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Quotes

"Achievement seems to be connected with action. Successful men and women keep moving. They
make mistakes, but they don't quit."
-- Conrad Hilton

"An ounce of practice is worth more than tons of preaching."
Mohandas Ghandi

Each generation will reap what the former generation has sown.
--Chinese Proverb

The world is made of stairs, and there are those who go up and those who go down.
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"All people dream, but not equally. Those who dream by night in the dusty recesses of their mind,
wake in the morning to find that it was vanity. But the dreamers of the day are dangerous people, for
they dream their dreams with open eyes, and make them come true."

- T.E. Lawrence, a.k.a. Lawrence of Arabia

"You can't always change your situation, but you can always change your attitude."
-- Larry Hargraves

"If you don't like something, change it. If you can't change it, change your attitude."
-- Maya Angelou

"Ability is what you're capable of doing. Motivation determines what you do. Attitude determines how
well you do it."
-- Lou Holtz

"Positive thinking will let you do everything better than negative thinking will."
-- Zig Ziglar

Greatness is not standing above our fellows and ordering them around--it is standing with them and
helping them to be all they can be.
-- G. Arthur Keough

"The most splendid achievement of all is in the constant striving to surpass yourself and to be worthy
of your own approval."
-- Denis Waitley

"Successful people begin where failures leave off. Never settle for 'just getting the job done.' Excel!"
-- Tom Hopkins

"If a man is called to be a street sweeper, he should sweep streets even as Michelangelo painted, or
Beethoven composed music, or Shakespeare wrote poetry. He should sweep streets so well that all
the hosts of heaven and earth will pause and say, here lived a great street sweeper who did his job
well."

-- Martin Luther King, Jr.

"Good is not good where better is expected."
-- Thomas Fuller
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From the Media

Airlines Suffer Over Fuel Costs

International airlines have slammed an oil industry "cash grab" that they say is helping push the
industry's global losses up 23 per cent to an estimated $US7.4 billion ($9.6 billion).
The International Air Transport Association joined angry motoring organisations yesterday in a
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scathing attack on oil refiners for almost tripling margins on jet fuel from $US6 in 2003 to $US17 now.
".... it is difficult to see this as anything other than a $US14billion cash grab by the oil industry that is
pouring salt into the wounds of global crisis.

Carriers such as Qantas and Singapore Airlines will help put the Asia-Pacific region about $US1 billion
in the black, IATA's latest forecast warns that North American carriers are expected to bleed another
$US8 billion.

It says European airlines are expected to break even.

In Australia, Qantas and Virgin Blue have both warned their bottom lines are being eroded by high oil
prices. Qantas said high fuel costs meant it would not be as profitable in the current financial year.

Back to top
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Japan Wants Free Trade

Japan has foreshadowed an "economic alliance" with Australia and wants a rapid start to work on a
free trade agreement, but agriculture looms as a major sticking point.

Japan and Australia enjoy very, very close economic relations that has been very much of mutual
benefit," said Mr Yabunaka who is the head of Japan's delegation to the Joint Consultative Committee
under the Trade and Economic Framework

"(Trade) should be enhanced in such a way as we can call it an economic alliance, a partnership,
between the two countries," he said.

The free trade study, which is about to start, will take two years and cover core sectors including
industry, investment, services and, most controversially, agriculture.

He said Australia would have to understand agriculture's political and economic sensitivity in Japan,
where farming is heavily subsidised and rural tradition is considered part of the heritage.

Agricultural exporters were doing well out of Japan even without a free trade agreement, he said,
citing the Australian beef industry that last year had exports of $2.2 billion to Japan.

"Japan is a stable market that is expanding and increasing," he said.

It had taken seriously the world's concerns about agricultural protection and had begun to reform.
Mr Yabunaka's comments come as Japan emerges from what he calls its "lost decade-and-a-half"; 15
years in the economic and psychological doldrums.

"All of a sudden the world has found out again that Japan is the world's second-largest economy," he
said.

He said it was essential that Australia's trade with Japan, our biggest trading partner, continued to
grow.

Trade between Japan and Australia was valued at $44.3 billion last year. It can be expected to
improve as consumer sentiment and demand rises in Japan.

region with Singapore, Thailand, the Philippines, Malaysia and Indonesia.

The Age
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Branson Plans Oil Refinery
Like the rest of the airline industry, Branson's Virgin Atlantic Airways has been stung by higher jet fuel
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prices and was forced to raise fuel surcharges for the second time in four months.

Branson did not say where he wants to put his refinery, but some analysts said he should not look to
the United States, where no one has built a refinery in 29 years.

Branson said plenty of places would welcome the jobs that a new refinery would create, adding "Some
people will kick and scream, but they may be the same people screaming about the fact that they're
having to pay enormous prices every time they get into the car."

But building a refinery to ease high fuel prices would be far from a quick fix: any refinery would take
at least four or five years to build, if not longer.

And according to Energy Security Analysis' Flemming, another refinery would not ease record high
crude oil prices as Branson suggests, since it would not increase actual crude oil production.

Back to top
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3G

The third-generation mobile services, or 3G, launched by Telstra last week is not Australia's first such
service, but it is likely to provide the impetus for a wider adoption of mobile content services.

3G is about delivering internet-like services and more to mobile handsets, providing access to email,
news, sports and music from one handy and portable platform. Much of the content can be streamed
as video.

