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Editorial 
Truth 

 
Winston Churchill, once said, "The truth is incontrovertible. Malice may attack it and ignorance may 
deride it, but in the end there it is."  
 
The words you believe, the words you think, the words you feel, may or may not be true. The words 
of your experience are true. Wherever you are today is the sum total of every experience you have 
had in your life.  Whatever good happened to you, you ought to take credit. And whatever blame 
happened to you, you get that too.  
 



THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND 
       ______________ 

WEB: www.marketing.org.au                                                 E-MAIL: info@marketing.org.au 
2 

 

Wherever you are is okay, because you are here. And if everything hadn't happened exactly the way it 
did in your life, you would not be here.  And the future?  Be assured of one thing in your life - It Will 
Change  It is all temporary and we move on.  
 
We should all get excited about the future and the rest of our lives because we have the greatest tools 
available in the world.  They are called hope, and imagination. 
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New MAANZ Sponsored Events 

5th Annual Integrated Branding and New Product Innovation 

15th & 16th September 2005 
Park Hyatt Hotel, Melbourne 

Marcus Evans 
With many companies embarking on a more process-driven and methodological approach to NPD, 

success is increasingly flowing to those who integrate and align their customer research, branding and 
NPD launch marketing strategies 

Member Discounts Apply – save twice your annual MAANZ membership subscription 
More information here 

 

Australian Advertising & Marketing Summit 2005 

21st & 22nd September, Sydney Convention & Exhibition Centre 
Association & Communication Events 

Very well regarded annual event that attracts many industry people 
Member Discounts Apply – save more than twice your annual MAANZ membership subscription 

 

Branding From the Inside Out 

Marriott Hotel Sydney 
Main conference: 25-26 October 2005 

Pre- & Post-conference workshops: 24 & 27 October 2005 
IQPC 

In an increasingly competitive business world, companies need to differentiate themselves within the 
market. Brand culture is shaping business success. A company’s external perception is increasingly 

coming from the messages and behaviour that employees portray internally. Engaging employees to 
act as ambassadors for the brand works to ensure increased productivity, sales and customer 

retention. 
Member Discounts Apply - save more than twice your annual MAANZ membership subscription 

 

 

Quotes 
 
If you don't know what to do, call the media and at least give the appearance of doing something." - 
David Peterson 
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"To establish true self-esteem we must concentrate on our successes and forget about the failures 
and the negatives in our lives." -- Denis Waitley 
 
"Don't worry about impressing others, impress yourself. Who are you trying to please, anyway?" -- 
Mark McKeon 
 
"The one thing that unites all human beings, regardless of age, gender, religion, economic status or 
ethnic background, is that, deep down inside we all believe that we are above-average drivers." -- 
Dave Barry 
 
"People become really quite remarkable when they start thinking that they can do things. When they 
believe in themselves they have the first secret of success."  
Norman Vincent Peale 
 
I am only one; but still I am one. I cannot do everything, but still I can do something. I will not refuse 
to do the something I can do."  
Helen Keller 
 
"Use what talents you possess; the woods would be very silent if no birds sang except those that sang 
best." -- Henry Van Dyke 
 
"How much should you earn? As much as you possibly can. It doesn't matter whether you earn 
$10,000 a year or $100,000 a year as long as you've done the best you can."  
Jim Rohn 
 
"I not only use all the brains that I have, but all that I can borrow."  
Woodrow Wilson 
 
"Do not quench your inspiration and your imagination; do not become the slave of your model."  
- Vincent van Gogh 
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From the Media 
 

Half US business PCs still run Win2K 
 

A study of 150,000 Windows PCs in 200 North American companies shows that 48 per cent of them 
are still running Windows 2000, even though mainstream support for this Windows version ends on 
June 30. 
 
The study, by AssetMetrix Research Labs, the research arm of the Canadian firm AssetMetrix, was 
conducted from the fourth quarter of the financial year 2003 until the first quarter of 2005. The 
companies surveyed ranged in size from 20 to 54,000 employees. 
 
Windows 2000 will enter an extended support phase until June 2007. 
Over the study period, the use of Windows 95, 98 and NT dropped from a collective 38 per cent to 
less than 5 per cent. 
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Windows XP use in companies with 20 to 250 PCs had risen to 53 per cent against 38 per cent for 
Windows 2000. 
However, in companies with more than 250 PCs, Windows 2000 was used on more than half of them, 
the study found. 
 
Statistical analysis points to a potential retention of Windows 2000, with Windows XP replacing older 
Win9X and NT-based PCs. 
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Australian Consumer confidence  
 

The Westpac-Melbourne Institute Index of Consumer Sentiment shows that consumer confidence fell 
5.5 per cent in July, suggesting Australians are becoming pessimistic about the outlook for the 
economy. 
 
