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Quotations

It is not what you have lost, but what you have left that counts. -

Harold Russell

"The greatest problem with communication is the illusion that it has been accomplished."

- George Bernard Shaw

"Nobody counts the number of ads you run; they just remember the impression you make."

- William Bernbach

"A good story is like a bitter pill, with the sugar coating inside of it."

- O. Henry

Human beings, who are almost unique in having the ability to learn from the experience of others, are
also remarkable for their apparent disinclination to do so. - Douglas Adams,

Note how good you feel after you have encouraged someone else. No other argument is necessary to
suggest that never miss the opportunity to give encouragement. - George Adams

No man means all he says, and yet very few say all they mean, for words are slippery and thought is
viscous - Henry B. Adams
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Editorial

If you were to choose just one part of your personality to develop that would virtually guarantee your
success, I'd like to suggest that you place persistence at the top of your list.

Napoleon Hill, in his classic Think and Grow Rich suggested, "There may be no heroic connotation to
the word persistence but the quality is to your character what carbon is to steel."”

If you took a quick walk down memory lane and reviewed some of your accomplishments in the past —
large and small — you would have to agree that persistence played an important role in your success.

When you look to the successful, or notable greats, what could you find that was not in everyone
else? Persistence.

Why Have Australian less rights than Others in Recording Material?

Citizens of many other nations, including the US, Canada, Britain and Europe, have more rights in
enjoying the benefits of digital music and video without unreasonable constraints. Why not
Australians? Australian legislators have imposed what is probably the least most user-friendly
copyright regime in the Western world. We don’t we have the right to copy the contents of our music
CDs to an iPod or laptop computer. Nor do we have the right to make a back-up copy of a DVD, or to
record the television news on DVD or computer hard disk.

Why don't we have the right to "time-shift" TV programs so that we can record them digitally on a
personal video recorder and view them at our convenience.

The Attorney-General Phillip Ruddock has called for public submissions to the subject. He has
released an issues paper on "Fair use and other copyright exceptions - an examination of fair use, fair
dealing and other exceptions in the digital age". The link to the paper is to be found below.

International copyright authority James Boyle, professor of law at Duke Law School in the US and co-
founder of the Centre for the Study of the Public Domain, says politicians internationally have set back
free speech, competition, innovation and science by what he describes as "an international stupidity
pact" by extending the term of copyright and applying it retrospectively to the work of dead authors.
"Since only about 4 per cent of copyrighted works more than 20 years old are commercially available,
this locks up 96 per cent of 20th century culture to benefit 4 per cent,"

Australians have until July 1 to comment on the existing laws and suggest proposals. The paper is
available at:
http://www.ag.gov.au/agd/WWW/agdhome.nsf/0/E63BC2D5203F2D29CA256FF8001584D7?0penDocu
ment

We were alerted to this situation by Charles Wright of the Bleeding Edge Column in Melbournes Age

Back to top
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iPod Sales Bad for Disc Sales

Sales of MP3 players have exploded, signalling a radical shake-out of music retailing and the possible
demise of traditional record stores.

Market research firm GFK Group, estimates there are already more than a million devices in circulation
in Australia, with 1.5 million expected to hit the streets this year alone.
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Apple's popular range of iPod products is largely responsible, currently accounting for around 70 per
cent of the market. Apple plans to launch its online music store iTunes in Australia soon but
consumers can already download music legitimately and cheaply from several local sites, with new-
release albums available for $14.99.

Music industry commentator Phil Tripp said the revolution, with its potential for an increase in piracy,
had not proved as destructive for record companies as once feared, serving instead to reignite passion
for music. "The amount of interest in music at the moment is exploding," "An incredible thing is
happening - a generation can get great music at any time without having to go to a store."

The Australian Music Retailers Association is putting on a brave face, arguing there will always be a
market for hard copy music marketed in the right way. Spokesman Gavin Ward conceded CD sales
would contract. "We're working on the principle of a six to 10 per cent business decline by 2010," he
said.

The market for CD singles has been especially hard hit, falling 30 per cent over the year to a level
where it now equals mobile telephone ringtones.

Mr Nemeth said the formula had boosted Fish Records sales by 15 per cent.

The Sunday Telegraph
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Business Air Fares Jump 20pc

The price of cheap business travel has been increased by almost 20 per cent on the nation's busiest
routes over the past year as the airlines try to boost their profits without hitting ordinary travellers.
The increases on discount economy fares are particularly noticeable on some of the major routes
where Qantas low-cost offshoot Jetstar is not operating.

By comparison, the American Express Asia-Pacific second quarter review of business airfares found
domestic fares in other categories rose between 4.4 per cent and 4.9 per cent.

Amex's Sydney-based head of consulting services Robert Tedesco said yesterday the increases
suggested airlines were trying to close the gap between their top two fares and push business
travellers towards their most expensive offerings.

He said the increases reduced the incentive for corporate travellers to move outside company travel
agreements and away from the more expensive tickets. "When too many people purchase that
cheaper fare, then ... yields (a measure of profitability) are going to come under attack," he said.
The increases in Australia compared with equivalent Asia-Pacific rises of 3.6 per cent in first class,
4.4per cent in business, 3 per cent in full economy and 4.2 per cent in discount economy.

