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Editorial

As previously foreshadowed, MAANZ has increased its backing of a commitment to true
professionalism.

CCP - The Mark of a True Professional

Many people simply don't realise the difference between professionalism based on an over-riding
commitment to society and the profession (as exemplified by the established professions such as Law)
and being qualified, hard working and committed.

For years I have had people explain to me how they see themselves as real professionals. Sure they
are committed — but first to themselves making a buck! That is not inspiring or confidence to
employers and clients who know that they are coming second to ambition and profit making. True
Professionals must also make a living and even very good incomes — but they make it after
consideration of their commitment to wider social, professional and ethical responsibilities. Its what
gives such professionals such good standing in all communities.

Of course MAANZ has a Code of Conduct, but it is only a general overview and specific to marketing
activities. We think it is a good C of C. All similar bodies have one - they generally range from 1 to 3
pages. At least MAANZ is serious about ours.

As part of our commitment to professionalism - MAANZ has become one of the founding members of a
new international body — The Institute of Chartered Professional Practitioners.

The Chartered Professional Practitioner (CPP) will be a true professional — having undertaken a
course in professional ethics and practise as part of the application process (on-line course
and part of a very reasonable 2 year fee).

CPP’s will have to show not only appropriate qualifications and experience but also complete this
course and sign an agreement to practise in accord with the Charter.

This will not be any more onerous than the professional conduct expected of other true practitioners
such as Doctors and Lawyers. But it will be a quantum leap over any that we are aware of in general
business based associations.

The result will be true professionals from many fields (not just marketing) who will bear the title
of Chartered Professional Practitioner (CPP) and gain the standing and kudos that this will bring.

“The concept of professionalism has developed over the centuries to meet a public need for services

to be determined on an ethical and professional basis. Traditionally, this has involved the provision of
advice and representation to protect or advance the rights and property of a client or employer by a

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



MARKETING
ASSOCIATION

trusted adviser with whom the client or employer has a personal relationship and whose integrity,
competence and loyalty are assured.” ICPP Charter

“Chartered Professional Practitioners and the quality of service they provide will command the
confidence and respect of the public and their industry. This can only be achieved if Chartered
Professional Practitioners establish and maintain a reputation for both integrity and high standards of
professional skill and development. Professional Practitioners of many countries in the world, despite
differences in their systems, practices, procedures and customs, have all imposed upon themselves
substantially the same basic standards. Those standards invariably place their main emphasis on
integrity and competence.” ICPP Charter

A draft of the Charter will be placed on our website for comments by MANNZ members (who by
becoming CPP’s will automatically be upgraded to Associate Fellow standing). Any other reader
having an interest in true professionalism should contact me (information@marketing.org.au)

Brian Monger (Dr.)
FMA CPP
Executive Director
MAANZ
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Quotes

"A man who works with his hands is a labourer; a man who works with his hands and his brain is a
craftsman; but a man who works with his hands and his brain and his heart is an artist."
Louis Nizer

"Advertising is salesmanship mass produced. No one would bother to use advertising if he could talk
to all his prospects face-to-face. But he can't."
- Morris Hite,

"The secret of all effective originality in advertising is not the creation of new and tricky words and
pictures, but one of putting familiar words and pictures into new relationships."
- Leo Burnett

"Fear most often the dividing line between Success and Failure."
Rick Beneteau

"You gain strength, courage, and confidence by every experience in which you really stop to look fear
in the face."
Eleanor Roosevelt

I'm a great believer in luck, and I find the harder I work the more I have of it.
Thomas Jefferson
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Ideas

Excellence in the Workplace Occurs When

* Teamwork exists throughout the company — "Territorialism" is not accepted.

* All upper level executives communicate and support business excellence

* Genuine service is provided both internally and externally

* Creative thought is encouraged and opportunities for creative thinking are consistent

* Open Communication is practiced:

* There is freedom to voice opinions, share ideas, and make decisions

* The workforce consists of dedicated people who keep constant eye on goals and setting higher
goals

* There is a commitment to quality, providing outstanding service, continuous on-going education,
and improvement of processes

* Bureaucracy reduced to what is necessary

* There are simple and consistent guidelines, guiding principles, performance standards, and
appraisals

* Fairness, integrity, and caring is consistently required to be demonstrated by all

Back
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Things That Drive a Successful Organization

* Desire to be the best

* Effective values are practiced and demonstrated by all

* The organisational culture fosters employee empowerment and involvement

* Excellence is viewed not as a destination, rather a continuous journey

* The organisation is solution-focused

* There is a high level of employee engagement

* Perpetual innovation in products.

* Perpetual innovation in the way you think

* Perpetual innovation in and the way you lead

* Goals are set for both leaders and staff that measure adherence to employee satisfaction, customer
service and effective leadership

* There is on-going learning from the “Best Practices” of top performing companies but you discover
your own best practices and build on them

* Dynamic leadership is displayed and continuously reinforced

* Individuals in all roles look for every opportunity to help the sales force / business development
group

* All individuals are committed to exhibiting behaviours that help retain customers and breed
customer loyalty

* All individuals recognize they are "ambassadors" who must project a positive image of their
company

* Every effort to exceed expectations is made.