The figures are a dramatic reversal from January, when the index was at a record high. 
It plunged 17 per cent in March after the Reserve Bank increased the cash rate. 
 
All components in the index were down this time, with expectations of family finances suffering the 
biggest fall at 8.2 per cent - down 3.9 per cent down over the year. 
This was in contrast to Australian Bureau of Statistics figures showing private sector wealth surged to 
an all-time high of $5.38 trillion in the March quarter, up 10 per cent on March last year. 
The apparent gloom is also at odds with the S&P/ASX 200 Index, which is close to a record high, 
yesterday climbing 18.2 points, or 0.4 per cent, to 4280.3. 
 
 
ABS figures also indicated Australians were becoming more conservative about debt. Personal finance 
commitments fell 3 per cent in May, seasonally adjusted, to $5.88 billion, compared with $6.06 billion 
in April. 
 
http://www.theage.com.au/articles/2005/07/13/1120934301626.html 
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China to surpass Japan's mobile, PC markets: study 
 

Tokyo 
 
The Chinese markets for mobile phones and personal computers are likely to grow larger than those in 
Japan in value for the first time this year, a Japanese think tank says. 
 
After the hardware, the value of the Chinese market will also go beyond Japan's for servers, storage 
and contents for mobile handsets by 2010, said a study by Nomura Research Institute. 
The Chinese mobile phone market was expected to be worth ¥1.832 trillion ($A21.92 billion) this year, 
up from ¥1.759 trillion in 2004, Nomura said. 
 
The figures compared with ¥1.823 trillion projected for Japan this year and ¥1.776 trillion last year, 
Nomura said. 
The Chinese mobile phone and PC markets have already surpassed those in Japan in terms of the 
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numbers of units sold. 
 
But on an individual level, Japanese internet and mobile phone consumers spent as much as 10 times 
more than their Chinese counterparts, the report said. 
The expansion of the Chinese IT market was likely to continue as its domestic consumer base grows 
and local firms offer inexpensive IT services to foreign firms, Nomura said. 
 
"The Chinese IT market affects not only the Japanese IT industry, but also deeply affects the global 
business world," Nomura said. 
China last year became Japan's biggest trading partner, with Japanese firms drawn to its vast pool of 
cheap labour and its emerging middle-class market. 
AFP 
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Woollies 'remarkable result' 
 

Woolworths is on track to break new earnings ground, posting strong growth on the back of 
improvements in liquor and petrol sales. 
 
Stamping its authority as the dominant player in the Australian grocery retail sector, and bouncing 
back from an ordinary result last year, Woolworths said full-year sales were up 12.2 per cent to $31.2 
billion, powered by the Australian Leisure & Hospitality acquisition and improved food and liquor sales.  
 
Beating a downturn in retail spending in the latter half of the financial year caused by a spike in petrol 
prices and the March interest rate rise, Woolworths said sales rose 14 per cent to $7.3 billion in the 12 
weeks to July 26. Annual sales for the supermarket division rose by 11.1 per cent for the year. Sales 
from its general merchandise division also jumped 8.7 per cent and petrol sales were up 50.7 per cent 
to $3.3 billion.  
The Australian  
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Microsoft patches more Windows holes 
 

Washington 
 
Microsoft has released 10 security bulletins, three of them describing critical flaws that could let an 
attacker take complete control over a computer system. 
 
The three critical security flaws, the company's highest threat level, affect the Windows operating 
system. 
 
The software maker released other patches to address less serious problems with Windows, the 
Exchange server system, services for the Unix operating system, Microsoft's Interactive Training 
software for Windows, and ISA server, a network firewall program. 
 
Microsoft said it was re-releasing three previous security bulletins: one for Windows, one for the .NET 
framework, and one for an SQL server scanning tool. 
 
Some of the flaws affect computers with operating systems dating back to Windows 98. Users who 
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have installed Microsoft's massive security update for Windows XP, Service Pack 2, also will need to 
install some patches unless they've signed up for automatic updates. 
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Most zombies AOL users: report 
 

Washington 
 
Internet "zombie" attacks that attempt to knock computer systems offline are more likely to come 
from users of America Online than any other source, according to a report released in America by a 
security company. 
 
AOL and other large internet service providers serve as launching pads for most "denial of service" 
attacks, according to Prolexic Technologies, which helps companies fend off such attacks. 
Other top sources of such attacks include T-Mobile's German-based service; Wanadoo, a French 
internet provider; and Comcast Corp. 
 
Denial-of-service attacks harness thousands of computers in a co-ordinated effort to knock websites or 
other computer systems offline through an unrelenting data blitz. 
 
Early DDoS attacks targeted the US government or high-profile online vendors like eBay. Over the past 
year, criminals have used DDoS attacks to extort payments from online gambling operations, banks 
and other businesses, or to attack competitors. 
 