An exception was New Zealand, where changes to service quality have seen full economy fares on
long-haul routes surge by up to 20per cent.

Courier Mail
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Virgin's Tickety-Blue

Virgin Blue is positioning itself to grab a bigger share of the inbound tourism market using a world-first
technology that allows it to more easily forge alliances with overseas airlines.
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New codeshare technology developed for the airline's Open Skies reservations system will be used to
launch a wide-ranging codeshare with sister airline Virgin Atlantic.

The move means Virgin Atlantic customers coming to Australia can buy tickets and travel beyond
Sydney to destinations such as Melbourne, Brisbane, Adelaide, Cairns, the Gold Coast and Coolangatta
using a single reservation code.

Virgin Blue has been pushing to change the software - used widely by the world's low-cost carriers but
unable to communicate with global distribution systems - for at least two years. It had also been
talking to overseas airlines about codesharing possibilities but was unable to efficiently carry through
without the software changes.

The Australian
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Australia Could Be Entering an Economic U-Turn

A record current account deficit, slower retail sales and lower export volumes reveal an economic
reversal of fortune.

Figures show banks repaid more than $10 billion of foreign debt in the March quarter, annual credit
growth slowed again in April, while the hottest April for 50 years sent department stores into free fall.

The signs of a slowing in Australia's debt-led consumer boom came as the Bureau of Statistics
revealed that the current account deficit hit another record in the March quarter, mounting to a
seasonally adjusted $15.6 billion, or 7.1 per cent of GDP.

Treasurer Peter Costello forecast a better result for the June quarter, with exports lifted by last
month's sharp rises in coal and iron prices. The March trade deficit was $7.1 billion, just below
December's record.

The Bureau of Statistics said exports had risen just 4 per cent since 2001 while imports swelled 50 per
cent.

Net foreign debt rose by just $3 billion to $425 billion, roughly 50 per cent of GDP, as the banks pulled
back from derivatives positions and repaid more foreign debt than they took on - a sharp change after
borrowing a net $50 billion in 2004.

Even without seasonal adjustment department store sales declined in what is usually a bumper month.
By contrast, sales by all other retailers rose 1.2 per cent in raw terms and 0.4 per cent after seasonal
adjustment. Which may explain why Coles Myer and DJs decided to launch this year's July sales in
May. Even in smoothed trend terms, department store turnover has risen just 0.7 per cent in the past
year.

In sharp contrast, sales jumped 7.4 per cent in household goods stores, 4.3 per cent in clothing stores
and 6.7 per cent in recreational goods stores.

The Age
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Farmers Reject Final Sale of Telstra

Australia's peak farmers' lobby has told Prime Minister John Howard to halt the $33billion final sale of
Telstra, saying not enough has been done to improve services in the bush to justify full privatisation.
Two years after the Government promised to upgrade regional services, an NFF taskforce has found
key recommendations of the 2003 Estens inquiry into rural telecommunications services have not been
properly implemented.

The peak farmers' group is particularly concerned by the Government's commitment to "future-
proofing" rural services, ensuring people in the bush receive upgraded services even after the
Government's remaining 51.8 per cent of Telstra is sold.

But there are signs that the Queensland Nationals are softening their hard-line opposition to the
Telstra sale, amid concerns they will be left out of the privatisation debate.

The Australian
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Google talk thumps eBay

Shares of eBay fell almost 2 per cent overnight on worries that Google may offer an online payment
service to rival eBay's PayPal as soon as this fall. The Wall Street Journal and New York Times
reported that the worlds No 1 web search company this year may launch "Google Wallet," an
electronic-payment service. Google shares rose about 2 per cent. A spokesman for Google declined to
comment. Like PayPal, the service could let users pay for purchases on Web sites by funding
accounts from their credit cards or checking accounts.

In April Google filed to start a new company called Google Payment Corp., according to California's
department of corporations. In March, Google began testing a third-party electronic funds transfer
service to send payments to Web sites that carry Google ads.

Reuters
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NZ Shock for Woolworths

Less than a month after Woolworths' $2.5 billion move into the New Zealand market it is facing a new
threat there from Warehouse Group's plan to start selling groceries.

Warehouse Group yesterday confirmed its plans to roll out hypermarkets, a version of its general
merchandise stores that will include a full grocery offering.

Speculation is also mounting that German grocer Aldi is about to make its debut in New Zealand.
Warehouse chief Ian Morrice flagged the hypermarket rollout at an industry conference, and according
to a delegate, said that the first two stores would be opened in about 12 months.

A Warehouse spokesman told The Australian yesterday the company's network had the capacity to roll
out more than 20 stores.

The large format stores will comprise general merchandise, as seen in Warehouse's ubiquitous Red
Shed stores, and a "full grocery offer".

Woolworths, which last month spent $2.5 billion to buy Foodland Associated's Progressive Enterprises
business in New Zealand, could not be reached for comment yesterday.
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Howard Protects Qantas

The Howard Government will continue to protect Qantas from extra competition on its lucrative Pacific
route, as it launches a wholesale review of the aviation industry.

