculty and other students, not
to interact with them online," they say in the book. "Older learners tend to be less interested in the
social aspects of learning; convenience and flexibility are much more important."

Instead, the clash of learning styles stems from how thousands of internet hours have affected the net
gen's formative years. This has influenced not so much what they think but how they think.
The Oblingers contend that the net gen makes little distinction between virtual and physical reality.
"Net gen is fast," the editors say. "They multi-task, moving quickly from one activity to another,
sometimes performing them simultaneously . . . More value may be placed on speed than accuracy."
The result is children with "hypertext minds" that "leap around" and have the ability to piece together
information from multiple sources. This different way of thinking is not well suited to traditional
classroom methods.

"The net gen is more visually literate than previous generations," the Oblingers say. "They are able to
weave together images, text and sound in a natural way. Their ability to move between the real and
the virtual is instantaneous, expanding their literacy well beyond text."

According to the book, the net gen thrives on interactivity such as online instant messaging. They
have poorer listening skills but are keen to learn by doing online activities together.

But a worrying trait is a preference for speed and efficiency over careful investigation and deliberation.
Joan Lippincott, associate executive director of the Association of Research Libraries' Coalition for
Networked Information, writes that students routinely boycott library IT systems, favouring "the
simplistic but responsive Google".

"Net gen students clearly perceive the open space of the World-Wide Web as their information
universe," she says.
The instant gratification of virtual reality seems more compelling, with student question rates rising
from less than one per hour in the traditional lecture, up to 600 in various IM group interactions.

An e-book version of Educating the Net Generation can be freely downloaded. —

Read more...
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Six Email Marketing Reminders

When you're in the campaign trenches it's easy to lose sight of some broader issues concerning your
approach to email marketing.

Here are some reminders to help you step back and re-evaluate your efforts.

1. Don't let legislation drive you to distraction

Compliance with anti-spam legislation is (obviously) critical to email marketers. But don't let it distract
you from other key marketing issues. Otherwise, it's like ensuring your restaurant conforms to food
hygiene regulations and then forgetting to cook meals that people actually want to eat.

For example, the focus on CAN-SPAM compliance led some marketers to forget that recipients and
legislators don't necessarily share the same definitions of what's acceptable. Just because the
government says it's legal to send the email doesn't mean you should.

Legitimate email marketing was always based on the concept of permission. Successful email
marketing is still based on that premise, not on simply meeting some legal requirement.

That means relevant, valuable emails sent to people who asked or agreed to get them. We would all
do well to go back to some of our email marketing primers and remind ourselves of basic permission
issues.

2. Revise your understanding of what email marketing covers

One of the positives arising from CAN-SPAM discussions is the wider awareness that marketing emails
cover more than just dedicated campaigns or retention-oriented newsletters.

Every email contact with a prospect or customer is a marketing opportunity - a point overlooked by
many top organisations. Not always an opportunity in a direct marketing/sales sense, but certainly in a
brand-building or relationship-marketing sense.

So take a look at your organization and ensure that there are no gaps in your email communication. In
particular, be certain you're making the most of all outgoing email to reinforce brand messages,
encourage customer communication or cement customer relationships.

Consider, for example, the voice and style you're using in the following:

* Subscription confirmation messages

* List welcome messages

* Unsubscribe confirmation messages (not everybody is leaving for good!)

* Transactional emails such as order confirmations

* Customer service emails (including automated "we got your message" messages, many of which
start off with an oh-so-friendly "DO NOT REPLY TO THIS EMAIL!")

3. Avoid complacency
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If your automated email marketing campaigns or initiatives are generating good ROIs, don't get
pampered into inactivity.

First, a good result isn't the same as a great result.

Second, the email marketing environment changes so quickly that you need to be flexible enough to
respond to new challenges and exploit new opportunities.

So keep on testing, testing, testing to find incremental improvements. And monitor performance and
the market to spot critical developments demanding a response.

Constant improvements in email marketing practices are raising the quality bar across inboxes. A few
years ago, people were excited to get an email... any email. Now, your email is constantly being
compared with the rest of the inbox, and facing ever-tougher criteria to qualify for reader attention.