Cybercriminals use worms or viruses to secretly hijack unprotected computers to use in such attacks. 
Zombie networks also are used by spammers to cover their tracks. 
 
DDoS attacks are increasing in frequency from one or two a month to one or two a week as attackers 
constantly try different methods to take down their targets, Mr Lyon said. 
The US Federal Trade Commission last month asked internet providers to disconnect their customers' 
computers if they find they have been compromised. Law enforcers in 25 other countries are also 
taking efforts to shut down such "zombie" networks. 
 
Though US-based computers were responsible for largest portion of DDoS traffic at 18 per cent, 
countries like Hong Kong, Germany, Malaysia and the United Kingdom had higher percentages of 
infected computers, Prolexic said. 
 
Reuters 
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Higher degree from the school of life 
 

The concept of lifelong learning is undervalued in Australia and the country is five years behind others 
such as Singapore where it is regarded as serious business. 
 
Paul Hanrahan, co-ordinator of a new University of Melbourne bachelor's degree program in learning 
development and training, says the Singapore model applies not only to the wider world of work but in 
the community's lifestyles and social interactions. 
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"Singapore has encouraged businesses to bring people considered elderly back into the workplace," Mr 
Hanrahan says. "Our government is making noises this way but when we look at what is happening 
it's very shallow, just rhetoric. Places like Singapore are leaving us behind because they are placing 
due seriousness about those things. It's an important part of their culture." 
 
Mr Hanrahan says company boards are quick to recognise accountants and fiscal matters but are yet 
to appreciate tangible assets such as knowledge, intellect and insight. "  
 
The U.Melb course adds a new dimension to the university's education faculty, which already offers 
courses ranging from early childhood to adult education. It began earlier this year and is the first to 
cater for school leavers and mature-age students. Similar programs have also been delivered by the 
Singapore faculty. 
 
It runs three years full-time or five to six years part-time through flexible evening or day classes, 
preparing graduates for careers in learning development, professional education, human resource 
development or industry training. "Many mature-age students come to us with a wealth of experience 
so we acknowledge prior learning." 
 
http://businessnetwork.theage.com.au/articles/2005/07/27/2715.html 
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China to surpass Japan's mobile, PC markets: study 
 

Tokyo 
 
The Chinese markets for mobile phones and personal computers are likely to grow larger than those in 
Japan in value for the first time this year, a Japanese think tank says. 
 
After the hardware, the value of the Chinese market will also go beyond Japan's for servers, storage 
and contents for mobile handsets by 2010, said a study by Nomura Research Institute. 
 
The Chinese mobile phone market was expected to be worth ¥1.832 trillion ($A21.92 billion) this year, 
up from ¥1.759 trillion in 2004, Nomura said. 
 
 
The figures compared with ¥1.823 trillion projected for Japan this year and ¥1.776 trillion last year, 
Nomura said. 
 
The Chinese mobile phone and PC markets have already surpassed those in Japan in terms of the 
numbers of units sold. 
 
But on an individual level, Japanese internet and mobile phone consumers spent as much as 10 times 
more than their Chinese counterparts, the report said. 
 
The expansion of the Chinese IT market was likely to continue as its domestic consumer base grows 
and local firms offer inexpensive IT services to foreign firms, Nomura said. 
 
"The Chinese IT market affects not only the Japanese IT industry, but also deeply affects the global 
business world," Nomura said. 
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China last year became Japan's biggest trading partner, with Japanese firms drawn to its vast pool of 
cheap labor and its emerging middle-class market. 
AFP 
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Gen Xers in no rush to leave 
 

Australian Social Trends 2005, which was recently released yesterday by the Bureau of Statistics. Life 
choices for baby boomers and Gen Xer’s both groups reflect different pressures and expectations with 
some paradoxical results.  
 
While baby boomers came of age at a time of liberation, they settled down more quickly than 
Generation X.  
 
Politicised at a time of anti-war protest, more of them lived in group houses (12 per cent compared 
with 1 per cent today), yet larger numbers regarded themselves as Christians and fewer reported no 
religious affiliation.  
 
Although tertiary education was free in the 1970s, only 12 per cent pursued higher studies compared 
with 23 per cent of twenty-somethings in 2001, when degrees cost money but promise greater 
economic security. Young adults in 2001 were more likely to be employed (81 per cent) than their 
parents (75 per cent) but this increase was driven largely by women's entry into the workforce. Men's 
labour force participation was lower in 2001 than it was in 1976 as a result of greater numbers 
studying.  
 
In 2001 there were 2.6 million Australians in their 20s compared with 2.2 million in 1976 but today's 
young adults account for only 14 per cent of the population, which is ageing rapidly. More of those 
born overseas come from Asia, a migratory shift that began in 1976 when the first boat people arrived 
on our shores.  
 