Despite three years of persistent lobbying from Singapore to open up the route, John Howard has
telephoned his Singaporean counterpart, Lee Hsien Loong, to tell him a final decision would be
delayed indefinitely.

A top-level ministerial committee will consider major changes to aviation policy including lifting
restrictions on foreign ownership of Qantas. It will also review market access rules for foreign airlines
into Australia and on other key international routes including the Pacific.

"It's all in the melting pot," a senior minister told The Weekend Australian yesterday.

The Singapore application to fly the Pacific route in competition with Qantas has been deferred to
allow time for the industry reappraisal.

Qantas chairman Margaret Jackson and chief executive Geoff Dixon told senior ministers in Canberra
last week that the world's oldest continuously operating airline had come to a strategic crossroads.
The pair said Qantas would have to consider making major changes to its corporate structure if there
was not an overhaul of aviation policy.

The company warned that giving Singapore Airlines access to Australia's US routes would severely
reduce Qantas's profit, because the "playing field is uneven and grossly distorted by (Singapore)
government ownership and agendas".
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Airlines Deny Merger Talk

Qantas Airways and Singapore Airlines have both poured cold water on reported talks of a merger.
Qantas said it supported the move toward consolidation in the aviation market but it had no plans to
merge with another airline. "Consolidation is happening in other parts of the world and we support
moves toward that," a spokesman said. "However, there are no plans on the table for consideration."

Qantas was responding to remarks by an Australian federal minister backing any proposal for Qantas
to merge with Singapore Airlines.

"We understand the minister was taking about a hypothetical situation," the Qantas spokesman said.

Singapore Airlines said the proposal was novel but was not under consideration.
AAP
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Retail Squeeze

Roy Morgan Research chief executive Michele Levine says retail's middle market is getting squeezed

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



MARKETING
ASSOCIATION

NEW ZEALAND

THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

out by the lucrative top and high-turnover bottom ends of the market.

"When we say the middle market is disappearing, we are not saying that there are no people in the
middle market, we're saying that the value for people in business (in the middle market) is dwindling,"
Ms Levine says.

To back-up the theory look no further than the 23 company-owned Collins Booksellers in voluntary
administration after more than eight decades in the business.

In a report to creditors this month, recovery firm Grant Thornton said the arrival of large booksellers
such as Borders, combined with the aggressive nature of the discount department stores that
sometimes sold below cost, was a primary reason for Collins' demise.

But it is not just books.

This week, middle market retailer Just Group - which includes the Just Jeans, Portmans and Jay Jays
stores - issued a profit warning, cutting its full-year profit forecast by 16 per cent due to slowing sales.

According to Ms Levine, the warning shows the top end of the market is winning as it is selling more
than just a product - prestige products are perceived to have "added value" in a unique shopping
experience.

So, what can middle market retailer Just Jeans learn from its competitors, such as the sassy Sass and
Bide label?

Ms Levine says the top end benefits from the high-spending, brand-conscious neo consumer - a group
that accounts for 52 per cent of discretionary spending even though it represents just 24 per cent of
the population.

"Whether you are a bookseller or in the jeans market, it really would serve you well to understand
what this leading-edge market is looking for.

"You are not trying to market jeans to somebody who needs one pair of jeans in their life . . .
Understanding this market enables you to capture more frequent purchasing," says Ms Levine.
Still, Ms Levine said middle market retailers could do worse than look at the success stories - the
middle market retailers that have lifted their brand up a notch. Toyota's prestige Lexus brand and
David Jones' young designer outlet stand as proof that it is possible to leave the middle market
behind, whether it is cars or clothing.

It is a technique Ms Levine says middle market retailers should consider emulating.

"The middle market is going to become a really bad place to be playing," she says. According to Ms
Levine, to succeed, retailers ". . . should be looking to see how they can capitalise on value, on high-
yield and on giving consumers what they want and need rather than just doing everything cheaply".
Sydney Morning Herald
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Personal Lending Jumps

Total personal finance commitments rose 2.1 per cent in April, seasonally adjusted, to $6.106 billion
compared with an upwardly revised $5.978 billion in March, the Australian Bureau of Statistics said
today.

Total commercial finance, seasonally adjusted fell 13.7 per cent in April to $23.177 billion from
March's $26.841 billion.

The purchase of dwellings by individuals for rent and resale rose slightly by 0.3 per cent, adjusted.
Lease finance rose 11.7 per cent in April, to $575 million compared with $515 million in March.
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Free Trade, a Con

It is two years since the US and Australia signed a free trade agreement, and it is nearly 60 years
since George Orwell introduced the concept of "newspeak”, which describes how politicians often
subvert language to make it mean the opposite of what it says

"US-Australia free-trade agreement" is a perfect example. If this agreement were truly about free
trade we would not need a 500-page document outlining exclusions, clarifications and timeframes.
There has been a lot of publicity about some of Australia's non-subsidised agricultural products, such
as sugar, being prohibited from the subsidised US market, or about the Americans' attempts to subject
our pharmaceutical benefits scheme to their own drug company-friendly pricing structures. There has
been much less comment on the provisions the FTA makes for copyright and the protection of so-
called "intellectual property" (IP).