Equally, email technologies constantly open new opportunities to get more out of your lists. For
example, are you integrating customer and marketing databases to optimize contact frequency across
all channels? Do you segment your readership? Are you customizing emails based on a recipient's past
click through behaviour?

4. Check your assumptions regularly

The dynamic email marketing environment also means that things which held true yesterday don't
necessarily hold true today. Studies show, for example, that the supposed "best day to send
marketing email" changes.

Numerous factors outside your control affect reader response to your missives. Keep a constant test
regime going to monitor changes in preferences and winning response triggers through time.

More important, look critically at generalized conclusions that are published (including in articles like
this!). Each organisation has unique audiences, offers and objectives. So the insights from one
organisation's campaign or a survey's "average" result might not apply to your situation.

It's the T word again: test!

5. Don't buy a wreath for the email marketing funeral

As part of the traditional economic development process, it's incumbent on supporters of new
technologies to cast doubts on the viability of the older ones. I suspect that back in the 1870s one of
Alexander Graham Bell's assistants pronounced "the letter is dead."

Some proponents of RSS technologies, for example, like to describe email marketing in the past tense.
But don't believe a word of it.

What is happening is that email marketing is getting more sophisticated and challenging. There is no
more low-hanging fruit.

Don't get down about the medium because of a few PR sound bites from those touting alternatives.
Base your strategic and budgeting decisions on hard data, campaign experiences and objective trend
analysis.

Having said that...

6. Consider other delivery technologies for your email content
Just because email marketing is alive and well doesn't mean you should stop investigating new forms

of content delivery. Integration has become the watchword in e-commerce, with the realization that
the more channels you offer the shopper, the more they'll spend and the more shoppers you'll get.
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That's a lesson email marketers can learn.

Are you integrating your email efforts with other marketing vehicles? And might you tap into new or
improved markets by offering alternative ways to get the content previously reserved for email?

Top of the list here is RSS feeds. Some customers or prospects are likely to prefer RSS to email. So
consider giving them the choice. It's not an "either or" scenario. You should be concerned with overall
marketing success, and not protecting email as a marketing medium.

Read more...
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Marketing as Guesswork

(Synopsis)
Of all the slams on marketing, one of the biggest is that it is, in a word, guesswork.

Research gives us guidance. But after the focus groups and the perception audits and the
segmentation studies and the Nielsens and the customer surveys - we make those decisions based on
interpretation of research data - based on experience, knowledge and creativity.

In other words: we guess.

Guess-making is a Learned Skill

That's what makes marketing so difficult, so risky, and so satisfying. It's those guesses, far more than
snappy headlines or dazzling designs that push our creativity to the limit - and put our professional
necks on the line.

The best marketers are those who make the best guesses the most often. This is the organic career
path of the marketer: reaching increasingly important levels of guesswork - moving from executing
someone else's guesses to being the head guess-maker. From "what have you done" to "what do you
think." Marketing specialist to CMO. If we want to be great marketers, we must learn how to be great
guess-makers.

Great guess-makers are not born - they are not, like the white squirrel, the product of some partially
predictable recessive gene. Great guess-makers are built, formed over time by diligent labour. A great
guess is the product of the sum total of the guess-maker's knowledge, and experience, and creativity.

So what makes a great guess-maker? It's a big question - in some ways, an unanswerable one. And
even where I do have answers... they're really only guesses.

But they are - I daresay - very good guesses.

To the four Ps, then, I propose we add the four Cs of guess-makers:

1. Curiosity - They have to establish a base of knowledge that drives smart guesswork.

2. Confidence - They have to believe that their guess-making is up to the challenge.

3. Courage - They have to be unafraid to stick their neck out.

4. Creativity - This is, after all, marketing.

All four are important disciplines. Curiosity - what we'll call from this point on the Marketing Curiosity -
is the most important.

Read the whole thing?

Back to top
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The Marketing Practices of Winners
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Organisations need to take a strategic view of marketing, which involves not just physical goods but
also the myriad services surrounding those goods.

Services play a vital role in our economy. For us marketers in the services industry, it's important to
understand the key factors that enable us to profitably acquire and keep customers.