The Australian   
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The weather will be ... zzzz 
 

A Sleep warning has been issued to weather bureau forecasters after an apparent outbreak of 
snoozing on the job. 
 
 
In a memo to staff, bureau chief Dr Geoff Love said "wilful and premeditated sleep" would not be 
tolerated during working hours.  
Dr Love said the bureau required staff to be awake and alert while on duty.  
 
But napping during breaks was allowed, Dr Love said.  
 
"The bureau acknowledges that sleeping during official breaks from work is acceptable behaviour and 
can be of real benefit to employees.  
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"The bureau will not provide, or allow the use of, bedding for this purpose.   “However, the use of 
pillows by shiftworkers to assist in short sleep periods in their own time is permissible."  
The memo was issued following advice from a workplace law firm.  
 
Bureau employees were understood to be bemused by the edict. 
 
Herald Sun     
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How ethical really? 
 

A study funded by the Australian Council of Super Investors, Macquarie University and Reputex, has 
revealed that ethical funds are not coming clean on ethical standards, making it almost impossible for 
investors to assess how they measure up on such issues as environment, labour standards and ethics. 
 
The study, found that more than half had failed to meet the ethical disclosure requirements contained 
in the Financial Services Reform Act. 
The study warned that unless fund managers improved their levels of disclosure, a supposedly more 
rigorous law would "produce only a cipher of accountability". 
 
The fund managers told the researchers that extra disclosure was not a business priority. They said 
the reporting requirements would inflate costs and reduce income dividends for investors. 
They also feared that these requirements would discourage investment houses and financial planner 
dealer groups from offering social investment products. 
 
Some also said retail clients were not interested in getting a lot of information on social investment 
methods. 
 
Under Australian law, investment managers are required to make "product disclosure statements" 
showing "the extent to which labour standards or environmental, social or ethical considerations are 
taken into account in the selection, retention or realisation of the investment". 
 
The Age  
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Materials boom rubs off on rubber 
 

High demand from China and high oil prices have sent world rubber prices soaring and earnings 
plunging for tyre makers and other rubber users. 
 
"It's a nightmare, and we are living it every day," said Bridgestone Australia's executive director of 
finance, Andrew Moffatt. 
 
 
Mr Moffatt was referring to the startling jump in prices on the Shanghai Commodities Exchange since 
the start of the year, when rubber was selling at 11,978 yuan ($A1944) a tonne. 
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The surge is causing havoc in purchasing departments across local industry, and not just at the 
tyremakers. Ansell is also a big consumer, as is Nylex's Empire Rubber subsidiary, which is on the 
auction block. 
 
The price rise is believed to have been a factor behind the recent under-performance of South Pacific 
Tyres, the Melbourne joint venture between Ansell and Goodyear of the US. 
 
The Age   
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Tabcorp venture wins lottery in China 
 

Tabcorp has taken its first significant step into Asia, announcing that its Keno lottery joint-venture had 
won a deal in China that is expected to generate about $50 million a year for Tabcorp within five 
years. 
 
Tabcorp said its venture with Hong Kong-listed World Metal Holdings signed a 10-year technology and 
services agreement with Beijing Lottery Online Technology. 
 
Beijing Lottery, partly owned by the Ministry of Welfare, is exclusively licensed to operate and run 
lottery products on the nationwide Instant Lottery Sales System. 
 
Tabcorp said this was the first time a foreign company had been invited to participate at a nationwide 
level in the People's Republic of China's lottery market. The deal follows nine months of negotiations 
that pitted Tabcorp and World Metal against two US rivals. 
 
The partners will provide Beijing Lottery with software, equipment and technical services over the life 
of the contract. At least 60,000 Keno terminals would be installed in 30 provinces in the first five 
years, Tabcorp said. 
 
The deal still needs regulator approval. 
 
The Age 
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Amazon profit down  
 

Online retailer Amazon.com Inc. on Tuesday posted a drop in quarterly profit but topped Wall Street 
expectations despite the costs of free and discount shipping programs. 
Shares rose 9 per cent in after-hours trade as the company also forecast third-quarter sales above 
some analysts' targets. 
 
Second-quarter net income fell to $US52 million ($A68.3 million), or 12 cents per share, from $US76 
million ($A99.83 million), or 18 cents per share a year earlier, and sales rose to $US1.75 billion ($A2.3 
billion) from $US1.39 billion ($A1.83 billion) a year earlier. 
 
Analysts on average had expected net income of 8 cents per share and revenue of $US1.73 billion 
($A2.27 billion), according to Reuters Estimates. 
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Excluding some items, Amazon profit was 16 cents per share, compared with the consensus target of 
12.5 cents, Reuters Estimates said. 
 