The US is a net exporter of IP and Australia a net importer. The US will use the IP provisions of the
free trade act to impose its views and its laws on Australia, where IP laws are a little less draconian.

In the US there is a whole industry built around suing software developers for copyright and patent
infringement, and in using the legal system to suit the requirements of the rich and powerful. We've
seen evidence of this in recent attempts by US computer companies to bully the CSIRO into giving up
the rights for wireless communications technology.
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New Bloke is No Joke

A new breed of ultra-feminine straight men has arrived that make the metrosexual look like a rugged
caveman.

Variously called "mirls" - male girls - or "hermaphrodudes"”, they're not afraid to carry a manbag, wear
feminine jewellery, spend a fortune on fashion or work in traditionally female jobs.
Yet when it comes to romance they remain committed to pursuing the opposite sex.

While metrosexuals could be identified by their pink T-shirts and occasional moisturiser,
hermaphrodudes take it a step further, wear pink scarfs and work in women's fashion and lingerie
shops.

In recognition of the mirl revolution, female fashion chain Sportsgirl released a line of "boy jewellery"
specifically for guys.

Sportsgirl spokeswoman Prue Murphy said the line of wood and bead necklaces, bracelets and leather
chokers and wrist straps had sold well.

"Girls would buy them for their boyfriends or a guy might come in with his girlfriend and see them and
take an interest," she said.

Herald Sun
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Golden Arches Still Have the Recipe for Success

The results of the 2004 Deloitte Franchisee Satisfaction Survey, conducted for the first time and
released this week, show that not all franchises are created equal. Only 52 per cent of franchisees
surveyed believed the reality of owning a franchise lived up to the promises made by the franchisor.

The survey was conducted between November 2004 and February 2005 with 34 franchisors from 20
different industry categories. In total, 388 franchisees completed the survey. The franchisors with the
highest satisfaction from their franchisees were Watch 24 Security Services, for the group with more
than 20 franchisees, and Poolwater Services for those with less than 20 franchisees.

Survey participants were asked 95 questions that covered such factors as:

The attitude of the franchisee towards its franchise system.
The relationship between the franchisee and the franchisor.
Systems and technology of the franchise.

The physical environment.

Financial rewards and opportunities.

Marketing.

Two of the key findings were franchisors that form strategic alliances with their franchisee network
gain the most in today's competitive business climate, and franchisors are becoming more selective in
their choice of franchisees.

Anyone who thinks owning a franchise does not require hard work will be disappointed by the survey
results. It found 29 per cent worked between 51 and 60 hours a week, 32 per cent worked between
41 and 50 hours, and 13 per cent worked more than 60 hours a week.
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Word-0f-Mouth Campaign a Cut Above The Rest

Can a brand get noticed without a big ad campaign? Absolut made marketing history when it launched
a spin-off brand, Cut, without a cent being spent on traditional advertising.

Public relations, point of sale, online, event marketing, even a branded pub in a suitably gritty part of
town. Every element of the marketing mix was there at the launch of Absolut's spin-off brand, Cut, bar
one, a media schedule.

The only thing missing was the one element that has been present for the launch of a major spirits
brands since marketing was invented. The drink company opted instead to lease its own bar, brand it
and stage a major photography exhibition there.

Absolut's biggest challenge is to persuade men to switch from premium beer into a category
dominated by sweeter offerings drunk mainly by women, or at the very least add it to their repertoire.
Not just any men but people at the cutting edge of creativity, the pied pipers of fashion, cultural and
everything cool, known to the researchers as the "cultural creatives". Get them and the theory goes
the larger "active urbanites" follow.

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
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"It would be mental for us to suggest to a client we could effect massive social change by slapping on
a TV commercial saying; 'Hi guys, it's OK now to be seen with a white spirits-based RTD in your hand,
now go buy our brand'," says Mat Baxter, managing partner of Absolut's communications agency,
Naked.

Absolut took out a short lease on two pubs - one in Sydney's Surry Hills, the other in Melbourne's St
Kilda - hired bands, DJs and put on a photographic exhibition on life in five state capitals. Visitors to
the Absolut Cut bar will get a free bottle of Cut and eventually the public will be given a chance to
contribute their photos, generating what Absolut hopes will be a viral element to the campaign.

Absolut and CUB are joining a long list of marketers globally who are looking at alternative forms of
marketing to get through the increasingly cluttered advertising landscape, says Justin Kirby of the UK-
based Viral and Buzz Marketing Association. Used in conjunction with conventional marketing, stunts,
guerilla campaigns and events can be effective in promoting advocacy, the marketing term given to
people who push the brand to colleagues and friends. But one of the greatest hurdles facing such
marketing techniques is the time it takes for a word-of-mouth campaign to gain mass.
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Apple Abandons IBM for Intel chips

Apple Computer, for years a niche operator, took another step toward the market mainstream
overnight by abandoning IBM chips in favour of Intel to power its Macintosh machines.

Chief executive Steve Jobs told 3800 software developers attending an Apple conference that new
Macs will come with Intel microprocessors "by this time next year".

Under the alliance with the world's biggest chip maker, all Apple Macs will be equipped to handle Intel
rather than IBM processors by the end of 2007.