We have identified four factors that make a difference and represent best practices for marketers.
Input from hundreds of organisations, representing a multitude of diverse industries, identified these
four components as the critical success factors:

1. Having a marketing plan

2. Having a marketing budget

3. Identifying and securing resources

4. Defining and establishing metrics that demonstrate Marketing's impact on the business

The organisations that consistently address these four factors are more likely to achieve their revenue
and profitability business goals.

Let's take a closer look at the four components, and while reviewing each think about how your
organisation is performing.

1. A Marketing Plan

A marketing plan serves as a road map or blueprint that guides a firm's course of action. A good
marketing plan should include at least a clear set of quantifiable objectives and a set of strategies,
tactics and milestones that support the objectives.

Two years ago, 75% of organisations surveyed didn't have an approved plan. They suffered from long
sales cycles, weak pipelines and high customer churn. Today, most organisations have come to realize
that although without a plan they may be engaged in many activities, they are not necessarily moving
forward.

The winners realize not only that an approved plan matters but also that the timing of the plan is
important. An approved plan halfway through the year impedes a winner's ability to make sufficient
impact on the year as a whole.

One item that distinguishes the winners is the inclusion of a compelling, well-developed positioning
platform. It clarifies why people should buy from you and how you are better and different from the
competitors. Developing a positioning platform requires you to understand your target, its problems
and needs, and then to purposefully position your offer specifically to meet those needs - in short, to
be customer- or market-centric.

Many of the research respondents indicated that they often end up revising or redoing their
positioning again and again. The lack of a consistent positioning platform ends up confusing the
market. Targets are not able to understand why they should select your firm over another. This results
in longer sales cycles and a lower conversion rate.

On the other hand, the winners have done their homework and are confident in their positioning and
invest in it for the long term. Having a plan is a good first step, but without adequate resources,
people and funding, achieving a plan is as good as wishing on a star.

2. The Budget

The marketers who are the most successful are those who have an approved budget. They do no
have to go back to the well to request funds time and time again. They did their homework when they
developed their plan, and the rationale for the plan supported their investment requests.

Having a stable budget that is really committed to and owned by Marketing enables Marketing to
operate on a long-term basis rather than just day to day. As a result, looking at the big picture and

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
15



MARKETING

NEW ZEALAND

THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

into the future becomes easier, because the financial resource is available and specifically allocated to
marketing efforts.

3. Resources

In addition to a budget and plan, what other types of resources are needed? Marketing was hindered
over the past two years by lean staffs. In many organisations, marketing efforts are led by non-
marketers: people with predominantly sales, communication and domain experience. In addition,
Marketing headcounts and hiring plans remain unstable year to year.

Over the past two years, the lack of marketing expertise and inability to leverage external experts kept
some organisations from being able to achieve their goals. Two years ago, 66% of organisations did
not have resources in place to achieve the organisation's goals. However, this time around, 65% of
the survey respondents believe they have resources in place.

4., Metrics

Marketers are more often being asked to show cause and effect between their marketing efforts and
business outcomes. Yet, even today, 75% of the organisations surveyed do not measure the impact
that marketing has on their business goals.

Why is this? Are organisations lost when it comes to metrics - or just unaware of the value in
measurement?

Many organisations have no idea where to begin with metrics and which ones should be used. In fact,
the few respondents who were using metrics, it turns out, were often using them incorrectly. The
most common metric used to measure Marketing's effectiveness was "number of new deals," which is
historically a metric for Sales.

Without metrics, a marketer is operating blindly. Success depends on being able to establish the right
metrics for linking marketing investments to business goals.

And Finally...

Winners, both the marketers and the executives in an organisation, realize that they have a
responsibility to contribute to the strategic success of their organisations. They realize that the
cornerstones of strategic success include having a road map, budget, resources and clearly defined
metric targets.

If you want to join the winners' circle - in other words, grow customer base and the share of wallet
from customers - you will need to take the time to invest in developing a plan, securing a budget,
establishing the right metrics and securing appropriate resources.