The Age     
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US consumer confidence drops 
 

Americans' anxiety about the economy and their jobs resurfaced in July, sending a widely followed 
measure of consumer confidence downward and ending a three-month winning streak. 
 
The Conference Board said its Consumer Confidence Index fell to 103.2 from a revised 106.2 in June. 
 
The July figure was worse than the 106.2 analysts expected.  In May, the index rose to 103.1 from 
April's 97.5. 
 
Consumers' sentiment contrasted with an upbeat assessment of the US economy last week from 
Federal Reserve Chairman Alan Greenspan, who said he expected the economy to keep growing even 
as a flurry of job cuts from major corporations were announced. 
 
The Age 
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Chocolate drugs 
 

Mars, famous for chocolate bars, has unveiled plans to develop medicine that uses cocoa to help treat 
diabetes, strokes and vascular disease. 
The privately held US company that produces M&Ms and Mars bars said overnight it hoped to make 
medications based on flavanols - plant chemicals or antioxidants with health benefits found in cocoa, 
as well as red wine and green tea.  
 
Mars is now in talks with several large pharmaceutical companies in the US for a licensing or joint 
venture agreement to develop medicinal products based on its research. 
 
After 15 years and more than $10 million worth of studies, Mars said it had developed hundreds of 
compounds that copy the aspirin-like blood-thinning properties of cocoa flavanols. 
Two clinical trials have found that cocoa flavanols can boost the flow of blood to key areas of the 
brain, raising the possibility of treatments for dementia and strokes.  
 
A new clinical study has also shown flavanols' ability to improve synthesis of nitric oxide by blood 
vessels could aid treatment of blood circulation problems associated with long-term diabetes. 
 
A medicinal drug based on Mars's research would probably use synthetic compounds although in some 
areas natural cocoa compounds had also shown to be quite promising. 
 
Mars has already launched CocoaVia, a nutrition bar containing 80 calories and specially preserved 
flavanols, which typically get destroyed in usual cocoa processing. 
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Reuters    
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Private label corners real juice trend  
 

Consumers are rapidly falling in love with bona fide, 100 per cent juice across developed markets, yet 
it is private labels that are reaping the benefits in Western Europe, says new research,  
 
Global volumes of not from concentrate (NFC) juice have risen 68 per cent over the last seven years, 
way in front of the 42 per cent growth achieved by the wider juice sector, according to a report by 
market research group Euromonitor.  
 
The premium NFC category is heavily concentrated on developed soft drinks markets, with the US, UK, 
France, Canada and Australia accounting for 70 per cent of global volume sales.  
And it is consumers’ demands for health and convenience, those usual suspects, that are helping NFC 
to become a big money spinner for producers.  
 
Retail value sales have risen 90 per cent in the UK since 1997 and, globally, NFC juice makes up 14 
per cent of juice market value, while only constituting 10 per cent of the juice market volume.  
But, in Western Europe, branded players are getting sidelined in one of the juice market’s best 
growing categories.  
The rise of food retail conglomerates in the UK and discounters in Germany has fostered a forceful 
private label surge in NFC juices. Private label now accounts for 49 per cent and 48 per cent of retail 
NFC sales in the UK and Germany respectively.  
 
In the UK, Europe’s biggest NFC market, private labels have undermined brands by launching freshly 
squeezed juices with a shorter, seven-day shelf-life. “The health aspect of freshly squeezed juice is 
perhaps the principal priority for UK consumers,” says Euromonitor.  
 
The private label shift has also been achieved in the UK, despite little price disparity between it and 
branded NFCs. A typical Sainsbury’s NFC juice costs about £2.48 (€3.73) per litre and in Tesco about 
£2.56, while PepsiCo’s Tropicana costs around £2.64.  
In Germany, “Tropicana (PepsiCo) has experienced a devastating slide in market shares. Retail volume 
shares have been cannibalised by private labels, dropping from 20 per cent in 2000 to 2.3 per cent in 
2004,” says Euromonitor.  
 
More attention from discounters like Aldi and Lidl, improved quality and a sluggish economy are the 
main reasons for private labels’ NFC swoop in Germany.  
 
The problem for branded NFC players may also become more widespread as top retailers go in search 
of new markets to conquer, such as Tesco’s expansion in Eastern Europe.  
 
Euromonitor points out that the highly consolidated food retail markets in the UK and Germany 
“enable major supermarkets to command supreme power of shelf space, and their own brands are 
given priority in terms of shelf visibility”.  
 
Tropicana, the world’s leading NFC brand, still accounts for 40 per cent of retail volume sales and 37 
per cent of value sales globally. This success is underpinned by the firm’s 70 per cent share of volume 
sales in the US homeland.  



THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND 
       ______________ 

WEB: www.marketing.org.au                                                 E-MAIL: info@marketing.org.au 
13 

 

 
Yet, private labels have undoubtedly become more sophisticated as retailers develop, and branded 
producers, even Tropicana, could be in for a fight over NFCs in a number of emerging and established 
markets.  
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Articles 
 

Rebranding in the So-called Evil Sectors 
 

Shahar Silbershatz 
 
A reputation for bad behaviour was once almost desirable. It showed that you weren't cowed by 
society's rules and that you were unconcerned with how the outside world viewed you.  
Nowadays, the bad boys are all reformed. Famous celebrities like Madonna and Charlie Sheen have 
put their notorious behavior behind them and embraced family values full on. Brands like McDonald's, 
Philip Morris and BP are all hard at work trying to persuade consumers and investors that they are 
really misunderstood and that they have our best interest at heart.  
In their battle for hearts and minds, all have focused on projecting a more favourable image, but the 
way in which they have approached this differs. McDonald's has partnered with brands such as 
Danone and Evian and has dropped the iconic golden arches for some of its European advertising. The 
obesity debate, the box office hit Super Size Me and a 71 percent fall in profits in the UK last year 
appear, at least in part, to be behind the decisions.  
 
Brands like McDonald's are pursuing an ideal whereby you simply peel off your old skin and relaunch 
yourself as someone new.  
 
But the truth of the matter is that establishing long-term appeal means going beyond cosmetic 
enhancements, such as a change in name or look, in order to establish a profile that continues to hold 
its own. A change of hair colour like a brand makeover will only camouflage unappealing personality 
traits for so long before you need to address the real root of the problem.  
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Technology Brands Meet the Bottom Line 
 

Robert Nelson 
 
The technology industry’s Chief Marketing Officer (CMO) Council last fall released its 
Measures+Metrics study, which showed branding at the bottom of the barrel when it comes to 
measuring marketing performance. Technology CMOs also said that brand equity is one of the least 
reported measurements to senior management. Following the heady days of the late 1990s when 
money was plentiful and brand was king in the technology kingdom, branding has deflated on the 
same curve as bottom lines.  
What’s behind the slide in brand importance within the tech industry? There are three key reasons 
why companies are not spending a lot of time or money on developing their brands: economic climate, 
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lack of measurement techniques and lack of understanding about what branding is.  
 
 
Descent into the Valley of Gloom 
 
 
The recent recession hit the technology industry harder than other industries. When money flowed 
branding was a top priority, but when budgets were in freefall and survival was often at stake, brand 
got the boot and lead generation got the money. The inescapable fact is that many technology 
companies view branding as a luxury.  
 
This change was evident in a worldwide study of Strategic Branding within High Technology firms 
conducted by Socratic Technologies and nelsonbranding (the author’s company) and released in early 
2003. The study showed a statistically significant drop in the number of companies implementing 
brand strategies from the benchmark study released in 1998, a period of fast growth for the industry. 
The retreat from branding was most noticeable in small and medium-size companies.  
 
 
Clearly, when the good times roll, brand rolls right along. When the music stops, however, all the 
marketing budget chairs are filled. Not long ago, as the Marketing Performance Measurement (MPM) 
task force leader for the CMO Council, I asked a senior marketing person in a very large tech firm if 
her company was maintaining its brand program. She replied, “Brand is a dirty word around here. We 
don’t even talk about it any more.”  
 
Accountability is the new watchword for the Chief Marketing Officer. Marketing Performance 
Measurement (MPM) is a new and powerful discipline. At its simplest MPM is about the mindset that 
marketing can and should be measured with an eye to justifying its activities and programs. But, MPM 
is not about measurement for the sake of measurement. Many marketers measure a lot—too much in 
fact. It’s not the data the executive team wants, it’s the business outcomes associated with these 
programs and activities.  
 
 
Hard Is Always Better Than Soft 
 
If it can’t be measured, it is unlikely to receive funding. Measuring the value of brand has never been 
easy. Historically, brand awareness and associations (two key communications-driven brand equity 
components) have been the primary metrics used to determine brand success. The problem is: How 
do you translate awareness and positive brand associations into ROI? CEOs and CFOs are rather 
sceptical of any measurements that can’t be related to business performance.  
 
One of the key findings from the CMO Council’s Measures+Metrics study was that marketers retreat to 
those activities that can be quantified with hard numbers and demonstrable impact on results. When 
the bottom line is sinking or bouncing along the bottom, hard is better than soft. 
 
What Is Brand? 
 
Ask that question and you’ll get many different answers. In our Socratic Technologies and 
nelsonbranding study two years ago, we learned that most tech marketers equated brand with 
marketing communications activities or just the brand name and identity. Equally distressing was the 
level of brand understanding by senior management. Seven in ten respondents felt top executives had 
limited or no understanding of branding. This was especially true in small and medium-size 
companies. No wonder brand support evaporates when budgets dwindle.  
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Nelsonbranding defines brand as “the promise that you keep.” The behavior behind the brand 
determines the customer’s experience and the customer’s experience determines how well your brand 
performs. 
 