3G services allow the transfer of voice and data across the mobile phone network at much higher
speeds than most current systems. It is capable of delivering real-time video calls. But before you can
enjoy the benefits you will need a handset capable of connecting to the services.

Video telephony was expected to be the killer 3G application, but the Japanese experience has shown
this is not the case. Users favour other applications including comic strips and music video clips.
Japanese users are embracing 3.5G services, the next generation of 3G, featuring even higher
bandwidth. But even as that is happening, critics are pointing to the flaws in the 3G service model and
to a new technology called WiMax as a possible replacement.

Although it has promised consumers a great deal, 3G has taken longer than expected to be picked up
by mobile phone networks in Australia. Optus and Vodafone have teamed up to build their own 3G
network, which should enable them to launch a broad range of services and plans this year.
Hutchison, whose service covers 96 per cent of the population, claims to have 540,000 subscribers on
its 3 network. However, customers are not always connected to the 3G service. Handsets switch to
Telstra's 2G network where 3G is not available. It has full 3G service in the six big mainland capitals as
well as the Gold Coast.

Telstra's consumer and marketing group managing director, David Moffat, says 3G isn't about
technology but about services for customers, such as video message banks, video greetings, sports,
news and email access (including Yahoo and Hotmail). Ninety per cent of the content available is
Australian, he says, but there are also more than 40 foreign-language sites. Telstra has recently struck
a deal with Publishing and Broadcasting Limited to extend its content services. This will include video
content from Channel Nine and content from ninemsn and Australian Consolidated Press's magazines.
The i-mode service has a wide range of content. The news service has 14 channels, while sports
coverage includes Australian football, rugby league, rugby union, several football sites, Foxsports,
Cricinfo and extensive motor racing coverage.

Vodafone will launch its service in Sydney, Melbourne and Canberra next month and in Brisbane,

Adelaide and Perth early next year.
With more providers in the market, the race for subscribers is on. The marketing will increase and the
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price of 3G handsets will continue to fall as more are sold. The telcos will deliver deals, as they have
done over the past year with broadband internet access.

The Age
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eBay May Buy Skype

Recent published reports said the web auction leader was in talks to buy internet telephony provider
Skype.

eBay and Skype both refused to comment on what they called rumours and speculation.

Skype's free software lets people talk free over the internet using computers and microphones. Calls
to landline telephones are also possible at costs that, along with other low-cost Voice over Internet
Protocol providers, are creating upheaval in the telecommunications industry.

Skype has 53 million registered users and the company says more than 2 million people use Skype at
any given moment. Since it was introduced in 2003, the company's free software has been
downloaded more than 151 million times.

Earlier this year, the industry was abuzz after a British newspaper reported that Rupert Murdoch's
News Corp. had explored a $US3 billion offer for Skype.
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New Digital Video Technology

Texas Instruments says it has developed semiconductor technology that will let manufacturers quickly
produce digital video devices with more power and features.

Officials say manufacturers will be able to use the new chip, microprocessor and software by year end.
The company hopes the technology, called DaVinci, will give it the same stronghold in digital video
components that it enjoys in the market for mobile phones, about half of which run on Texas
Instruments chips.

Company officials said the technology would allow digital cameras to correct colour and lighting
problems instead of fixing them on a computer, and allow a single box to let TV viewers record, play
or hold a video conference.

They also said it would cut the development time for new devices by more than half, to between six
and 12 months.
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Tiny iPod Launched

Apple has introduced a long-anticipated music-playing mobile phone and surprised the faithful with a
new pencil-thin iPod.
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The phone, called the ROKR and made by Motorola, will come loaded with iTunes software, store up
to 100 songs and include a colour display screen and a built-in camera.

The ROKR, will include built-in dual-stereo speakers as well as stereo headphones that also serve as a
mobile headset.

Users will not be able to load the phone with music files over mobile networks. They must transfer
songs from their computers. That contrasts with popular over-the-air music purchases available in
such countries as Japan.

The new iPod, called the Nano, replaces the iPod Mini. In contrast with the Mini, which is hard drive-
based, the Nano relies on flash memory, making it lighter and more energy-efficient.

One-third the size of the Mini, the Nano weighs about 42 gms and will fit into a breast pocket. Apple
says it can store up to 1000 songs or 25,000 photos.

Besides music, the Nano features games, photo storage and a calendar. It also has a "screen lock"
feature that allows no one except the user to access content.

A 4-gigabyte Nano will retail for $US249 ($A324), and a 2-gigabyte model will sell for $US199. The
devices will be in stores in the US today and were likely to be widely available by the weekend, Apple
said.
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Japanese Get Head Start

WANTING to be as punctual as possible, Japan will next year move its clocks ahead - by one second.
Japan will head one second into the future on January 1, 2006 when it adjusts the high-precision
atomic clock, which keeps Japan Standard Time using advanced physics.

The "leap-second" is being added onto the clock in line with a global effort to make official time in
synch with the Earth's orbit, the National Institute of Information and Communications Technology
said.

The institute said that standard time should not be 0.9 of a second faster or slower than the actual
astronomic time. The last time the atomic clock had a second added on was seven years ago.
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The Big Rip-Off

Oil companies have gouged $80 million from the pockets of Australian families in the past three weeks
as profit margins on refined oil soar.

Prime Minister John Howard said he sympathised with motorists and would move "heaven and earth"
if there was anything he could do to cut prices, which have hit a record $1.40 a litre.

Australian Competition and Consumer Commission chairman Graeme Samuel criticised the oil
companies, saying "something funny" is going on with pricing.