* People work together as a team with a shared vision for a common goal for the betterment of their
company

* People take ownership for their role, strive to find new ways to be better contributors

* Individuals answer not only to management but also to each other for their attitude and
performance
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SWOT Analysis

Completing a SWOT analysis helps you identify ways to minimize the effect of weaknesses in your
business while maximizing your strengths.

Ideally, you will match your strengths against market opportunities that result from your competitors’
weaknesses or voids.

This is an activity that should be done regularly.
Basic SWOT

You can develop a basic SWOT analysis in a brainstorming session with members of your organisation,
or by yourself if you are a one-person enterprise.

To begin a basic SWOT analysis create a four-cell grid or four lists, one for each SWOT component:

Then, begin filling in the lists.
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Strengths - Think about what your organisation does well. What makes you stand out from your
competitors? What advantages do you have over other businesses?

Weaknesses - List the areas that are a struggle. What do your customers complain about? What are
the unmet needs of your sales force?

Opportunities - Try to uncover areas where your strengths are not being fully utilized. Are there
emerging trends that fit with your organisation's strengths? Is there a product/service area that you
could do well in but are not yet competing?

Threats. Look both inside and outside of your organisation for things that could damage your
business. Internally, do you have financial, development, or other problems? Externally, are your
competitors becoming stronger, are there emerging trends that amplify one of your weaknesses, or do
you see other threats to your organisation's success?

A more in-depth SWOT analysis can help you better understand your organisation's competitive
situation. One way to improve upon the basic SWOT is to include more detailed competitor
information in the analysis.

You can also take a closer look at the business environment. Often, opportunities arise as a result of a
changing business environment. Some examples are:

A new trend develops for which demand outstrips the supply of quality options.
A customer segment is becoming more predominant, but their specific needs are not being fully met
by your competitors.

A customer, competitor, or supplier goes out of business or merges with another organisation.
Opportunities may arise to gain the defunct business.

You can also enhance a SWOT analysis through surveys. You can learn more about your own as well
as competitor sites and businesses. Areas you can research include

1) customer awareness, interest, trial, and usage levels;

2) brand, site, and/or organisation image;

3) importance of different site or product attributes to your customers; and 4) product and/or site
performance.

Whether using a basic or more advanced approach to SWOT analysis, you are sure to come away with

newfound insights. Use these to increase your organisation's effectiveness and as input into your
business or marketing plan.
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How To Communicate Like A Pro

Here are some techniques you can use to help you say things persuasively:

Get your idea straight.
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Organize your thoughts. The most common source of confusing messages is unclear thinking. We
have an idea we haven't thought through. Or you have so much you want to say that you can't
possibly say it. Or you have an opinion that is so strong you can't keep it in. As a result, you are ill
prepared when you speak, and you confuse everyone. The first rule of plain talk, then, is to think
before you say anything.

Say what you mean.

Say exactly what you mean

Get to the point as soon as possible.

Obviously it is good to frame an idea, but don't beat around the bush. If you want someone to buy
something, ask for the order. If you want someone to do something, say exactly what you want done.

Be concise.

Perhaps there are too many words in the world — but never enough to waste. Confusion grows in
direct proportion to the number of words used. Speak plainly and briefly, using the shortest, most
familiar words.

Be real.

Each of us has a personality -- a blending of traits, thought patterns and mannerisms -- which can aid
us in communicating clearly. For maximum clarity, be natural, and let the real you come through.
You'll be more convincing and much more comfortable.

Speak in images.

Words that help people visualize concepts are tremendous aids in communicating a message.

Learn that communication is also about listening, looking and learning

Sending messages is only part of the process of communicating. Receiving is the other half. So at the
appropriate time, you have to stop sending and prepare to receive. To be a truly accomplished
communicator, you must also cultivate the art of learning — by looking and listening. The
communication that counts takes place when you take the time to stop, look and listen.

When you're talking, you are not learning. - Listening Pays

Listening, like speaking and writing, requires thought and care. If you don't concentrate on listening,
you won't learn much, and you won't remember much of what you learn.

Listen With Your Eyes

If you listen only with your ears, you're missing out on much of the message. Good listeners keep
their eyes open while listening.

Look for feelings.

The face is an eloquent communication medium. Learn to read its messages. While the speaker is
delivering a verbal message, the face can be saying, "I'm serious," "Just kidding," "It pains me to be
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telling you this," or "This gives me great pleasure."
Some non-verbal signals to watch for:

Rubbing one eye. When you hear "I guess you're right," and the speaker is rubbing one eye, guess
again. Rubbing one eye often is a signal that the speaker is having trouble inwardly accepting
something.

Tapping feet. When a statement is accompanied by foot-tapping, it usually indicates a lack of
confidence in what is being said. Rubbing fingers. When you see the thumb and forefinger rubbing
together, it often means that the speaker is holding something back.

Staring and blinking. If you've made your best offer and the other person stares at the ceiling and
blinks rapidly, your offer is under consideration.

Crooked smiles. Most genuine smiles are symmetrical. And most facial expressions are fleeting. If a
smile is noticeably crooked, you're probably looking at a fake smile.