"Our goal is to provide our customers with the best personal computers in the world, and looking
ahead Intel has the strongest processor roadmap by far," Jobs said.

The company has been trying hard to cash in on the runaway success of its iPod digital music player,
recently launching a "Mac Mini" computer to lure customers away from Windows PCs.

However, analysts said that Apple's fanatically loyal fan base may yet look askance at the Intel tie-up.
Agence France-Presse
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Coke Goes Experiential
Coca-Cola's move away from traditional marketing took another step this week when it announced its
biggest push ever into "experiential marketing" by organising rock concerts around Australia for the
second year running and creating an online music community to accompany it. Julian Lee reports.
Such was the success of last year's Live n Local tour, which staged 14 city and regional dates with hot
Australian bands, that Coke has "dramatically" expanded this year's event, Live 05, said John Wardley,

general manager of marketing at Coca-Cola South Pacific and Korea

This year there will be 40 concerts, including session dates open only to under-18s in no-alcohol
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venues. Other additions include up to $15 million in prizes, as well as a music industry gossip and
information website, The Network, through which consumers can enter the promotional draws.

"We see the internet as the third space [the other two being school or work, and home] for youth
where they are spending more and more time and it's appropriate we spend more time there," said Mr
Wardley, who said the web component was the "missing link" from last year.

This year Coca-Cola expects the number of youngsters attending the gigs - the costs of which are
underwritten by Coca-Cola - to rise by 40 per cent to 75,000. This year's line-up of bands has yet to
be announced.

Although the numbers are small by comparison to traditional media, the move signals Coca-Cola's
ambition to opt for a more targeted approach to reach 16-to-24 year olds, choosing to own the
medium of music rather than rely on traditional advertising to get its message across.

Research from last year's Live n Local tour showed trademark Coke's ratings among teenagers had
"improved significantly".

Using bottle codes, consumers can enter the promotional draw and either redeem their points for
instant prizes on the hour or save up for special prizes such as having dinner with a band, or free
tickets to the gigs.

Back to top
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China Telecom Is Facing Difficulties

Recently, China’s telecom industry, once known as the “silver rice bowl” guaranteed to make profits,
has consistently shown a downhill trend. New telecom companies continue to emerge and the industry
is under-regulated. The telecom companies are losing money due to poor internal management. This
has caused China to lose enormous profits.

According to a recent report from Outlook Weekly, a direct impact of the large nhumber of telecom
start-ups, that aren’t properly regulated, has created an extremely competitive market as companies
vie for customers. The slow process for regulating telecom, the weak market adjustment mechanism,
lack of self-regulation, and inadequate asset management systems have lead to chaotic competition in
the current telecom market. The main problems manifest in the following ways:

1. Profitability Declines

The keen competition among telecom companies, plus the fact that the government loosened the
market supervision prematurely, have caused “dumping” to occur. These factors have resulted in
severe cuts to the profitability margins. To worsen the matter, an even cheaper Personal Handyphone
System (PHS) came onto the telecom market and further decreased the market for cell phones. The
less expensive cell phones and the growing PHS products have eroded the market for home phones,
thus shrinking the [usual] increase in state profits.

Although the number of consumers in China’s telecom industry ranks very high globally, the overall
profitability margin is still low. In 2003, the average capital stock return on equity (ROE) of China
Mobile, China Unicom, and China Telecom was 17.9 percent, which is far below the 50 percent of
Telefonica Mobiles, the 43 percent of Italy Mobile, and the 37 percent of TelMex. As the companies try
to lower prices, the average profit margin of the many telecom companies in China continues to
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decrease.
2. It is Hard to Form An Efficient Competition Environment

The trend of the current China telecom industry is “the strong get stronger and the weak get weaker.”
It is very hard to form an efficient competition environment. In 2001, the profit ratio between China
Mobile and China Unicom was 86.5 to 13.5. In 2003, the profit ratio was 89.5 to 10.5. It is estimated
that in 2004, the profit ratio will be about 91.6 to 8.4. In 2003, among the 70 billion yuan profit
earned by the telecom industry, about 74 percent was earned by China Mobile. Therefore, China
Mobile only needs to rely on its cost advantage and lower profit margin of its sales, to easily beat out
all competitors. The government agency that supervises the telecom industry loosened the market
prematurely, which caused competition between companies to lessen. It is almost impossible to form
an efficient competition environment now and that is a great disadvantage to the development of the
telecom industry.

3. A Deficit Crisis is Looming

Too many companies and an under-regulated environment severely hinder the healthy development
of telecom companies in China, and directly lead to an imbalance between the amount of business and
the expected revenue. According to statistics from the Ministry of the Information Industry, in 2002,
the trade done by telecom businesses in China increased by 29 percent but the increase in revenue
was only 15 percent. In 2003, although business increased by 32 percent, the revenues dropped to 14
percent. Last year, the amount of business increased by 38 percent, but revenue was only 13 percent.
This indicates a rapid decline in market spending on telecom products

If the current situation continues, it is estimated that in 2006, the overall market spending on telecom
products will be 29 percent of that in 2001. In the next few years, the telecom companies in China are
very likely to lose money. In fact, in the last two years, the telecom industry has already needed to
use profits accumulated from previous years to stay afloat. In China, the four major telecom
enterprises are all state-owned. Hence, too many companies and an under-regulated environment
have severely hindered government’s income. The ultimate loser will be China.