As motorists struggle to cope with the record petrol prices at the bowser, it has been revealed that oil
giants have increased profits on an average barrel of oil by $13 a barrel.

Mr Samuel said refiners had been extracting an extra $US10 ($13) a barrel from the consumer over
the past three weeks.

"[A refining margin of $US17 ($22) a barrel] is abnormally high. It is far higher than we would
normally see in the past," Mr Samuel said. "That is an enormous increase and that affects our petrol
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price in Australia.

"The indication is that with that very high refining margin, something funny is going on."

Refining figures show that Caltex, Shell and BP are all pocketing more than an extra $1 million a day
on the total 398,500 barrels of gasoline refined each day - adding up to a total of $83.79 million over
the past three weeks.

The Government's GST revenue also rises with every cent rise in petrol.

Back to top
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Ethics Start From The Top

Tough corporate laws are all very well, says ethicist Steve Salbu, but you can't legislate honesty.

"I think it was good something was done legislatively and I think it was good, if for no other reason
than to instil some confidence in the marketplace, but I really don't see Sarbanes-Oxley being a true
impediment to another Enron," Professor Salbu said.

"If there are greedy people who want to steal, they will find a way to do it and I don't see anything in
Sarbanes-Oxley that will preclude it from happening."

All the emphasis on compliance under Sarbanes-Oxley, the tough new corporate law in the US,
created a lot of box-ticking and paperwork but not much focus on ethics, he said.

While Sarbanes-Oxley creates lots of new work for companies, it doesn't really touch on the nuances
and shades of ethical and moral behaviour where the world is not necessarily black and white.

Professor Salbu said too much focus on compliance could fool directors and managers into thinking
that everything was above board.

"Companies now feel they have paid their dues in terms of what are viewed sometimes as onerous
regulatory requirements," he said.

Professor Salbu, an associate dean at the University of Texas, has been brought to Australia with the
aim of developing the morality and character of the next generation of business leaders.

Professor Salbu says there are no guarantees. But incorporating ethics into business education would
at least allow students to practise ethical thinking in preparation for the workforce, he said.

"If it's not part of the conversation for that period, then we shouldn't be surprised that it's not part of
the conversation when they leave. I'm not naive. I think it's going to help in some instances and in
other instances not, but training is important."

Ethical behaviour starts at the top. "Leaders have to send the signal that quarterly earnings are not
everything, that there are other things that are priorities and here are the behaviours I don't want you
to engage in.

The Age.com
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Many CEOS Get Paid Too Much

Many of the directors of Australia's biggest companies say chief executive officers are paid too much,
and about one in 10 reckons bosses should be on half that amount.

In an extraordinary admission by the people who determine bosses' pay, a survey by consultants
McKinsey of the directors of the Australian Stock Exchange's top 200 companies found 42.5 per cent
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believed senior executive remuneration was too high and 9.2 per cent thought it was far too high.
Of those that said bosses were paid too much, 22.2 per cent said senior executive remuneration was
100 per cent over the mark, or twice as much as the executives were worth. Another 47.6 per cent
said the pay was 50 per cent too much.

On the plus side, however, the majority said CEO remuneration was now tied more directly to
company performance than it was five years ago. Whereas 22.2 per cent said the link was largely
there five years ago, 60.8 per cent said there was a strong connection now.

The Age
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The Serious Business of Games

Games are not child's play, they are serious business. Computer-game technology is being used for
applications as diverse as military simulations, workplace training, in education, emergency services
and healthcare.

According to Andrew Stapleton, a researcher at Swinburne University of Technology, digital games are
being used "to train firefighters, create architectural spaces, simulate physical phenomena and even to
treat phobias in patients".

Dr Stapleton says games are a powerful learning tool because they encourage active problem solving
and strategic thinking, emphasising exploration and self-discovery rather than learning by rote.
"Players want to learn so they can unravel the mysteries of the game world and eventually come to
master the game," he says.

As part of the Australian Flexible Learning Framework, Adrian Denyer, a training specialist for
Transport and Distribution Australia, has researched Australia's ability to tap into this market.

Mr Denyer says there is enormous potential to use specialist programs and commercial computer
games as alternative training and assessment tools.

"Serious games have the same ability as any normal computer game to emotionally immerse people
using adventure or strategy," Mr Denyer says. "But the difference is the subtly disguised intention that
players will learn as they play, with progress checkpoints acting as a platform for knowledge and
content assessment. Computer games will soon be a key part of how we learn things."

Flight and driving simulators have long been used to train pilots and drivers but game technology is
also increasingly used for training in other fields. For example, Shield of Freedom is a US Coast Guard
multiplayer game that tests communication and tactical performance.

"Games can enable players to experience places and events that are not readily accessible, or are too
dangerous to experience in the real world," says Dr Stapleton. "Players can experience these things
knowing that they can learn by making mistakes."

Games are now widely used in American healthcare, says Mr Sawyer. "We have exercise games,
games that help with phobia treatment, games used for treating pain related to cancer or burns, and
games used to train healthcare workers (including surgeons) in important new procedures."

For example, Splash is an underwater scuba environment used for pain distraction during
chemotherapy treatments, while Iceworld helps patients suffering from burns.

The Virtual Reality Medical Center in California is using VR technology to treat patients suffering from
phobias such as fear of flying, spiders, heights and closed spaces. Patients wear head-mounted
displays with earphones to place them in a computer-generated world where they experience stimuli
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related to their phobia.