These may seem obvious, but the results of the semi-annual surveys over the past five years tell us
that many organisations have yet to master these basics. By just considering these components and
how they can be applied to your organisation, you are taking a step toward the winners' circle.
Synopsis — read more?
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Thai Agencies Scoop Bulk of TV Ad Awards

Thailand’s advertising agencies have stolen the show at the eighth Asia-Pacific Advertising Festival,
which climaxed yesterday in Pattaya.

In the festival’s highlight category of awards for television advertisements, Bangkok’s creative
agencies took 32 awards, leaving Tokyo well behind with only 10 awards in second place.

The festival received 4,027 entries from 403 advertising agencies in 39 countries, for awards in six
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categories, from television to print, direct marketing, and Internet advertising. Along with Thailand,
leading contenders came from Japan, Australia, Singapore, India and Malaysia.

The Bangkok winners in the television advertising category are Saatchi and Saatchi, with eight
awards; BBDO Bangkok, seven; Ogilvy and Mather Thailand, six; J Walter Thompson, three; Y and R
Thailand, three; Creative Juice/G1, three; Far East DDB Pcl, one; TBWA Thailand, one; and Ongoing,
one.

Dentsu Inc of Tokyo won the coveted Best Film award for its “husky girls” advertisement created for
Ajinomoto Stadium.

Overall, Thailand’s agencies won 65 awards, taking second place just two awards behind winner
Singapore.

The top three advertising agencies in the Asia-Pacific AdFest were Creative Juice/G1, with 17 awards;
Saatchi and Saatchi Singapore, 15; and M and C Saatchi, Sydney, 10.

Creative Juice/G1 won the Best of Print Award from 1,362 other entries with its advertisement for
Tamiya Assembly Toys, a Sphere Action Figures product.

TBWA Japan won the top award for outdoor advertising with an entry entitled “Impossible Sprint”,
made for Adidas.

Saatchi and Saatchi Singapore won Best of Direct Marketing for its “"Gear Up!” advertisement for the
Republic of Singapore Navy.

Back to top

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

Skilled Workers under Our Noses?

There's no doubt most employers desperate for staff are looking for young people to train for long-
term jobs. Hence the Government's move to direct more youngsters into trade schools than university.
But there has also been criticism that business itself is not using the expertise of its older workers to
train the next generation.

Indeed the other great employment issue facing the Government is the question of what to do with
the growing army of unemployed older Australians. Again it attempted to address the issue during the
last federal election and has even appointed a minister responsible for getting mature-age people back
into the workplace.

Read more...
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Getting On With the Show
Presentations have come a long way since the days of textas and butcher's paper, writes Terry Lane.

Microsoft PowerPoint is the de rigueur application these days for anyone planning on spruiking to a
crowd. Blackboard, whiteboard, butcher's paper and overhead projector are all obsolete. The 35 mm
slide projector is somewhere in the cupboard but who knows where we last had it.

These days bullet points are compulsory but why stop there? PowerPoint can use text, graphics,
images, video and sound and produces a stand-alone presentation that tells the story without the
need to stand up and read out the words on the screen.

A pal popped around the other day with 20 beautiful digital photographs he had taken on a recent trip
to outback New South Wales and he wanted them turned into a PowerPoint presentation to astonish
family and friends.

He wanted an overture, pictures, titles, captions, music - the works.
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The first step was to create a title slide in Photoshop by combining some of his images into a collage,
leaving room in one rectangle for the text. We picked a font, inserted the text in Photoshop and faded
it so that it merged slightly into the background.

We did this so that in PowerPoint we could make the title emerge in the same font, but in brighter
colours, from the background by choosing "box in" from the transition options. Having prepared the
main title slide we then used Photoshop to create caption and credit slides, plus a uniform background
to be put into PowerPoint using the Background Fill/Choose Picture command.

He wanted music, so we ripped it from his CDs using Windows Media Player and cut it using the
freeware audio editing application Audacity (audacity.sourceforge.net/).

Audacity easily cuts, pastes, fades in and out, amplifies sound clips and exports clips as either WAV or
MP3 files.