Eyes that avoid contact. Poor eye contact can be a sign of low self-esteem, but it can also indicate
that the speaker is not being truthful.

It would be unwise to make a decision based solely on these visible signals. But they can give you
valuable tips on the kind of questions to ask and the kind of answers to be alert for.

Good Listeners Make Things Easy
People who are poor listeners will find few who are willing to come to them with useful information.

Good listeners make it easy on those to whom they want to listen. They make it clear that they're
interested in what the other person has to say.

Back
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Prospecting Pays

The lack of making prospecting calls has always been the single greatest reason people fail at selling.
It's the hardest part of the business - and yet it's the single greatest activity that we must do if we are
serious about building a successful organization.

Here are some helpful prospecting tips:

Make Only a Single Prospecting Call Each Day

The first prospecting call is always the most difficult to make. It doesn't matter if you've been doing it
for 15 days or 15 years, the first call is always the one that gets to you.

The best way to overcome the challenge of making calls altogether is to decide to make that first
difficult call...no matter what. That is the only commitment. It is the only agreement you have to
make with yourself to make this work.

Most of the time the first call was not as difficult as you imagined and that alone may inspire you to
make another one. If you do, you will discover that the second call will be even easier.
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If you get discouraged and want to stop, no problem, you always have that as an option. But, you
must always make that one single call every day and then decide if you're going to continue making
calls that day or not.

Develop a Routine

The most successful people have a set routine for making prospecting calls. They make their calls at
the same time, the same way everyday whether they feel like it or not.

In most regular jobs don't we usually do things a certain way everyday? Why should it be different in
sales?

The problem we have as business people is that we have too much flexibility in choosing our work
schedules and therefore have a tendency to avoid doing the things that are a little uncomfortable.

The salesperson who sets a routine for making prospecting calls and sticks with it is absolutely
guaranteed to eventually succeed.

Building Momentum

In the beginning of a prospecting call program, it will take you ten units of effort to achieve one unit
of results. As you continue to make calls and build momentum, it will only take you one unit of effort
to achieve ten units of results.

Said another way, the more you do it, the easier it gets and the better the results.

The Best Time

When is your best time to make prospecting calls? In the morning, afternoon or evening?

The best time to make prospecting calls is the first hour of your workday regardless of when you start.
Why? Because your head will be clear and you'll be more likely to make them. After hours of cluttering
your mind, it's very difficult to pick up that phone and start dialling. (

Starting your day making prospecting calls will also "create busy." Things will begin to happen -
prospects will return your calls; you will make appointments, do three-way calls, send prospects to
your website, etc., etc. It jumpstarts the whole day and makes the rest of the day active, productive
and a lot more interesting.

Have a Reason for the Prospecting Call

What good is making calls if you don't know specifically what you want your prospects to do? Most
people make calls hoping something good will happen but they don't have a clear picture of what that
is.

The ideal result of a prospecting call is to get a qualified appointment. If that's not possible on the first
call, the next best bet is to get them to take some kind of positive action. It might be to get them to
listen to a teleconference message, view a movie at your company's website, agree to a three-way call

or receive a package from you.

The important thing to remember is to know in advance several ways you can "advance" your
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prospect to go to the next step after they have identified themselves as a qualified prospect.
Back
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Rules for Rainmakers

Michael W. McLaughlin

It's tempting to think that rainmakers are a special breed. Nothing could be further from the truth.
Rainmaking is part skill and part mindset. Anyone who is willing to invest the necessary time and
energy can become a rainmaker.

Invest beyond table stakes

The rainmaker's first rule is that it's not enough to woo customers with the wine-and-dine approach.
Tickets to sporting events, dinners and golf outings can help you develop feel-good personal
relationships with customers. But it's foolhardy to expect a steady stream of business as a result.
Think about it. If a customer asked for your advice on how to improve sales, would you suggest taking
his prospective customers to lunch? Entertaining customers is easy and fun. But don't expect those
opera tickets to make the difference between winning and losing.

Rainmakers do get to know their customers outside the conference room, but they view social
activities as table stakes. They know that consistently landing sales takes much more.

Go deep

Rainmakers go beyond the superficial to cultivate a holistic and substantive understanding of the
customer's strategic and operational issues. Their mindset is that of a business advisor, not simply a
vendor. Rainmakers immerse themselves in the high-priority concerns facing all of the customer's
executives.

You have to do more than a cursory review of the annual report and the customer's Web site. Identify
the issues beneath the headlines by talking to your customers' suppliers, customers and even their
employees.

Study industry dynamics and the competitive threats that your customers face. Dig deeply into third-
party analyst reports, SEC documents, if relevant, and recent news clippings.

Rainmakers invest more effort in learning about their customers' businesses and career aspirations
than most salespeople. They spend as much time understanding the business as they do crafting a
sales strategy. That extra effort gives them an edge. They have a longer-term perspective than most
salespeople; their objective is the second, third and fourth sale - not just the first one.

Float to the top

Rainmakers rely on their knowledge of the customer's business to establish advisory relationships with
executives who have responsibility for the performance of the business: the CEO, CFO, COO, CIO,
CMO and others. Many sales managers recognize this imperative but fail miserably to accomplish the
goal.