Games are also becoming popular in corporate training. Specialists such as games2train have provided
serious games for such companies as IBM, Nokia, PricewaterhouseCoopers, Reuters and American
Express. Topics have included communicating with clients, sexual harassment, business travel,
computer-aided design, financial trading and product knowledge.
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Aust Slow To Embrace Digital TV

Many Australians love nothing more than sitting in front of the television glued to their favourite sport,
soap or sitcom. But when it comes to the digital TV revolution, Australians have been slow to switch
on.

Of the estimated 15.2 million idiot boxes in Australian homes, only about 12 per cent are tuned into
the digital services which have been on offer from the free-to-air networks for four years.

With the government poised to flick the switch and turn off the existing analogue TV signal in 2008,
the rush is on to convert as many households as possible to digital.

The main attraction of going digital is meant to be simple - superior pictures and sound.

But many people remain confused about the costs of converting and what they will get for their
money.

The price of set top boxes which existing analogue televisions need to receive digital TV have also
dropped dramatically, with some now selling for just under $100.

So far, pay TV providers Foxtel and Austar seem to have had more success in converting viewers at a
faster pace to digital than the free-to-air networks.

Since the pair began offering digital services last year well over half their estimated 1.5 million
subscribers have converted.

Communications Minister Helen Coonan is undertaking several inquiries into digital TV including the
possibility of allowing the free-to-air networks to multichannel - offering extra channels through their
digital services.

Instead of multi-channelling, Ten and Nine want the government to follow the United States and force
all TV manufacturers to install digital tuners into TV sets before switching off the analogue signal.
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Articles

Good Link for marketing information!

New Study Pinpoints Passions That Drive Australian Sports Fans

AFL —‘The most ‘all consuming’ fan experience in Australia’
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Rugby League — ‘The most tribal sport in Australia’
Cricket — ‘The least homogeneous fan base in Australia’
Plus More...

Sydney, A new research study commissioned by one of the World’s leading sports, music and
entertainment companies, reveals a number of key factors that ignite fans’ passion for their preferred
sports. This unique Passion DriversTM research was designed and developed by Octagon’s research
division and has already been conducted in 3 major markets: China, the UK and the US, and has now
being extended to include the following sports in Australia: AFL, Cricket, Football, Golf, Rugby
League, Rugby Union and V8 Supercars.

On August 31, Rick Dudley, President and CEO of Octagon Worldwide will be in Australia to launch this
research and to present some summary findings at an exclusive conference for Sports Federations and
leading Sponsors and Marketers in Australia.

For the first time in the sports marketing industry in Australia, quantified data will provide fascinating
insights into the emotional connections and affinity fans have for their sports. As well as showing, for
example the distinctions between the motivations of a rugby league fan and an AFL fan, the Passion
DriversTM research findings also reveal different types of fans within the fan-base of each sport.

‘For marketers and sponsors in an increasingly globalizing society and a shrinking world,
understanding these differences will enable them to create targeted programming that resonates
much more closely with the preferences of fans. Broad programs can give way to tailored initiatives
that speak directly to a fans’ emotional connection for his or her sport’, says Justin Ricketts, General
Manager of Marketing Services, Octagon Australia.

Whilst specific details will be revealed on August 31st, a top level review of the research has already
uncovered some very interesting insights and comparisons for each of the sports covered:

AFL —'The most ‘all consuming’ fan experience in Australia’

Unsurprisingly, ‘Team Devotion’ is the leading Passion DriverTM factor for AFL Fans. Compared to
other sports, AFL appears to provide the most ‘all consuming’ fan experience whereby fans ‘live and
breath’ the sport more than any other sport in Australia. However, for a sport that has over a
hundred years of history, a surprise finding is that the ‘Nostalgia’ factor, while it is an important factor
for some AFL fans, does not contribute more significantly to fans’ passion for their sport when we look
across the entire AFL fan base...

Rugby League — ‘The most tribal sport in Australia’

Like Football (Soccer) in the UK, Rugby League is the most tribal sport in Australia — indeed “Team
Devotion” is the dominant Passion DriversTM factor for each fan type within the NRL fan base. The
research also demonstrates strong fan loyalty to the rugby league code and suggests that the NRL's
‘That's my Game'’ strategy has worked with fans in ensuring that ‘Love of the Game' is a key passion
driver to the sport...

Rugby Union —‘Low “Team Devotion” and ‘Player Affinity’ indices suggests opportunities for growth for
the professional aspect of the sport’

In contrast to Rugby League, Rugby Union does not have as strong team loyalty and fans are not as
connected with the stars within the game. The Passion DriversTM analysis reveals that the ‘Team
Devotion’ and ‘Player Affinity’ factors are much less important for Rugby Union fans than Rugby
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League fans and this represents an opportunity for the Australian Rugby Union to deepen their
relationship with their fans. Rugby Union fans primary connections to the sport are predominantly
driven by ‘Love of the Game’ and 'Lifestyle’...

V8 Supercars — ‘Drivers have become more important to fans than the traditional Ford/Holden Rivalry’
Drivers, rather than Race Teams or the two competing manufacturers are the primary connection
point for V8 fans, suggesting that leveraging programs focused on the drivers (rather than the team
or car manufacturer) will resonate strongly with V8 fans. ‘Nostalgia’ also scores surprisingly highly
perhaps providing sponsors with an as yet untapped opportunity to better leverage the history and
traditional associated with the sport....