The very best companies understand this definition of brand and live it every day. That’s why they are 
profitable during both the good times and bad times. Think Southwest airlines, for example. 
Southwest understands that the brand experience is tied directly to the business success of the 
company and, therefore, the entire focus of the company is on delivering brand satisfaction.  
 
Optimizing Your Brand 
 
Marketers today face far greater demands for accountability and proven return on investment than 
ever before. There is increasing pressure from the executive team to measure and articulate the 
benefits of each marketing program. Given the demonstrated lack of understanding of branding and 
brand issues within high technology company executive suites, brand support can only be earned by 
clearly linking brand performance with company performance.  
 
 
Here are a few suggestions for getting brand back into the technology marketing ball 
game:  
Redefine Branding: Think holistically. Branding is a business strategy that impacts the company and its 
long-term revenue stream. Brand is the promise you keep, not just make. That means the CEO is the 
chief brand steward and each and every employee is the brand. In technology companies, the 
corporate brand most often is your brand. Every minute of every day brand touchpoint connections 
are made. It’s your job to work with the executive team to create the promise and the framework to 
deliver on the promise to delight customers. There is no higher calling.  
 
Optimize Your Brand: Keep promises. Marketing has the responsibility to ensure that the customer 
experience with the brand is always superior. That’s how brand promises get kept. Use research to 
monitor your brand touchpoints to see if the promise is being kept. If you find brand gaps between 
what you promise and what you deliver, prioritize the gaps and develop new strategies and programs 
to close the gaps. Then, continue to monitor internally and externally and make adjustments as 
required to meet the ever-changing needs of your customers.  
 
Demonstrate Results: Internal touchpoint metrics can be put in place. Customer service, shipping, 
and other internal functions can be measured against keeping the brand promise and delivering a 
superior customer experience. This is the front line in brand promise delivery, so choose wisely and 
reward generously. Use customer brand experience research to benchmark and track both internal 
and external touchpoint performance and to adjust strategies and programs. Most importantly, focus 
on brand loyalty and retention measurements. Awareness, associations, and quality perceptions need 
to be measured and managed as key components of long-term brand equity, but the brass ring is 
brand loyalty.  
 
Promises kept equals delighted customers who not only stay with you as long as you keep your 
promise, but also tell potential customers about you. Happy, loyal, retained customers continue to 
fatten the bottom line for a long time. And, they help you acquire new customers at a much lower 
cost. Make sure you have a system in place that captures retention value. 
 
 
The Bottom Line 
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Brand is not a four-letter word, contrary to what some in the technology industry believe. It is just 
misunderstood. Brand is your business. By putting brand in its proper context as a business strategy 
that directly impacts the bottom line, you speak the same language as the executive team and 
improve understanding of brand and support for brand programs. Brand optimization is all about 
understanding and delivering the brand experience customers desire. When you continually delight 
them, they will reward you with increased loyalty, a long-term revenue stream, and new customers 
built on the strong foundation of a promise kept.  
 
Robert Nelson is a brand optimization consultant that helps companies optimize their brands for 
revenue and brand equity improvement. He can be reached at nelsonbranding@pvnet.com.mx.  
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How Public relations aids marketing 
 

Public relations has the capacity to add many dimensions to a marketing program.   Here is a list some 
of the roles it can fulfil. 
 
Communicate the brand values internally so that all staff are aware of, understand, and support 
the brand vision, as well as ‘live’ the brand values.  
  
Ensure that important brand or product milestones are exploited and leveraged at a 
corporate level as well as to relevant trade, business or consumer media.   
  
Create the right environment for new brand or product launches.  
 
Access hard-to-reach audiences who are either suspicious of, or cynical about, advertising 
and traditional marketing techniques.   
  
Utilise media channels that advertising cannot, either because the budget won’t stretch that far 
or because it doesn’t warrant the advertising spend.   
  
Communicate to sub or secondary groups of the target market.   
  
Deliver more rounded messages.  
  
Exploit issues or trends.   
  
Protect your brand or category from criticism.   
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How to Write Copy That Sells 
 

The simple truth is, most prospects don't read the majority of direct mail postcards, emails and sales 
letters they receive.  
 
Very occasionally, an exceptional piece filled with truly thought-provoking information filters its way to 
the forefront.  
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Most organisations are spending a lot of money on marketing materials that are delivering very little 
return on their investment.  
But, despite any information overload, buyers still need information to help them make the right 
choices.  
 
By using the tips below, you can produce copy that will stand out from your competition's—and guide 
the buyer to the close of the sale.  
 