Often, this failure is because they rotate salespeople out of accounts too quickly. Customers get
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annoyed when a departing account executive calls every six months to introduce the new kid on the
block. Eventually, customers get fed up with the revolving door and stop returning the salesperson's
phone calls.

Salespeople who complain about customer scepticism and resistance are often the victims of their
company's focus on short-term quotas. Rainmakers take a longer, relationship-based view, and the
sales results speak for themselves.

Your relationships with top executives serve you in other ways. They are great sources of information
about the potential projects in the pipeline. And they can break the gridlock of middle-management
politics that is common in many organizations.

How do you get to the top people in your customer's organization?

First, remove the title "Sales Representative" from your business card. Once executives spot that title,
they brace for the sales pitch. If you're off target at all, you'll be politely excused.

From day one, create a relationship matrix - an influence map - that lays out the routes for getting
those essential introductions. Work to understand where influence resides in the organization -
whether it's in the sales organization, manufacturing or elsewhere.

In smaller companies, it is usually straightforward to find the influencers and decision makers. But in
large companies influence doesn't necessarily follow an obvious path. Job titles and influence aren't
always related, so use your contacts to help you understand who's who. Rainmakers use their
observations and creativity to navigate a path to those who can say yes.

What's the plan?

Becoming a customer's advisor at this broader level isn't a hit-or-miss proposition. It takes systematic
planning and action. To reach that goal, rainmakers work from proactive, customer-specific plans that
articulate how they'll attract and hold on to profitable customers.

Most salespeople have product or service-focused sales plans. A typical plan specifies how the
salesperson will differentiate offerings, identify the target buyer and create a strategy for converting
the lead to a sale as quickly as possible.

The rainmaker's sales plan is customer-focused. It lays out how the product or service addresses the
customer's strategic priorities; the quantified benefits the customer can expect; and the investment of
time, effort and money necessary to educate the customer.

The best sales plans go one step further by including a strategy for gaining the customer's personal
trust. Research shows that customer trust has a high correlation with sales. Some salespeople,
operating under the pressure of quotas, squander opportunities to build trust by attempting to
influence a customer to buy a product or service that isn't in the customer's long-term interests.

The rainmaker walks away from sales that may look good in the quarterly performance reports but
risk damage to the long-term customer relationship.

Since customers know that products have lifecycles, they base their trust mainly on their perceptions
of the company and the salesperson. The rainmaker views building positive customer perceptions and
trust as a key part of the customer sales plan.

What's most important, though, is to work the plan. It's easy to get caught up in the customer's day-
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to-day demands and let your customer marketing activities fall to the bottom of your to-do list. The
rainmaker spends time every day working the plan, regardless of what other fires are raging. It takes
consistent action to make rain.

Assume nothing

The rainmaker never assumes a customer is loyal. Complacency is the enemy of loyalty. A customer's
trust and loyalty can be swept away if a salesperson gets too confident or lets performance slip, even
on one sale.

Customers will always surprise you, so be patient and understand the realities they face. Don't throw
in the towel when things aren't going your way or you think customers don't show enough or
appropriate appreciation for you.

Rainmakers understand that creating loyal customers is not a predictable, linear process. Instead, it
has growth spurts, plateaus and setbacks. Patience and sustained action are at the core of the
rainmaker's mindset. Invest yourself in your customers and your marketing plan, and watch it seed
the clouds.

Back
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Maximising Your Media Moment

If you go to the archives of any commercial television station and pull out footage from a news
bulletin from the 1960s and view that footage with a stopwatch, you will find the average length of
the quote (known as a sound bite or news grab) from the person being interviewed for the story is
around 60 seconds.

If you watch commercial television tonight with your stopwatch at the ready, and measure each sound
bite or news grab, the average length will be seven seconds.
This is why its being called McNuggett News! Its quick, slick, fast and tasty, but not very satisfying.

There are three reasons for this shortening of length.

Increased competition for our ever diminishing attention spans,

Increased choice, noise and clutter in our lives, and

The merging of information and entertainment dressed up as news.

So how do you get your message across about a complex, detailed issue through the media in seven
seconds?

Well, you need to work out your key message and deliver it flawlessly as a media friendly quotable
quote.

Remember, you have only one chance to get it right. The professional TV news crews I work with are
constantly telling me about people who ring them after the interview and say "can you come back, I
forgot to say this and that?"

Of course, the media are so time poor and deadline driven they never come back.

So you only have one opportunity to maximise your media moment.

How do you do this, especially for TV? Here are my Top 10 Tips:

1. Dress Well.
In the powerful visual medium of television you will be judged by your appearance. Clothing patterns
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and colours will contribute to the impact of your on camera interview. Avoid clothes with lots of
designs or patterns. A dark jacket (blue, black, charcoal or navy) with a white shirt/blouse always
looks good on camera. Take your cue from what TV newsreaders are wearing. Heed my mother's
advice: "it is better to pay the extra and buy one really good suit than have many of inferior quality."

2. Warm Up Your Voice.

Tiger Woods wouldn't go and play a championship round of golf without warming up. You, as a
professional communicator and official spokesperson should never engage with the media without
warming up your voice.