Golf —*Australian golf fans are starved of exposure to the elite end of the game’

The lack of mainstream TV coverage of the elite game, due to the limited and decreasing local market
of major tour events and the time difference issues associated with large televised events in the US
and Europe, means that unlike fans of golf in the UK and US, Australian golf fans are primarily
connecting to the professional sport through factors related to their own active participation in the
sport rather than more media-driven factors...

Football (Soccer) — ‘The lack of a prominent club competition, TV exposure and local stars has resulted
in football fan passion being largely confined to grassroots participation’

Whilst the sport continues to have the largest participation base, the lack of any prominent club
competition has left a vacuum at the professional end of the sport, and thus fans are driven by their
active participation in the game. The research will act as a fascinating benchmark to the success of
the relaunch of the FFA and the Hyundai A-League...

Cricket — *Cricket appeals to most Australians — but it appeals to them in many different ways — in
terms of what drives the fans passion for a particular sport, cricket is the least homogeneous sport in
Australia’

Unlike the other sports, there is not a clearly defined hierarchy of leading Passion DriversTM factors
for Cricket in Australia. Deeper analysis of the cricket fan-base reveals that there are three distinctly
different types of cricket fan in Australia that are following the sport for very different reasons — as a
marketer, it is therefore essential to understand what type of cricket fan your target consumer is, in
order to develop a leveraging program that will be relevant and compelling ...

Marketers in other countries are already reaping the benefits of the deeper levels of understanding
that Passion DriversTM research uniquely delivers. For example, Michael Robichaud (Vice President —
Sports Marketing, Nextel) states that "We always knew that NASCAR fans were incredibly passionate
about their sport, now we have a quantified understanding of exactly why they love this sport. We
also know what motivates different types of fans within the NASCAR fan base. This information will be
extremely valuable as we strive to make Nextel's leveraging of the 2006 NASCAR Nextel Cup as
exciting and compelling as possible to the fans."

Commenting on the research, Eric Bradlow, a professor of marketing and statistics at the University of
Pennsylvanias’ Wharton School, “In essence, Octagon has applied the same marketing discipline to
sports as brand marketers have used with different consumer categories over the years, to redefine
sponsorship leveraging by starting with the consumers and the emotional connections they have with
the sport of their choice. After reviewing this research, we believe sports marketers will be able to
consider their consumers/fans in a completely new light, and develop programs that are much more
compelling and cost effective than in the past”.

S-COMM Australia, also believes this signals yet another positive move for the credibility of the sports
marketing and sponsorship industry. “Whereas a few years ago, the big question was can sponsorship
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activity be measured, now it is what should be researched and how best to measure. Global and local
marketing trends point to an exciting potential for those marketing options that allow and encourage
engagement with the consumer — sport and sponsorship are ideally placed to deliver” says Lynne
Anderson, Managing Director of S-COMM Australia.

Octagon is one of the worlds’ leading sports and entertainment event marketing companies with
global expertise in consulting, athletes & personalities, event management, property representation,
marketing solutions, research, licensing and merchandising, talent procurement and television rights
and production.

For further enquiries or to arrange any interviews please contact: justin.ricketts@octagon.com ; 61 2
9994 4388
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A True Wine Making Experience

People from all walks of life who have wanted to make their own wine but have lacked the knowledge
and machinery to do so can now realise their dream. Orange based vigneron Ian Davison and
winemaker Don MacLennan have joined forces to start Wine Warriors.

Davison said “Wine Warriors brings novice and experienced winemakers to Orange to make their own
‘vin extraordinaire”.

Starting with a group from a Sydney accountancy practice the business is growing quickly.

Davison said — “*We now have people from all walks of life asking if they could join in and make wine
with their friends and work mates. A few large Sydney based companies use Wine Warriors for a team
building exercise for their executive staff. They say it is better than the usual day out at the cricket or
a game of golf. Making red wine takes a full12 months and at the end there is a reward that they can
share with friends.”

MacLennan said - “We don't just ‘let them loose’ in the winery. We give them a short wine
appreciation course which shows them some of aromas of wine and they taste wines which exhibit
some of the many flavours they would aim for in their vintage”.

Once the group decides on the style of wine they want, they then crush the grapes, decide on the
yeast, decide on the time on the skins, the type of oak barrel, number and timings of rackings plus
many other things that go into producing wine.

Davison said — “The wine they produce is their own and our winemaker is on hand to give them
guidance and advice”.

MacLennan said - “"Some groups come to the winery during the year to taste their wine and talk about
how to take the next steps in the process. But if they can’t come to the winery we take samples to
Sydney for ‘boardroom tastings’.

Davison said — “The groups have a real hands on wine making experience and even design their label
and do the bottling manually. They take their wine home and can talk about the experience with
friends and I guess, skite about how they ‘made this wine'. It's great to see them really enjoy the
experience and have a lot of fun”.

Wine Warriors is conducted throughout the year. Groups of about 10 people seem to work best, but a
few more or less does not matter as it only means a few more or less bottles per person. Each group
makes a half a tonne of grapes, which gives them around 300-340 bottles.

Enquiries and bookings can be made by phone (02) 6365 2233 or fax (02) 6365 2202. email
caa@netconnect.com.au website: www.winewarriors.com

For more information- Ian Davison wine warriors ‘Phone 02 63652233
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The Seniors Market
Paul Roberts

Why on earth is everyone still obsessed with the 18 to 24 year old demographic?