Next we had to guess the resolution of the notebook and projector that would show the presentation.
Most systems have at least 1024 x 768-pixel resolution, so we changed the images from a Nikon D70,
which come out of the camera at 300 dpi, into 72 dpi files, smaller than 1024 wide and 768 pixels
high.

We had one small misgiving.

The presentation was being prepared on a PC, but what if the projection system is Mac based? Then
the images would be far too bright when projected because of the difference in gamma between the
two systems. We should have checked but we were lucky. The projecting notebook turned out to be a
Windows PC.

Mr de Mille wanted an overture for his epic, meaning music at the beginning before any pictures were
projected. PowerPoint is not at all happy when it encounters empty, black background slides so we
inserted small black images onto the background and gave them durations and transitions, even
though there was nothing to see. This way it is possible to start the music with a black screen by
inserting the sound from file and right clicking on the little loudspeaker icon, choosing Custom
Animation/Multimedia Settings and setting the number of slides for which the sound file will play. We
had already cut the sound to length with an end fade using Audacity.

The idea was to create a show that would take care of itself, with all the durations and transitions set
in the program itself. Then it had to be packed onto a CD using Pack and Go (we were using an older
version of PowerPoint - the most recent versions have a process called packing to CD) and we
included the PowerPoint viewer in the package just in case Mr de Mille wanted to view his masterpiece
on a PC without PowerPoint installed.

Read more...
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Marking Time on the Bench

If you are not comparing your business performance with that of the opposition, you will soon find
yourself losing out.

In sports arena, checking your performance against that of the opposition makes sense. This applies
whether you play a team sport such as Aussie rules or an individual sport such as tennis. If it makes
sense in sport to check your performance against that of the competition, why do so many businesses
fail to?

In business, if you are not regularly comparing your performance with that of the opposition, for such
things as gross profit margin, stock turnover, wages as a percentage of sales, and customer
satisfaction, you can quickly find yourself struggling to make a profit.
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Comparing the performance of a business with others in the same industry makes great sense when
you own a business; it makes even more sense when looking to buy a business. Comparing the
operating results of a business you are considering buying with that of other businesses provides
valuable information in assessing the business's viability and value.

Benchmarking is also invaluable if you are looking to sell a business. By knowing what the best-
performing and most profitable businesses are achieving in an industry, you can work on your
business to make it an attractive proposition for a potential purchaser.

Read more...
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Natural Withdrawal Symptoms

The complementary medicines industry is worth $800 million in Australia. That means there has been
no significant dent in the sales of vitamins, minerals and "natural" products since the recall of some
1600 Pan Pharmaceuticals products in April 2003.

Pan has gone, but how does the industry shape up now?

"The requirements for good manufacturing practice were always there, but the auditing perhaps
wasn't as robust before," says Kay McNiece, a spokeswoman for the Therapeutic Goods
Administration. She points out that even before the Pan recall, Australia had stringent guidelines for
the complementary medicines industry that required all products to be registered or listed on the
Australian Register of Therapeutic Goods, just as prescription medicines are.

In October 2003 the Therapeutic Goods Act was amended, resulting in a greater focus on good
manufacturing practice standards. For sponsors, it meant they had to have all the data to prove the
content and claims of efficacy (if any) available at immediate notice if the TGA called in their products.
Read more...

Back to top

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

What's In A Name?

The increasingly bizarre world of job titles

In early 2001, an IBM eBusiness brochure boasted the organisation could provide "different people"
needed for "a different kind of world".

These included strategic change makers, growth engineers, process innovators, knowledge facilitators
and transformation specialists. It wasn't just the tortured and tautological compounds that marked
the IBM titles. It was the fact that few of them gave any real clue as to what the person did.

Are the new eBusiness monikers an aberration? Gaze at the job classifieds and try to work out what
you'd be doing if you applied successfully for the position of critical care specialist representative.
Could it be that you'd be representing a critical care specialist, trying to get her speaking
engagements and a book deal? Or perhaps you'd need to be a typical, or representative, critical care
specialist. Then again, it could be another euphemism for a sales job.