3. Speak With Increased Energy.

Speak at a higher volume, range, tone and pitch than you would normally. Imagine having a
conversation with someone and speaking at a slightly more animated level than you would normally.

4. Anchor Your Feet and Slow Deliberate Movements.

The more you move around the more your body language will distract from your message. Doing
interviews standing, even radio interviews, will change your whole physiology and give your more
energy and authority. Stand with your feet about shoulder width apart and firmly anchored to the
ground. It is hard to sound credible standing on one foot.

At the book launch of Understanding Influence For Leaders At All Levels, I learnt from co-author Des
Guilfoyle that slow, fluid and deliberate movements will give you more referent power, charisma and
personal magnetism.

TIP: Watch your interviews with the sound off to get a better idea of what your body language is
doing in the interview.

5. Keep Calm.

Assertive, aggressive, even angry reporters will fire off questions at you quickly, like bullets spitting
from a machinegun. Their speech patterns will be intense and fast. Do not get drawn into mirroring
and matching these patterns. In these situations, take a breath and speak more slowly than the
interviewer.

6. Memorise Your Three Key Points.

You must be able to deliver these flawlessly without reading notes. Firstly, write them down. Writing
things down helps fix them in the mind and seeing them written down also helps. Then compose a
visual picture of the actual words. Visually place them in the top left part of your brain. When
remembering these points, look to the top left hand part of the brain and they will come to you
instantly like magic.

In technical terms, brain experts have shown the left-side of the prefrontal cortex (just behind the
forehead) experiences increased blood flow as new information enters our episodic memory. In fact,
the brain's thesaurus is dispersed in many separate parts of the left cerebral hemisphere (Source: The
Odd Brain by Dr Stephen Juan, Harper Collins, 1998).

7. Never Say No Comment.

Journalists will believe 'where there is smoke there is fire'. Say no comment, but back this up with a
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valid reason.
8. Drink Plenty Of Water.

Keep hydrated and avoid caffeine and milk prior to an interview. Milk gums up your saliva glands
leading to a dry mouth. This manifests itself in the common nervous habit of licking dry lips.

9. Get In The Moment.

Elite athletes talk about and practice getting in the zone to achieve peak performance. You need to do
the same.

Try this: Relax, close your eyes and take three deep breaths, focussing on clearing your mind. Then
visualise a moment in the past where you felt very motivated and very confident. Capture this
moment in your mind and anchor those feelings. Place this mental picture inside your right hand and
clench making a fist. Cover this fist with your left hand. Repeat this process until you can instantly put
yourself into a state of peak performance.

10. Review, Evaluate and Improve.

After each media interviews always review:
What worked well?

What could be improved?

What will I work on for next time?

Thomas Murrell MBA CSP, International Business Speaker
tom@8mmedia.com
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Eight Tips for Great Phone Impressions

Two statements that pack a lot of profitable power are *You never get a second chance at a first

impression” and ‘Last impressions linger’ and probably the most important time to remember them is
when you and your team are dealing with people over the phone. You see, because people can't see
you and your body language, you have to employ extra special tactics to create the right impression.

So here are 8 key points to remember when people call your business:

1. Always answer the phone on the third or fourth ring (decide which and then everyone sticks to it
religiously).

2. Make sure all team members always smile when they pick up the phone and speak with real,
genuine enthusiasm.

3. Ensure that everybody in your organisation answers the phone the same way, using the same
greeting preferably with something a little different to the dull stereotype answer most companies
give. We've found that “Welcome to Ajax Accounting, this is Tammy” works really well.

4. When talking to someone new the first time it's preferable to address them by their courtesy title...
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Mr. or Ms... unless otherwise specified. Although it may be perceived as an old fashioned notion, it's
over-familiar to refer to a new caller by their first name if you've never spoken to them before.

5. Decide what's going to happen when you place a caller on hold. Are they going to hear music they
may find disagreeable, a radio station which may be advertising your competitors, self serving
information about your products and services or information of real interest, value and assistance to
them? For an example, call 03 9569 1100 or 613 9569 1100 and ask Margaret to put you on hold.

6. Make sure that the phone is answered after hours in @ manner that encourages the caller to leave a
message and creates the right impression about you. That means no hard-to-hear, scratchy answering
machine messages, disembodied information bank recordings or bored, couldn't care less answering
services.

7. Return calls promptly and guarantee calls will be returned within a certain time period (and give
them some recompense, like dinner for two on you, if you fail to deliver on that guarantee). This is
not only good business but it also makes them say “Wow!”

8. Ensure that your practice has enough phone lines to handle the volume of phone calls. Assess this
by monitoring the number of phone calls your system is handling to see that there always at least one
or two lines free. In a small business a good rule is that no one should ring out if it means that it
won't leave an inward line free.

Winston Marsh
http://www.bgrowth.com.au
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Idea Reviews

IBM

IBM is a brand that most people still associate with PC hardware. However IBM's value offering today
has more in common with @ management consultancy than a computer manufacturer.

In a sense, IBM is a hard brand in a soft world: known for desktop boxes full of microchips, but
offering distinctly softer services like consultancy, implementation, systems analysis and software. And
with the sale of its PC manufacturing unit to Chinese manufacturer Lenovo, the company is softer still.