As the baby boomers slip into their 50s they look set to revolutionize the whole meaning of retirement
- just as they have led other social revolutions throughout their lives. Baby boom heroes such as
Bowie, Dylan, Jagger, Page and Plant are all heading toward the great performer’s lounge in the sky,
and it's hard to imagine them, or the fans who jostled to get front row at their concerts, slipping into
their woolly slippers and leaving their false teeth to soak before tucking in for a late one at 9 pm.

Older consumers used to be categorized as a single group called “senior citizens.” Over time they have
been labeled in a slightly more positive light.

It's perceptions not buzz words that need to change. Why is it marketers split the youth market into
dozens of segments, yet turn around and treat millions of mature consumers as one? Success in this
market doesn’t depend upon using the right vocabulary, but on developing a deeper understanding of
the numerous parts that make up the older generation. This is no longer one single market that can
be summarized by a single term. Today’s 50-year-olds are completely different from any other
generation of 50-year-olds.

Worse still, marketers frequently make the mistake of lumping in the baby boomers with seniors in
their marketing campaigns. There is a big distinction between marketing to what are termed “leading-
edge” or “first wave” baby boomers in their 50s and 60s, and marketing to seniors. For example,
leading-edge boomers are seeking financial independence, whereas seniors are more interested in
physical independence. Failure to distinguish the difference is a death knell for any brand hoping to
secure credibility with either group.

Isolating groups within this market is more difficult than analyzing younger categories because with
age comes a more pronounced sense of individuality. This challenge is especially prevalent nowadays,
where the rules on parenthood, employment and other social delineators have changed so
dramatically during the last 50 years. Any disparity between the lively and the lackadaisical is coloured
by lifestyle choices characteristic of the last twenty years. Primarily and prominently, people are
having children later and staying employed longer. It's just as natural now to find over-50s raising first
children in infancy as it is for them to be admiring grandchildren. There are those entering early
retirement, those still working, those starting entirely new careers, and those becoming new parents.

One principal group emerging have been coined The Wild Elderly, a label they would, no doubt
outwardly detest, and secretly like. Many of these over-50s are kid-free, financially independent and
are more often than not, single. Baby boomers, freed from the shackles of former responsibilities such
as family and work, are looking for the fun and freedom found in driving sports cars, sailing around
the Mediterranean and backpacking throughout Europe.

Thirty-five year old sixty year olds

Recent surveys suggest that three in four over-50s feel no more than 75 percent of their chronological
age.

Income also appears to bear little relevance in an environment where over-50s’ spending power is
often determined more by return on assets rather than earned income.
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Baby boomers are not out to hijack the genuine culture of youth. Instead they are interested in a
youthful way of life, the recognition that being young is a state of mind, and in a physical, turbo-
charged approach that allows you to bend and stretch well past your 40th birthday.

The most successful advertising campaigns targeted at mature consumers focus on active and healthy
lifestyles and introduce positive role models. However it's not all about image and communication.
Products and services also need to suit older consumers.

Most companies are only just waking up to the impact shifting demographics will have on
consumption. While some fret about the old age demographic time bomb, others are investigating the
possibility that the next wave of pensioners simply will not act like, well, pensioners, but more like
teenagers. Those that choose to ignore the over-50 opportunity are ignoring a global redefinition of
age, but more importantly, a looming social gerontocracy that will decide their survival in the
marketplace.

Paul Roberts is CEO and founder of Desire Brand Management in Sydney, Australia.
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Customer Service Online
Tony Ferris

The e-business boom has brought with it a host of new challenges for customer service operators. As
firms have battled to understand the technology and to create business opportunities, in many cases
they have forgotten the needs of the customer. The fact that a firm is dealing with new technology
does not mean that old-fashioned customer service values should be forgotten.

E-technology has changed language - many IT experts seem to talk a different language. If your
customers don't understand what you are saying, they'll simply turn off, and go elsewhere. Let the
experts have their e-speak, but translate what it means for your customers.

Tips for email etiquette:

Be brief but detailed

Include a signature

Be polite - please and thank you count

Don't use capitals - people will think you're shouting

Never send spam

Be courteous with attachments - large attachments take time to download
Think about file formats - send attachments in formats most people can open

E-firms wanting to do business, would do well to remember that there are more easily available
choices online than in even the biggest shopping centre. You go shopping at Chadstone and have
maybe 20 or 30 choices of dealers in ladies or mens wear. Try to shop for clothes online and there are
thousands of opportunities at your fingertips. Remember that if you don't gain your potential
customer’s interest very quickly, there are lots more choices for them at the flick of a button.

Your website needs to be easy to navigate. Make sure that ordinary people can access your site and
get information easily and quickly. Tailor your site so that people can purchase easily - a mouse-
button click is best. Have a returns policy that is ‘real-world” and not ‘gobbledegook’. And most
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importantly, people resist purchasing if you do not have a physical presence. E-tech people seem to
communicate solely online, so they have little regard for a geographical presence - look at the
number of highly informative websites that show only an e-address, and totally disregard the inclusion
of an address or a telephone number.

Direct marketing has learned that people will not do business with a P.O. Box. Electronic direct mail
must learn the same lesson - people will order electronically, and they will pay for the goods
electronically - but they want to know that you exist in the real world just in case something goes
wrong.

If you are dealing internationally, it is also good manners (and good business) to show prices in local
currencies. Would you open a shop in China, and show prices in Australian dollars? Similarly create
language variances for your various markets. Enlightened websites for global dealers will give
customers an early option to select a language suited to them.