Unfortunately, Lilly, the organisation which ran the ad, didn't clarify much. It called the job a "pivotal
client facing role". One can only imagine how difficult it must be to face a pivotal client, what with all
that rotating upon the axis.

Bonds were looking for a replenishment planner. Could this be a fancy title for someone who stocks
shelves, or are we talking about the person who tells such people where they should now be putting
things?
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Either way you'll need to be able to "influence and relate at all levels". Such as the top shelf, no
doubt.

The Commonwealth Bank was seeking a risk associate. Not just any old associate, either, but one who
could provide "superior service aligned with the clients' needs and the [bank's] strategic vision and
business goals".

Do all this well and you could become a risk executive, who, presumably, makes the risks happen
rather than just associates with them.

With refreshing candour, Lion Nathan described itself as "one of Australia's leading alcoholic drink
organisations". But instead of looking for a good old-fashioned personnel manager, it was out to find
someone with "strong partnership skills" who can design and implement best-practice HR and
business information systems and build relationships across all business functions. The title? People
and culture technology adviser.

Matt Dale from recruitment organisation Hudson confirms there's a shift from using the term "human
resources" to titles based on people and culture. "I see that as a positive because it is really talking to
the key focus of what that position does. And that's telling us that people are our most important
asset and our focus for that whole position is about people and culture. So there is a real benefit to
it."

Dale, however, is not an advocate of long and vague titles, despite his own: national practice manager
for talent management. He says as a general rule "the best titles should be succinct but nonetheless
define what the job does".

More bizarre job titles:

+ Tape-Fastener-Machine Operator (you need a lot of training to operate the tape fastener)

+ Gambling Monitor ("sure is a lot of gambling today, Hank")

+ Distressed Rivers Program Manager (rivers can be distressing for some program managers)

+ Senior Consultant, Human Capital (from a large accountancy firm)

+ Smudger (a low-rent form of exorcist)

+ iCEO (Apple boss Steve Jobs's self-written job title)

Real job titles I've heard about:

+ Freelance Thrill Performer (for a circus act)

+ Table Tenderer (waiter)

+ Dairy Distribution Realiser (milkman)

+ Inter-home Barrier Installation Specialist (fence maker)

Real job titles that are not what they seem:

+ Cake Stripper (operates machine that removes cloth wrapper from pressed cottonseed cake)

+ Wad Impregnator (used in shotgun shell manufacture. There's also Wad Lubricator)

+ Ear-Mould Laboratory Technician (makes a wax pattern of an ear and moulds a plastic impression of
the ear for use in hearing aids)

+ De-Alcoholiser (tends distilling equipment that removes alcohol from beer to convert it to near-beer)
+ Dolly Pusher (pushes camera dolly around studio)

+ Belly Builder (fits and assembles wood soundboard, cast metal plate and wood bridges to build back
panel of a piano)

Read more...
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The Best Service Is None At All, Says Ex-Amazon Boss

A world without customer service would be a better place, says the ex-head of Amazon.com, Bill Price.
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At Amazon his motto was "The best service is no service" and he stuck to his guns. In his three years
there the number of "contacts" - the name given to phone calls or emails from customers - fell by 70
per cent.

Some would see this as a sign of failure but Price, now part of a worldwide federation of customer
service consultants, Limebridge, insists it was an achievement.

"Customer service is built around the idea that the more calls you field and handle, the better you are
doing. I'm saying that's the wrong idea," he says. The calls should not be coming in the first place.

If organisations can reduce the number of reasons for customers calling in, that should also reduce
the workload; the average organisation has a list of 400 "reasons", Price says.

"There should only be a certain number of reasons why someone should call in. We got it down to 30
in Amazon and then we gave responsibility for each of those areas to certain people." He calls it
isolating the "dumb contacts" in the customer service chain.

Read more...
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Retail Panic As Consumers Dry Up

Australian retailers are struggling to sell refrigerators and other expensive electrical goods as
consumer confidence plummets.

The Westpac-Melbourne Institute Index of Consumer Sentiment fell by 16.6 per cent from February to
March, the biggest fall in its history. The survey was conducted within days of last week's 0.25 per
cent interest rate rise.