The decision to ditch the PC operation is really just the latest symptom of this transition: with two
earlier milestones being the sale of IBM's printer arm and the acquisition of PwC Consulting.

Whilst IBM's operational focus may be changing, the needs that its brand addresses are not. In its
early days, the client need to which IBM responded was not a manufacturing one, nor was it about
the provision of hardware. IBM's core product-in the most abstract sense-was about using technology
and clever thinking to enhance business processes and operations..

Without its PC division, IBM is returning to the roots of its brand. From a corporate perspective, the
narrowing focus of the IBM business is a sign of the company's commitment to concentrating on key
areas where valuable returns can be achieved. It also makes for a simpler brand message.

As the PC market becomes increasingly commoditized (with desktops becoming more indistinguishable
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and more interchangeable), manufacturers are faced with three choices: do battle in a global price
war or differentiate, either by augmenting base products with other services or bundling the base
product within a broader package of services.

The IBM brand brings kudos to Lenovo. It removes a barrier to Lenovo's products-particularly outside
of China. But the structure of the deal with IBM respects the fact that a brand is about much more
than the badge on the front of the box. It is significant that both companies have announced a
commitment to ongoing operational cooperation: not merely in terms of IBM distributing Lenovo
products, but each company acting as preferred partner to the other.

In the case of IBM, a high-value brand-and a highly skilled business-has been the continuing theme
throughout the years of transition regardless of whether hardware or software is involved. For Lenovo,
on the other hand, a successful mass-market operator has been able to achieve economies of scale in
a commoditized market. Where both companies overlap, each lends credence to the other: seemingly
a real (and rare) case of complementary cooperation both as businesses and brands

Brand Channel http://www.brandchannel.com
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Does your Brand Register Abroad?
Sergio Beristain

In branding, a name means business. If we get it wrong from the start, we are doomed to face many
different problems that will affect the way we do business.

Unfortunately sometimes you have the perfect name, only to find that someone already trademarked
it. Corona, the Mexican beer producer, had its share of problems when it had to negotiate in different
countries to secure its name, which means crown in Spanish.

In Spain negotiations proved to be tough; Corona eventually adapted its name to Coronita as a
compromise. "We fall into the same category as the wine Corona,” explains José Pares, spokesman of
the beer maker. “This is why we had to negotiate with the company Vinos Torres. After some talks
with them, they allowed us to use the name of Coronita, which is the one we use in Spain [now for]
11 plus years.”

For Corona it was a good compromise, allowing the company to retain association with its global
name. “After all there wasn't a great disparity with the brand name we use around the world,"”
continues Pares. “In fact, the smaller version of the beer in Mexico is called Coronita."

Another potential landmine is translation or association issues across countries or regions.

Ford faced its share of culture clash when it had to change the name Pinto to Corcel in Brazil. The
word literally means dick in Portuguese, which could result in giggles at best and off-putting to
potential drivers at worse. "The concept of the car was very offending here in Brazil, and we were
forced to change its name," says a company spokeswoman.

Losing a name though doesn’t necessarily mean that all of the brand equity is lost. It just takes more
effort to make the association. In Belgium, telecommunications brand Orange lost its trademark to
competitor Mobistar in a mismanagement maneuver. The company took months to re-brand itself with
a different name (BASE), and with lots of advertising, managed to persuade its customers that it was
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running business as usual.

Pperhaps the most famous example of language barriers is Coca-Cola’s apparent translation of "bite
the wax tadpole" in China. According to a company spokeswoman the story is not entirely accurate.
When Coca-Cola decided to launch itself in the Chinese market, it faced the problem that written
language is not phonetic. After some time spent looking for all the different written characters in
Mandarin that would sound similar, the company chose "to allow the mouth to be able to rejoice"
(which sounds like Coca-Cola when spoken). However, when read, it can also take on many different
meanings such as suggested in the urban legend.

Although Coke has to endure this oft-told tale, it has also, as the spokeswoman confirmed, so far been
able to maintain the same brand name all over the world. (While we're on the subject, the “No Go”
Chevy Nova story is also apparently myth.)

There is no magic formula for names. There are success factors: distinctive, flexible enough to allow
the company to expand in other businesses, and it has to be legally robust."

Although the market of naming companies is not yet saturated, naming companies say that their main
competitors lie within the company itself, which tries to name brands internally. After failing, they
often approach a naming company.

Sergio Beristain is a freelance journalist specializing in technology, finance and business. Through
Info-Europa he writes for magazines across Europe.
http://www.brandchannel.com
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From The News

Optus contracts 'at risk'

OPTUS is reeling from a wave of employee and customer dissatisfaction that has swept through the
company, threatening to stall its progress as it prepares to challenge Telstra with new
telecommunications infrastructure.

Results of two landmark surveys, one of employees and one of the company's business customers,
obtained by The Australian, reveal a company at risk of losing $140 million in voice and data
contracts. They also reveal staff are increasingly unhappy with the way the company is being run.

The news comes at a bad time, with Optus expected to begin a round of staff redundancies late next
week as part of a restructure designed to address, at least in part, the rising internal unrest.