Just as customers will return to a store with friendly, professional service, so too will they return to a
website where they have had a good experience. In order for e-business to succeed, it's important for
a customer or supplier to trust the organisation and the online medium. Good etiquette helps build
that trust.

Think about a recent telephone conversation you have had, or a personal meeting with somebody,
whether on a business or personal basis. There are certain courtesies that we extend - we smile -
we are generally friendly - we listen to other opinions - we respond to questions - we accept that
the other person is an equal. There are some basic rules of etiquette for email transactions.

People don't read online in the same way as they read printed materials - instead they tend to scan
- so0 keep your messages short and simple. Ask one question at a time, and don’t make sentences
complicated. Use bullet points to make understanding easy. But remember to include all necessary
information.

If you are about to send an email to someone you don‘t know, make sure you explain who you are
and what you represent - identify yourself - otherwise expect your message to be treated as
‘spam’. Personalise messages without being too familiar or casual. Also be sure to include a proper
signature on each message you send, with full details, so that you may be contacted by a number of
methods.

The ‘anonymous’ nature of email allows people the opportunity to complain a lot more freely than they
might in person. Comments are usually more frank, so be prepared to be a little more thick-skinned
than normal.

It is wise to remember that you are actually dealing with a real person, even though you may never
meet face-to-face. Even more so, remember that someone who may be too embarrassed or too polite
to ‘walk out’ of a store or a restaurant, can very easily ‘walk out’ of your website at just the click of a
button.?
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Breaking Cassandra's Curse
By: Robert Middleton

Thousands of years ago, according to Greek Mythology, there was a woman named Cassandrda who
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was in a relationship with the god Apollo. He, being the God of Truth and Light, bestowed the gift of
prophecy upon Cassandra. But apparently the relationship went sour and they split.

Apollo wasn't able to take back his gift so he bestowed another - a curse actually - that when
Cassandra foretold the future, no one would believe her.

As you can imagine, this was very upsetting to Cassandra and made her someone you'd avoid inviting
to parties. But there's a part to this story that you don't hear about very often. . . .

Cassandra had several children and her curse was passed on to them. By the time the Industrial
Revolution rolled by, most of her descendants had become small business owners and the curse had
changed a bit. Now whenever they tried to communicate about their businesses and how great they
were, no one would believe them!

(sound familiar?)

Luckily, if they did good work, news about their products and services was passed by word-of-mouth
and their businesses grew. But no matter how hard they tried, they had a terrible time telling people
directly about their services.

In fact the best people could do was assert: "I Hate Marketing!" which made them feel a little better
but really didn't do much good.

Many maintained that they just didn't have time for marketing and that their kind of business really
couldn't be marketed anyway.

Still others tried a little marketing here and there but it didn't get good results, proving that word-of-
mouth was the only way.

Many vyears later, early in the 20th Century, a business wizard named Claude Hopkins discovered
Cassandra's Curse and put all his time and effort into finding an antidote to this scourge that had held
small business people back for so long.

And you know what? he succeeded and he wrote a book called "Scientific Advertising" in which he
shared the antidote. And several business people used his formula to great effect. Their prospective
clients finally started listening to them and their businesses grew by leaps and bounds.

Since then, marketing consultants like myself (spiritual descendants of Claude Hopkins, not
Cassandra) have been working to spread the word far and wide, to break the curse and to set small
business people free. (yeah, yeah, I know this is a little melodramatic!).

The antidote, If you didn't already know, is to focus your marketing message on "what the client gets"
instead of on "what you do." It almost seems too simple, but it makes all the difference. And it's
amazing to me how so few small business owners actually "get it."

Take a minute to look at anything you have in print and listen to what comes out of your mouth and
ask if you are using the antidote or are still under the sway of Cassandra's Curse.
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Brand Truth - The American Red Cross Story

The events of September 11 need no introduction, and their impact on marketers has been well
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documented. Many businesses responded with remarkable speed to pull or alter advertising of
questionable taste. Not all organizations exercised such good judgment, however. Ironically, it was a
non-profit agency that responded most ineptly. Even more ironic, the guilty party was the American
Red Cross, the very organization at the forefront of aiding the World Trade towers’ victims.

The Red Cross is the brand name in disaster relief worldwide. Not surprisingly, the American Red
Cross immediately committed itself to helping the 9-11 victims. Disaster mobilized the American
public’s goodwill and donors rushed to fill Red Cross coffers. It seemed the charity’s overwhelming
success at raising funds — more than $500 million — would be its defining moment.

The Red Cross brand worked — perhaps too well in this case. Donors thought they knew the Red
Cross. They presumed to know how the Red Cross operates and how it would handle their donations.
They assumed their money would be channeled exclusively to 9-11 victims and their families. Some
weeks later the media discovered that more than one-third of the donations — some $200 million —
had been set aside for future relief operations, rather than for the current crisis. Many donors, feeling
misled, reacted angrily.

In response to the uproar, the American Red Cross president resigned, the organization promised all
donations would be dedicated to September 11-related relief work and, to further appease angry
donors, the Red Cross offered to refund donations on demand.