The Epoch Times,
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Articles

Buzz Marketing
Here are five common misconceptions about buzz marketing
1. 'Buzz spreads will spread like wildfire!"

Big news can travel fast, but many marketers refuse to realize that most news about products is not
earth-shattering and therefore can spread at a painfully slow rate.

While customers are still pretty receptive to messages from their friends, they don't remember all
these messages - and certainly don't act on all. Moreover, people are selective about what they pass
on to their friends. They don't automatically press the "Forward" button in their email programs
(although it sometimes seems that way).
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Something else that slows down buzz is that people socialize in clusters. Sometimes people don't
even talk to the folks in the next building. Second and most important: Look for ways to accelerate
the rate through both traditional and non-traditional methods.

2. 'All you need is a good product

Great customer experience is the foundation of word-of-mouth, but usually it is not enough. For buzz
to spread, you need two things: a product with some inherent value that makes people talk, and some
activities that accelerate the process.

3. 'If you get buzz, you don't need any further marketing'

Good buzz is the best thing you could wish for. But, in most cases, distribution, advertising, promotion
and other traditional concepts are essential to translate the goodwill surrounding your product into
sales.

Buzz will probably need to be accelerated through tools such as advertising, PR and direct mail. A
2005 study from NOP World confirms that information distributed via mass media often feeds
conversations among consumers. For example, 54% of respondents in that study said that information
they found in a magazine contributed to a recommendation they made to another person.

Advertising is not a four-letter word. It's a tool that can actually be very effective in stimulating buzz
when used correctly.

4. 'To get buzz going, all you need to do is find those early
adopters/connectors/evangelists (or simply really cool people)’

Working with influencers is an important part of word-of-mouth marketing, but it isn't everything.
Other strategies are used to stimulate people to spread the word. You can stimulate talk through
special events or experiences. You can do it by creating entertaining content that people want to pass
along (check out www.redbullflugtagusa.com). You can also stimulate word-of-mouth through referral
programs, and sometimes you can even do it through advertising. The second misconception is
thinking that all of these labels describe the same type of person.

The important point is that one should not automatically assume that these are all the same people.
For example, an easy mistake companies make is to jump to the conclusion that satisfied customers
are also influential in their own networks. Happy customers can (and should) be engaged in referral
programs and special activities. (

The same type of confusion exists regarding whether opinion leaders are early adopters. Yes, there is
a positive correlation between the two terms, but opinion leaders don't automatically adopt every new
product they come across. They can be early adopters of certain products and early rejecters of
others.

5. The 'Online/offline!'argument

Online and offline are not mutually exclusive. You must consider both.
MarketingProfs.com
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What Makes A Great Brand Name?

A great brand name communicates the brand strategy.

Words and names carry their own intrinsic meaning. Whether very rational and descriptive (Deskjet),
or more imaginative and emotional (Yahoo!), a word or name projects a meaning. Your brand name
should communicate your brand strategy, so that, as a one word commercial, it is communicating the
right message!

A great brand name is easy to use

Some names are easy to say, and the sounds themselves have their own appeal: they 'roll off the
tongue'. Also, everyone understands their pronunciation in the same way, and the name is spoken the
way it is written. These are just some of the language characteristics of a great brand name.

A great brand name fits your existing nomenclature

A great brand name is ownable

As you build your brand you also need to protect your investment. Your brand name will help you
identify your goods and services in the marketplace, and distinguish them from the offer of other
companies. A great brand name will help you achieve this, as an ownable Trademark.

Colin Bates http.//www.buildingbrands.com
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Building Better Brands:
Brand lifecycle management, myth or reality?

Building and maintaining distinctive, recognizable brands is an important activity. Faced with fewer
blockbuster products in the pipeline, increasingly crowded areas and the onslaught of more aggressive
competitive entrants, organisations are recognizing the need to take a more strategic approach to not
only developing and maintaining new brands, but also to maintaining and evolving established brands
for maximum competitive advantage.

Managing the lifecycle of a brand has historically meant maximizing marketing investment for launch
and sustaining a level of investment through peak, only to let the brand go from boom to bust as
patent expiry looms. To what extent are we missing out on improving return on investment (ROI) by
failing to optimize opportunities at every stage of the brand’s lifecycle - from development and pre-
launch, through peak and maturity, up to and beyond patent expiry? Are we still paying lip-service, in
some cases, to the notion of brand equity? Or, in recognizing the value added by strong branding,
can we begin to realize the value in the developing best practices for brand lifecycle management?

Certainly, organisations are more versed in brand management than ever before; but at the long-term
level of implementing and leveraging brand, there appears to be something missing in translation. The
question for debate is: brand lifecycle management, myth or reality?
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Laying the Foundations

Optimizing the opportunity for the brand comes down to maximizing and maintaining the key brand
variables - Positioning, Personality, Brand Name and Identity. Establishing clear and strategic
foundations is fundamental to underpinning the development of any brand. The blueprint of great
brands can be seen to meet four key criteria:

Relevance. Understanding the existing brand dynamics of the market segment(s), the unmet needs
in the market, the hearts and minds of both retailer and target consumer, is crucial to determining the
relevance of the window of brand opportunity.