Between October 2004 and March 2005 Optus surveyed hundreds of major business accounts, known
internally as icon accounts, worth about $300 million.

Accounts worth about $140 million were "at risk", according to the survey.
Optus customers spending more than $1 million each year and flagged "Red", or at risk, include
Austar, Mission Australia, Citibank, Apple Computer, Network Ten and Thiess.
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Optus has been struggling to find traction in the business market and it engaged in a pitched battle
with Telstra for customers, forcing pricing in the sector to historic lows.

Optus has undertaken a multi-million-dollar consulting program with McKinsey known as Project X and
continues to search for a replacement for departing business division head Peter Kaliaropoulos.

The Optus employee survey was undertaken by consultant Hewitt in March with a sample of 3000 of
the company's 10,000 staff.

Called "Cultural Change and Your Say", the poll was an update of a comprehensive survey of all staff
taken in November 2003. The survey was designed to measure the "engagement" of staff.

"Engagement is defined as the state of emotional and intellectual commitment in an organisation," the
report says.

Since November 2003 employee engagement has fallen from 48 per cent, in the indifferent zone, to
40 per cent, at the edge of the serious zone.

The report admits the company has too much bureaucracy and insiders say there is widespread
dissatisfaction with management. One Optus employee said: "The thing that really annoys Optus staff
is that virtually nothing is being done internally to improve efficiency levels and remove some of the
most outdated and absurdly ridiculous procedures and systems known to man."

Michael Sainsbury The Australian
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Singo Urges Ownership Changes

Macquarie Radio Network's majority owner, John Singleton, yesterday called for big media players to
be allowed to own up to four radio stations in a single market after last week's successful float of the
company.

Mr Singleton said the company was keen to expand its network and had not yet begun to push into
regional areas.

Federal cross-media ownership laws prevent an individual from owning more than two stations in a
licence area.

"Selfishly, I hope that in radio we don't have such a narrow focus because there's no market in the
world ... only allowed two radio stations ... you should have two AMs and two FMs," he said on ABC
Television.

"If that were to happen, that would increase our potential and we haven't attacked regional radio ...
there's a long way for us to go with radio ..."

Macquarie operates top-rating Sydney talkback station 2GB and easy-listening music station 2CH.
However, Mr Singleton said he was not expecting big changes to the ownership rules, despite the fact

the Howard Government had promised to reform them and was set to gain a majority in the Senate in
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July, allowing it to overcome opposition from Labor and the minor parties.

"There's sure to be no decisions made that are going to in any way affect the chances of John Howard
being re-elected as prime minister in the next term," Mr Singleton said.

"The changes to the media cross-ownership laws will be only those that don't (disadvantage) any
existing media owners."

Macquarie offered 3.16 million shares, barely 4.4 per cent of the company, in its IPO, all of which
went to Mr Singleton's associates and 150 employees of 2GB and 2CH.

Geoffrey Newman The Australian
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Angst Builds Over Beijing Trade Deal

A bitter fight is brewing between major sectors of the Australian economy over a free trade deal with
China, only days after negotiations for an agreement were given the go-ahead.

Most farmers and key agricultural exporters - wool, beef, dairy and grains - have set their sights on an
FTA with China, but the horticulture section is critical of any deal.

Manufacturers in all sectors are wary, even though they have already been stripped of the tariffs and
quotas that fostered their development over the decades.
The furniture industry is particularly opposed to the FTA.

Australia's $6.5 billion horticulture sector also has warned against the agreement.

AUSVEG chairman Michael Badcock said the Chinese vegetable industry was 100 times larger than
Australia's and did not have the same food safety and quality regulations.

Mr Badcock said West Australian carrot and cauliflower exports last year fell by 30 per cent because of
competition from China.

"An FTA with China will potentially open the door for a flood of cheap vegetables into Australia," he
said.

Australian agricultural exports to China were worth $2.4 billion in 2003-04, with wool exports the
biggest contributor at $1 billion.

Australian Wool Innovation's chief executive, Len Stephens, said China was critical for the long-term
prosperity of Australian woolgrowers.

China's growing middle class wanted to wear more high-quality wool apparel, and Chinese clothing
makers were becoming more skilled at producing high-value garments.

Dr Stephens said an FTA would get rid of the nuisance tariffs on Australian wool, and address other
issues such as quota administration and the mandatory retesting of wool.

Last year, Australia exported more than $550 million in meat, livestock and livestock products to
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China, including $50 million of premium-quality beef and lamb to high-end food-service and retail
outlets.

"This is just the beginning. Increased market access is the key to future success," MLA chairman
David Crombie said.

There were opportunities for Australian beef at the top end of the market, and also much potential in
offal exports.

The value of Australian dairy exports to China grew from $2 million in 1993 to $118 million by 2002. A
report by Rabobank estimates China's appetite for dairy products is growing about 14 per cent a year,
with imports increasing by at least 5 per cent.

Philip Hopkins and Ian Porter The Age Melbourne
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Google's profit soars

Google Inc's first-quarter profit increased by nearly six-fold as the online search engine leader's rapid
growth continued to soar beyond analysts' bullish expectations.