Read more...
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How The Fashionable Street Press Stays Ahead Of Its Glossy Rivals

: Purple track pants are big. Men's natural body odour is truly delicious. "Longhairers" are self-
absorbed men obsessed with their flowing locks. The travelling-business-lady-grunge look is the next
big thing.

These fashion tips, and more, can be found in a recent issue of VICE, an irreverent free monthly
magazine that focuses on the latest in pop culture. It was launched humbly in 1994 in Montreal, but
the title is now available in the UK, Japan, Scandinavia and Australia. Spin-offs include Vice Films, Vice
TV and Vice Records.

The crew at VICE HQ in Melbourne is collaborating with the trendy young labels Schwipe and Alpha 60
on "capsule collections" - limited-edition ranges of clothes sold under a different name. Launched two
years ago, the magazine has a claimed circulation of 26,000, not yet up there yet with Vogue
Australia's 55,415.

VICE isn't the only free title doling out fashion advice: the street press is currently awash with fashion-
focused pop culture magazines which, if their editors are to be believed, are always a step ahead of
their mainstream glossy and well-funded newsstand rivals.

"The beautiful thing about VICE is that it reaches the trendsetters and not the followers," says Briony
Wright, the magazine's 29-year-old editor. "Our readers are more discerning and many don't read or
respect commercial magazines. They like VICE's humour, irreverence and intelligence. It's essentially
the viewpoint of a select group of people but it's a powerful voice."

The street press is fast gaining ground in the fashion stakes, says Melinda Oliver, editor of Ego,
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because "there's a sense of a lucky find when it comes to free magazines".

"Readers grab the magazines and feel good," she says, "because not only have they scored something
great for free, but they have sought something that their friends might not find. While free mags have
advertising to be viable, there's a sense they are less commercial and not out to push the hard sell,
which gives the fashion featured a sense of credibility."

Street press editors not only rely upon the kindness of strangers but also take their chances with rising
writers and photographers. George Hatzigeorgiou, editor of Lucky, says: "A lot of places don't pay; we
do but we don't pay heaps. For many it's their first foray into publishing. But it's not just students and
journalists sending us their work. Sometimes it's people with strong opinions on something. They're
not necessarily great writers, but they've got a passion for something and sometimes that's better."
Hatzigeorgiou is not technically a journalist. With three friends, all with backgrounds in street
magazines, the 33-year-old former musician launched Lucky two years ago. "We were sick of working
for other people and decided we could do something better," he says. "I come from a music
background ... I've never been a writer; it's been through necessity. We kind of worked out what each
one was good at and fell into our roles."

Lucky, with an audited national circulation of 30,000, has considerable fashion clout, but
Hatzigeorgiou insists it doesn't take itself too seriously. "We find the humour in everything we cover.
Fashion is not that serious, there's a lot more you could be getting serious about."

The growing legions of fashion street press devotees might beg to differ.

Read more...
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Speaking Tips:

10 Tips to Prepare a Powerful Introduction

An introduction is the very first message an audience will hear when you have to speak in public.

It can set the scene and make or break a presentation. It is frustrating so very few presenters use this
powerful tool.

Always request an MC or someone respected to introduce you. This provides instant credibility through
third party endorsement.

It is far better for someone else to talk about and endorse your fantastic achievements than yourself.
The more senior, respected, experienced or higher ranked, the greater the credibility boost you will
receive.

As that well known phrase goes, you never get a second chance to make a good first impression. So
do you leave this opportunity to chance? Or do you want to control every word the audience hears?

It is always best to control the introduction and in particular, write your own introduction and
importantly brief the person who will be introducing you.

A well written introduction you have prepared beforehand also allows you to move smoothly and
unhesitatingly from the introduction to your opening.

Here are some public speaking tips and 10 easy ways to prepare a powerful introduction when giving
a speech for any occasion.

1. It Has To Make Sense.

Your introduction must make sense and cover why you are speaking or have been chosen to speak.
Read it out aloud to someone else prior to giving it to the introducer.

2. Keep It Simple.

The best introductions are often the simplest.