Credibility. The paradigm shift in consumer power has created a compelling push-pull dynamic,
which has forever changed the way in which a brand is brought to market. Brand cues and
communications, therefore, need to be taken into consideration and be credible across all target
audiences. Brands need to speak the markets language.

Differentiation. It is vital that the branding foundations being put in place are defined for
differentiation vis-a-vis the future brand context, as much as the current brand context.

Stretch. Ultimately, those branding foundations should be sufficiently flexible, to accommodate
changes in the market and for the life of the brand.

Getting the branding right will never compensate for a poor product; but getting the branding wrong,
or failing to unlock the true potential of a brand, can make the difference between good brand
recognition and loyalty and great brand recognition and loyalty - thus impacting on the bottom line in
terms of the difference between good ROI and great ROI.

Increasingly, organisations should think about ways in which they can start to take ownership of
"white space" around the brand in the lead-up to launch, leveraging branding that shapes the
perspective of the market. Leveraging the power of language surrounding the brand can play a critical
role in helping to shift mindsets and influence behaviour.

In the past, organisations had a tendency to operate by taking the rising stars of the pipeline to
market in cruder terms - a trademark was secured, an advertising campaign rolled out and a brand
was born. Clearly, we have progressed from those days. Yet, for global brands to become a more
effective and efficient, long-term commercial reality, an approach to brand-building must be adopted
that is as much inside-out as outside-in.

Despite substantial progress having been made "outside-in" in a better understanding of and
engagement with the dynamics of a rapidly changing market, with an increasingly enfranchised end-
user - are we, nevertheless, missing opportunities for our brands by not understanding the role of
brand "inside-out"? Is the external window of opportunity for the brand being undermined by lack of
internal buy-in and integration of brand within the organization, by insufficient structures and systems
to ensure that branding begins at the "right" time? A clear understanding of brand and a well-
entrenched framework for brand development is a basic, but crucial platform for ensuring that the
brand is optimized for launch.

For example, carrying out the legal, linguistic and regulatory due diligence required to secure the
global brand name alone is becoming increasingly challenging and time-consuming. Starting the brand
development process too late can be a make or break point when it comes to hitting launch on time.
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Equally, having a clearly defined brand in place pre-launch means nothing unless it is rolled out
consistently and effectively across all manifestations and touch-points of the brand, ensuring that
brand messaging and communications are clear and consistent - from advertising, PR and sales-aids,
down to use of colour and shape on the product itself. Clarity of brand proposition and consistency in
communicating that proposition are the watchwords of good branding. With global brands fast
becoming a strategic imperative, organisations have to move equally fast to make them a reality.

Critically, there needs to be greater consensus within organisations on the branding of products -
from a fundamental understanding of why brand matters, to practical issues of when the brand
development process should start, who is responsible for that process and how it is going to be
implemented.

Brand Maintenance

Optimizing opportunity for the brand is something that should never go out of focus throughout the
lifecycle of the brand. Whilst considerable time and investment are made in creating and developing a
brand in the lead up to launch, important consideration needs to be given to maintaining and
managing the opportunity for that brand following the launch. Faced with faster and newer entrants to
the market, how do you ensure that your market-leading brand does not fall victim to pretenders to
the throne?

Again, the goals of Relevance, Differentiation, Credibility and Stretch should be applied continually to
check and monitor the health of a brand. As the market changes, brand managers need to be
proactive in pre-empting and responding to those changes, anticipating and accounting for new
competitors and laying the foundations for new indications and formulations. The essence of brand
lifecycle management, therefore, increasingly needs to take the form of brand "guardianship," with
responsibility for managing, maintaining and extending the potential of that brand throughout its
lifecycle.

As much as systems and structures need to be in place to determine and develop the brand
opportunity, these systems and structures should be established with a view to the long-term
management of brand lifecycles

Building brand lifecycle management into the fabric of an organisation necessitates a concomitant
change in our approach to the value of brands in the industry - no longer with a sense of resignation
in the face of patent expiry, but with a clear and strategic vision for the long-term, commercially viable
potential of that brand. Brands are by no means and can never be a panacea for better products
coming to market with improved benefits, nor, for generic entrants offering a cheaper alternative.
Brand equity, however, can play a considerable and substantial role in helping to maintain a premium
position and, ultimately, in slowing erosion of sales and market share by subsequent entrants.

Extending the Brand

Managing the lifecycle of a brand means anticipating and preparing for brand "after-life." Line
extensions, innovative methods of delivery, next generation products are fast becoming the new
"after-lifeblood" of the industry. Let’s not forget the importance of the one element that will remain
constant throughout the lifecycle of a brand: the brand name.

Positioning, packaging and communications are all subject to variance and change but the brand
name will endure. A great name encapsulates the brand, ignites consumer recognition, helps define
personality, and differentiates from competitors in the marketplace. As the first public act of branding,
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the brand name can be leveraged to create awareness and start to build product pull. Equally, in
seeking to extend the life of existing brands, equity that has been established in a brand name during
its on-patent life can provide a solid platform for line extensions, new indications and new
formulations.