The Mountain View-based company said on Thursday that it earned $369.2 million (euro282.7 million),
or $1.29 per share, for the three months ended in March. That compared with net income of $64
million, or 24 cents per share, at the same time last year.

Revenue totaled $1.26 billion (euro960 million), nearly doubling from $651.6 million at the same time
last year. After subtracting commissions that Google paid to other websites in its advertising network,
the company's revenue was $794.5 million (euro608.4 million).

If not for a charge to account for stock options that Google awarded its workers before it went public
last August, the company's earnings would have ranged between $1.39 to $1.46 per share.

By any measure, the results easily topped the 92 cents per share forecast by analysts in a Thomson
Financial survey.

Google's earnings have beat analyst estimates in all three quarters since the company completed its
much-anticipated initial public offering of stock.

Bolstered by the company's stellar financial performance, Google's stock has more than doubled from
the IPO price of $85 per share.

The company announced its latest quarterly results after the stock market closed on Thursday.
Google's shares gained $6.12, or 3.1 per cent, to close at $204.22 on the Nasdaq Stock Market, then
surged another $10.83, or 5.3 per cent, in extended trading.

As usual, Google made virtually all of its money from the text-based ads that are related to online
search requests. The company gets paid each time one of the links are clicked upon on Google's home
page or hundreds of other sites that display the ads.
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Tough Time For Australian Wine Companies In UK

The British market research finding that there's a gender gap in consumption of Australian wine
suggests that wine producers could do more to attract female consumers.

First the good news. The average drinker of the Australian drop in Britain, the nation's biggest wine
market, seems more cashed up, is thirstier and spends more per bottle than the rest of the British
population.

But two studies from Wine Intelligence, the British market research group focused exclusively on the
wine industry, have found serious gaps, challenges and potential headaches ahead for Australian wine
companies selling to Britain.

One study looking at the British wine consumer 10 years out from now suggests that wine companies
will be selling more of their product to Britain in 2015 - but making less.

The study found that the British wine market, by volume and value, has roughly doubled since 1995,
but the average price per bottle has not kept pace with inflation, growing at only 2 per cent a year in
supermarkets and bottle shops.

This trend was likely to continue, with the growing power of supermarkets and a net increase in the
quality-wine supply globally keeping prices low in real terms.

The second study, Who Drinks Australian Wine in the UK, 2004-05, based on an online survey of 1184
British wine consumers conducted in November, found a notable gender gap among British drinkers of
Australian wine.

While men comprised 41 per cent of the sample, they represented 47 per cent of the population of
Australian-wine loyalists.

Similarly, while 59 per cent of the respondents were women, only 53 per cent of Australian-wine
drinkers were female, suggesting Australian wine companies could do more to build this part of the
market.

Leon Gettler The Age
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Landlines under threat

Households may ditch a million fixed-line telephones in the next three years as rental charges rise.
According to independent telecommunications expert Paul Budde, fixed-line rental costs have risen
about 40 per cent since 2001, while mobile phone costs have been falling.

Fixed-line rental costs about $30 a month.

Nearly a third of telephone calls made from homes are already on mobiles, and Budde, of Paul Budde
Communication, says between 10 and 15 per cent of European households no longer have landlines
as a result of competition from mobiles.
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Between two and three per cent of Australian households have done the same.
Budde says stiffer competition among mobile-phone carriers had brought prices down, to the benefit
of users.

A growing number of households, particularly single-person ones, are questioning whether a fixed line
offers value for money, considering rental is about $360 a year before even making a call.

Telstra is most vulnerable to mobile competition because it is the dominant fixed-line carrier.

Budde says the next three years will provide mobile carriers with a chance to lift their market share at
the expense of landlines.

"I estimate that between 20 and 25 per cent of households will go wireless over the next five years,"
Paul Budde predicts.

The likes of Telstra will meet this challenge with attractive landline bundles that include voice, high-
speed Internet and a new form of broadband television.

Telstra and Optus have announced their own trials of wireless broadband technology, but this may be
a defensive play.

"The fixed broadband network will always be cheaper than wireless because existing infrastructure
delivers the service from the street to the home," Budde says.

There were an estimated 11.6 million mobile phone users at the end of 2004.

Mobile carriers have made their product more attractive by bringing down the monthly cap.
Vodafone claims its $49 maxi cap has attracted 250,000 customers since its November launch.
The plan, which doesn't lock users into long, expensive contracts, offers $230 worth of value in
standard calls, voice mail, text, picture text and international calls.

Anthony Black Sunday Telegraph
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Online Banking Jumps

Competition in high-interest bank accounts has reinvigorated growth in online customer numbers.

Registered internet banking users jumped in the December quarter as BankWest and Suncorp added
spice to the competition for the online accounts.

The 7.3 per cent jump in online customers followed a long period of slow growth and came despite a
quarter marred by offshore internet banking scams. More than half a million new users signed up for
online banking during the period, bringing to seven million the number of active internet users. The
Market Intelligence Strategy Centre, which compiled the figures, also claimed user accounts now
managed $500 billion in loans. That accounted for nearly 32 per cent of the lending market, MISC
said.
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