Some saw the failure to immediately channel all funds to victims as a case of deception. I think it
reflects a simple, but fundamental, misunderstanding between donors and charities. Most charities,
whether the Red Cross, a university, or a hospital, prefer traditional giving: donated funds are put into
a general pot and doled out, by the charity, as needed. The resources of most charitable operations
are thinly-stretched, so traditional giving allows them to operate effectively and predictably. By
contrast, charities are less favourably disposed to directed giving, which ties donated funds to a
particular program. Directed giving complicates the management of charities because it fragments the
efforts of fundraisers and removes their control over the distribution of funds. But because donors
increasingly want to control how their money is used, traditional giving and directed giving usually
operate in tandem.

There was nothing wrong with handling the September 11 donations like any other donation and
putting them in the general pot. The American Red Cross deals with myriad crises in any given year
and does not operate on a crisis-by-crisis basis; it needs reserve funds in case other national
emergencies, including further terrorist attacks, arise. But it wasn’t up to emotionally-wrought donors
to make these distinctions. It was up to Red Cross management — business professionals — to know
their “customers.” Asking the right questions when donations were accepted would have revealed that
donors expected their gifts be tied exclusively to 9-11 victims; the Red Cross could then have
respected donors’ wishes. Or they could have used the opportunity to persuade donors to untie their
donations. Or they could have used their ads to clearly define the organization’s involvement in relief
work. Instead they let the Red Cross symbol do the talking for them, and clearly it was
misunderstood.

At one level, this is a simple communication problem. More specifically, it is about understanding what
the brand means and being able to translate that meaning into effective action. A brand tells people
what an organization, a product, or a service will do, and whom it will help. Consensus about these
goals is very powerful. A superior, well-managed organization is marked by its ability to accurately
communicate all of its brand messages — everything from identity to mission to operational tactics to
history. When employees understand and believe in the brand’s meaning, they can use that insight to
adapt their actions to whatever critical situation might emerge. But making sure consensus exists so
employees can correctly deliver on the brand’s promise requires training.

Any employee must train, just as pilots, doctors, firefighters, or soldiers do, so they can respond
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quickly and effectively to unexpected situations. Better training about brand management would have
equipped Red Cross employees to deal with this critical situation; it would have guided their ability to
manage the expectations of this large number of emotionally-charged donors; it would have
strengthened the value of the Red Cross brand instead of undermining it.

In the aftermath of September 11, marketing guru Jack Trout predicted “we'll see marketing
strategies get back to the fundamentals.” One fundamental is that customers and employees alike
must understand what the brand means. The main lesson from this unfortunate Red Cross saga is that
achieving consensus is a vital requirement in successfully managing a brand as an asset.
RobFerguson@KnowledgeMarketingGroup.com
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The Client's Role in the Creative Briefing Process
Anish V. Koshy

The reasons why client companies employ and pay ad agencies is because they enable solving of
brand problems and exploit brand opportunities.

Advertising being a functional instrument - designed to achieve specific objectives. It becomes
essential to provide for a good brief to hope for a good ad.

Why is the brief so important ? One, Due to the fact that much money is going to be spent on the
campaign that emerges from it. So the agency has both the opportunity to create something that
works and the responsibility to ensure that it does.

But, it's important for the client to know the advertising development process - a kind of relay race.
The departments which are involved and how they go about it. This becomes essential so as to be
able to gauge the time taken for creative work to develop. Two, for the client to know where exactly
he can play a pivotal role in the strategy development.

Strategic development involves understanding the client's business, their consumers, their
marketplace, and their brand. It forms an important part of the creation briefing as it represents the
stage in the advertising development process where the strategic understanding developed by the
account team reaches the people whose job it is to crack the creative problem.

But, this strategic understanding has to be translated into a form which is a useful tool and inspiration
for the creative team.

All advertising does not work. Even thought we would make this assumption that all advertising works.
The truth is that some works and some don't. Creative briefing is one of the surest ways to ensure
that the possibilities of it working are high. You can view creative briefing as a lever that can be
tugged at a particular direction giving it a different result each time. You can also view it as the rudder
to a ship or oil to an engine.

Then comes the tone of voice. Which needs to be defined. Should be heroic, aristocratic, formal,
casual or charged? This is important, as it would affect the final output of the communication.

Briefs should be simple and to the point. You should be able to explain it to a layman.

There is a brief and a briefing: Briefs forms the written communication which goes to the creative
team; briefing is the dialogue, discussion and direction which occur around the brief. The client plays
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a part in both, adding definition.

Brief should be having two key properties - directional and inspirational. Directional is where the client
can play a prominent role. Not to discount the role in inspiring the Agency.

Directional - means it should define the task - what the advertising needs to achieve, the problem it is
trying to solve.

Inspirational - means giving the creative team a springboard, a jumping off point. Here 'feel', 'tone of

voice', 'look’, and 'effect' should be taken into account.

Sections of the brief fall roughly into the following areas:

* - Why are we advertising? Role of advertising. What is the advertising doing ? What do we want
people to think?

o Who are we talking to? Target group. Type and outlook of person, not just demographics. Their
behavior with respect to our objectives.

o What are we saying? Prospective/main thought + support.

o How are we saying it? Tone of voice - adult to adult, parent to a parent.

* Brand identity.

* Executive guidelines - Things to avoid. Things to do

* Request - media consideration/requirement

* Timings

The first three are directional, the next two are inspirational and the last two are operational.

To sum up, the client can play an important role in enhancing the creative briefing process by being
involved at the initial stages where the strategy and approach are discussed.

Anish V. Koshy Anish V. Koshy presently handles content management for the website, Intranet and
internal newsletter development as well as advertising with i-flex solutions limited, Bangalore, India as
Assistant Manager - Corporate Communications.
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