Equity in the brand name, therefore, should not be underestimated, as organisations seek to maximize
ROI by evolving and extending established brands.

As equity in the brand name can be leveraged, so can equity in the brand identity as a whole,
including the visual components of the brand, such as use of colour and shape. While on-patent life is
subject to expiry, trademarks are renewable - a fact often neglected by brand managers. All forms of
intellectual property, therefore, from patent, to trademark and "get-up" should be protected
vigorously.

Nor should equity in the corporate brand be underestimated. For the most part, the corporate brand is
a blank canvas, whose added-value, whose benefit proposition is yet to be articulated in the hearts
and minds of the market. One could envision customer loyalty becoming considerably deep-rooted to
an organisation that has built up a reputation around developing brands that are "senior-friendly" (for
example, through proprietary delivery systems or innovative forms of packaging), or to an
organisation that has established a level of excellence in customer service. Once clearly defined and
effectively articulated, corporate brands could start to create a new level of endorsement, of brand
lifecycle added-value.
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How to Select a Market Research Company

How can you meet the needs or "hot buttons" of current clients, while becoming nimble and
consistent with an existing or new brand? How do you attract new clients necessary to keep the
business growing? Spend more of your marketing dollars? Be first to market? Sign on a big celebrity
spokesperson? PR? -

Successful brand managers and marketing executives must understand that what works is
understanding and developing an emotional connection with clients. This emotional connection needs
to differentiate the brand and build long term equity, loyalty, and understanding. People who feel
good about doing business with you will continue to do so for a long time.

Understanding your customers, what they want, how they feel, and what matters to them most, is key
to maintaining and growing your business. Further, finding a way to approach consumers that reaches
them on an emotional level often results in breaking the tie created by a marketplace with largely
undifferentiated products, such as home equity lines, free checking, toasters.

Market research should play a significant part in keeping you ahead of your competition and assisting
you in improving your bottom line, as well as increasing your market share while decreasing your
market spend. The right research organization will help you drill down to right messaging that will not
only motivate your targets to work with you, but also strengthen the brand in the process.

In seeking a competitive advantage in the marketplace, particularly in a largely undifferentiated and
cluttered environment, early stage testing is critical. But there are many research organizations out
there.
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Five key points to look for:

1. An organisation that can move quickly to help you stay ahead of your competition;

2. An organisation that's flexible enough to answer your questions whatever they may be, one that
will not just fit you into their format, but provides you with an understanding of a variety of issues in a
short period of time;

3. An organisation, which by testing a myriad of issues at one time, is capable of providing you both a
thorough understanding of your initiatives and detailed answers and recommendations;

4, Predictive measurements so you know that you can take your results "to the bank"; and

5. One that will give you clear recommendations, so there is no guessing what your next steps should
be.

Your market research supplier needs to be capable of moving quickly enough to keep a constant
supply of good ideas moving forward. Market research should not only rate the success potential of
your ideas and advertisements, but should also be able to help pinpoint opportunities for improving
products, ads and promotional pieces while you keep these moving forward. Good ideas are often no
longer good when you wait months for results. To have data back within a week with detailed
recommendations keeps you ahead in the competitive race.

The market research company you choose should be flexible enough to deal with all of your research
issues among whatever key customer groups are important to you. Whether you have issues to
explore, product ideas to describe, print materials to show or advertising to expose, your research
supplier should be able to conform to your needs, providing the necessary testing among your target
customer group to provide a complete evaluation of your total campaign if that is part of your
objectives. Flexibility means reacting to your problems, whatever they are, with creative and sound
solutions.

Your market research company needs to also be proactive in answering a variety of questions and
issues, with detailed, yet simple to understand answers. Not only should it understand the strategy
behind your ideas and ads, but more importantly how best to approach the issues that will provide the
best possible research to help turn your problems into actionable next steps.

Your research company should be creative enough to think outside the box and apply both its
experience and knowledge to each and every research need. Market researchers should know the best
approach to address your issues, as well as the advantages and disadvantages of various research
solutions. As there is little difference across consumer offerings in the banking industry, your
researcher should provide you with key customer insights as to how respondents feel about your
brand whether or not it is on the right track. Questions might include:

* What do customers want?
* How do they feel about my brand?
* How can I differentiate myself in the marketplace?

The ability to thoroughly understand your issues (and to combine them into one piece of research
when possible) will not only give you a more holistic answer, but will save you time and money.

Most importantly, market research results should be predictive. The last thing you want to do is to test
and not be confident in your results. Look for a research company with a methodology that has been
validated to be predictive of actual marketplace results. This enables you to understand the market
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potential of your new ideas such as: Is the idea something that your general target customer would
try; or, should it be focused against a specific segment or niche group?

By understanding the consumer segment that is most interested in your ideas or ads, you can
estimate sales and/or revenue more easily to determine whether or not the idea is worth pursuing.
The key is finding a research methodology that not only identifies these potential segments, but also
does so in a statistically significant way. You should not have to guess to whom your ideas are
appealing.
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