3. Keep It Short.

A short introduction will have the most impact. Remember the audience has come to hear you not the
introducer. Bill Clinton has made famous his mistake in the US Congress where he took longer to
introduce someone than the actual speech. Don't make this fatal mistake. A good introduction will
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take between 20 and 30 seconds to read out and be between 3 and 4 paragraphs in length.

4. Make An Impact.

Good introductions make an impact. Ways to do this could be to start with a rhetorical question.

5. Include Personal Information.

Include personal information to make a human connection with the audience. This helps build rapport
and empathy.

6. Include The Quirky, Memorable or Unusual.

This helps the audience relate to and remember you. It is also useful as a way of introducing humour
or a foil or balance to all your great achievements. The unusual can also surprise and delight an
audience. I use my past involvement in the unusual athletic pursuit of hammer throwing to help put a
smile on the audience’s faces.

7. Link to the Opening. Make sure you have a link in your introduction to segue seamlessly into your
opening. Remember the introduction and your opening are NOT the same.

8. Have Large Font.

Make sure the introducer can read the introduction. Keep the font as large as possible that will
comfortably fit on 1-page.

9. Brief The Introducer.

Always brief the introducer on pronunciations and any stage directions. It is especially important for
them to shake your hand to give you confidence and energy and permission to connect with the
audience.

10. Give Them Plenty Of Time To Prepare. Avoid handing the introduction to the MC at the last
moment. Give them plenty of time to prepare and rehearse. Most are nervous and will want to do
their best. Always avoid the credibility sapping experience of them saying .."So and so has just
handed me this and I'm just going to read it out." Don't laugh it has happened to me and nothing
dampens your energy and enthusiasm as a presenter more than being introduced with that line.
Thomas Murrell - International Business Speaker © 2005 8M Media & Communications. All rights
reserved worldwide
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Crunching The Cookies

By George Skarbek
Is there any software that would allow me to see what information the cookie is actually gathering
and to see what information is sent to the instigator of the cookie?

A cookie is just a short - usually text - string that your browser receives or transmits to allow a remote
computer to keep track of where you have been on a website. There is no other means by which a
remote site can keep track of who is browsing a website's pages. A common use is for online shopping
carts. Without the cookie you would have to immediately pay for each item when you go to another
page, as the website's computer will have no means of knowing if this is you or some other person.
No personal information such as passwords or bank details are recorded in cookies, and they cannot
gather information from your hard disk. The best way for you to see what is sent is to examine the
cookies themselves. There also are programs written to analyse your cookies. Visit iewatch.com for
one. You can delete all cookies by using Windows Explorer, but close your browser before deleting
them. For a great deal more information on cookies visit cookiecentral.com/faq.

George Skarbek runs a computer consulting organisation.
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Crazy John's Goes Another Round With Telstra

Telstra remains embroiled in a Federal Court claim by leading mobile phone dealer, Crazy John's, over
alleged breaches of contract and of the Trade Practices Act.

The action arose after Telstra demanded $21 million from MobileWorld Operating, trading as Crazy
John's that Telstra said was overpayment of the dealer's trailing commission for 2003.

Telstra is seeking changes in the rate of trailing commission, a dealer's ongoing percentage of each
customer's monthly mobile bill. Fone Zone is among organisations that recently renegotiated their
contracts, but Crazy John's arrangement has not changed.

Crazy John's is Telstra Mobile's largest dealer, with more than 100 outlets across Australia. It turns
over $200 million a year and writes nearly 20 per cent of Telstra's total mobile business.

Crazy John's paid under protest the $21 million but promptly sued for reimbursement on grounds,
among others, that Telstra billing records were inaccurate, the demand was in breach of its contract,
and Telstra's billing system could not accurately substantiate the demand.

It also accused Mr Moffatt, at the time Telstra's chief financial officer and now group managing
director, consumer and marketing, of having directed and orchestrated the demand for money, and
named Mr Pretty, now group managing director of technology, innovation and products, in actions
that Crazy John's alleges breached its contract. Telstra replied with a series of demands, among them
that 37 paragraphs of Crazy John's statement of claim be struck out, including those naming

A protracted hearing in Melbourne is likely later this year.

Read more...
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