1. Do you really know your prospect?  
 
You cannot create good copy if you don't know whom you're talking to. While this may seem obvious, 
the truth is that if you ask most marketing department employees to write three paragraphs vividly 
describing a typical prospect, the majority would find writing one sentence beyond a demographic.  If 
you expect to produce compelling content you need to go beyond a vaguely defined audience.  
 
2.  How do you get and hold their attention?  
 
Getting a prospect's attention is only part of the equation. The real struggle is holding it. Here are 
some copy tips : 
 
Make your copy easy for the reader to stay focused on. Determine, and then follow, a structure 
style. The best way to do this is to have clear idea in your mind of the primary message you wish to 
convey in the piece.  
 
Always open with interesting dialogue.  
 
 
Ensure your main points are in the headline and subheadings. Your reader doesn't owe you 
the time to find the convincing reasons to buy your product buried somewhere in the middle or end of 
the body copy. The only copy that gets read more than photo captions are the headline and 
subheadings.  Photo captions are a key opportunity to stress a benefit. Never let a photo speak for 
itself.  
 
 
Connect with the prospect.  Show you understand their daily joys and pains.  Strike a chord 
immediately by calling to attention what can happen if your product or service isn't used. If you've 
done your homework on your prospect, it will be easy to depict an exasperating scenario that the 
prospect is all too familiar with—and which your product can fix.  
 
Create a desire for your product. Give specific examples of how it makes a big difference for the 
better for users just like your prospect. People like to read about other people—and how a product 
made their job easier, cut costs and saved time.  Use specific examples. Don't depend on just 
asserting the benefits of your products—explain them!  
 
Don't just ask for your prospects' business. Give them a way to ask you:  
 
Invest in a good graphic designer and or writing talent. By hiring skilled professionals, you'll more than 
make your investment back. Professionally written and designed sales literature will automatically set 
you apart from much of your competition—and instantly make the prospect associate high standards 
of quality with your company.  
http://www.marketingprofs.com/5/janard1.asp 
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Writing Better Copy 

Brian Monger 
 
Basically, all copy is about communicating: 
 
the RIGHT information 
in the RIGHT way 
to the RIGHT people 
in the RIGHT place (medium) 
at the RIGHT time 
 
Successful copy has to do many things: 
 
It must be visible in order to reach the right audience, then create awareness in order to stimulate 
interest, which will in turn influence attitudes and perceptions of the organisation and/or product and 
lead to a changed disposition toward the product that results in a decision to buy. 
 
How To Evaluate Copy 
 
The first thing to remember is that you are never a typical consumer.  You know your product too 
well.  So don't simply go by whether the copy appeals to you or not.  It is whether it appeals to your 
target market that matters. 
 
The first questions to ask yourself are: 
 

- Does it state the promise clearly?  
- Does it reflect your positioning? 
- Does it have the right "tone of voice"? 
- Is it credible? 
- Will it be visible? 

 
If you can say an immediate yes to all those things then you most probably have a good ad and can 
breathe a big sigh off relief. 
 
There are basically two ways the presented copy  can be "wrong." 
 
1. The basic idea may be unacceptable. 
2. The idea is right but a few things need "tweaking." 
 
If it's the former, you will have to ask for a rethink.  If it's the latter, then make sure you approve the 
main idea before getting down to details.  Either way, you will have to analyse the copy in greater 
depth. 
 
Creative Evaluation Checklist 
 
1. Does the copy successfully communicate the main benefit,  clearly and without clutter? 
2. Is the copy aimed at the correct target market? 
3. Does the copy convey the right image? 
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4. Is the support copy both believable and convincing? 
5. Is the "call for action" strong enough? 
6. Does the copy exploit the relevant product benefits to the full? 
7. Does it flow correctly, following a logical sequence? 
8. Is it interesting? 
9. Is it visually relevant to the product and the benefit? 
10. Is it honest? 
11. Is it tasteful? 
12. Is the product sufficiently prominent? 
13. Does the copy achieve maximum visual impact? 
 
The 5 x W Sales Formula ... 
 
WHAT am I selling? 
 
If it isn't immediately clear what you're selling, expressed either as a benefit or as a comprehensible 
product or service, you will almost certainly fail.  
 
WHO am I selling to? 
 
Selling the right thing to the wrong people is disastrous. Think carefully about who are the real 
decision makers you should be targeting. 
 
WHY should they buy? 
 
Don't rely on a mere presentation of your product without describing its genuine benefits. 
 
WHERE will you find them? 
 
The tone and character of your communication should be correct for the people you are targeting and 
what you know about them... what products they've bought, when they bought and whatever 
characteristics they have. 
 
WHERE are you speaking to them? 
 
Your creative work will be strongly influenced by the timing of your approach. If your prospects have 
recently bought something from you this will determine how you should approach them; if they are 
previous customers you are trying to win back, your approach will be correspondingly different. 
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