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Editorial

People keep saying to me "I wish I had more time..more hours in the day" The inescapable fact is that
everyone has the same number of hours in the day to work with. I have 24 hours, Leonado Da Vinci
had 24 hours and so do you.

It is up to each of us to decide how to use every minute.

You can waste your days in whatever way you choose. Sleeping late, complaining about your job and
just wishing for a better life. Or you can spend more of the time you have creating a better life — a
world devoted to improving yourself and the lives of others. How do you want to spend your days?
You have the power to live each day the way you want to live it.

Now, have a good - a really good day.

Brian Monger
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Quotes

A wise man learns from the mistakes of others; a fool by his own. - Latin Proverb
Aging is guaranteed, but gaining wisdom is not. - John Summers

Use what talent you possess - the woods would be very silent if no birds sang except those that sang
best. - - Henry Van Dyke

One's mind, once stretched by a new idea, never regains its original dimensions. Oliver Wendell
Holmes

What we call results are beginnings.- - Ralph Waldo Emerson
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From The Media

Coca-Cola overhaul

Coca-Cola selected agency Wieden and Kennedy to lead a global brand overhaul in conjunction with
its local advertising agencies. The world's largest soft-drink maker has rolled out new beverages to
boost consumer interest and invested an additional $US400m ($NZ573.2m) in marketing this year.
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Cheese looks to Asian markets

It is quite common for overseas tourists to walk into the Woollahra store of Jones the Grocer and buy
hundreds of dollars worth of Aussie cheese. "It pays for the airfares to come to Australia for food
shopping because top Australian cheeses and other produce are not available in Asia or in Dubai."
Prompted by the growing humber of fly-in customers, Jones the Grocer is planning to bring Australian
cheeses to them on their home ground.

It is planning its first foray overseas, initially with a store in Dubai, which it hopes could be up and
trading by next June. Jones the Grocer was also talking to parties in Singapore, Hong Kong, Kuala
Lumpur, Shanghai and Jakarta.

The most popular Australian cheeses with overseas buyers include Margaret River and King Island
cheddar, Jindi triple cream and Australian blue cheeses.

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



MARKETING

NEW ZEALAND

THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

Jones the Grocer has expanded from one store in 2004 to 13 franchises in Australia. Six of these
stores are trading, with the other seven to open soon.
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More shoppers go online

Online bargain website DealsDirect.com.au released a survey suggesting the number of Christmas
gifts purchased online will increase by 67 per cent to approximately nine million items. The number of
online shoppers has almost doubled from 1.2 million in 2004 to 2.3 million this Christmas, an increase
of 92 per cent on last year.

The main driver of this growth is households with children, who are more likely to buy multiple items
for their family this Christmas.

The number one reason for this mass migration to the web is convenience.

According to the survey, 72 per cent of people want to avoid the Christmas rush at shopping centres,
while 69 per cent say that having goods delivered to their front door is an incentive to shop online.
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Mobile TV

Australia's free-to-air television industry has declared mobile TV the next battleground while
downplaying the threat of new technologies to its $3 billion in annual advertising revenues. "The new
battleground of this business will be mobility," Mr Chisholm of Channel Nine said.

Channel Nine was involved in the trial of a new technology called DVB-H, which uses the digital TV
spectrum to send normal TV channels to mobile devices. DVB-H, which is being tested in Sydney, is
expected to provide a better mobile TV viewing experience than 3G mobile phones, which have limited
storage capacity.

Channel Ten said they were also keen to take advantage of emerging technologies. "There's every
reason that if we thought there was a profitable model to make unique [mobile phone] content out of
Neighbours we would do it," he said. "But we are not here to further fragment what we have in free
TV for no commercial gain."

There are an estimated 16.5 million mobile phones in Australia.

Mr Chisholm said even if the DVB-H trial proved successful, the networks had yet to decide if TV
advertisers would be charged more for their ads reaching a broader mobile audience.

"Will we charge more? I don't know. Will people be prepared to pay more I guess is the answer, but
it's too early to think about that," he said.

The networks also face a fresh threat from Telstra after it revealed plans this week to build a "next
generation" broadband network that would enable consumers to quickly download movies and
overseas TV series to their computers.

The stations agreed that younger audiences were becoming more difficult to reach but free-to-air TV
remained an "incredible weapon" for marketers because its audience reach was "unbelievable".

The network chiefs also denied they were treating their audiences with contempt despite a growing
tendency to allow TV programs to run over time or by changing scheduled shows at the last moment.
The Australian
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Australian Volunteers International

Australian Volunteers International is Australia's largest and most experienced international volunteer
sending agency.

Australian Volunteers International is committed to a vision of a peaceful and just world; a sustainable
world, where all people have access to the resources they need, the opportunity to achieve their
potential, the right to make decisions about the kind of development they want and to participate in
the future of their own communities

Visit the website (www.australianvolunteers.com) to find out more about Australian Volunteers
International and see the list of currently advertised local and overseas positions
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Internet Ad spend to Grow in 20067

According to the head of Fusion Strategy Steve Allen, the internet will be the Australian ad industry's
saviour next year. Advertising on the internet will grow by 60 per cent and breach the $1 billion mark,
magazines will add another $50 million in revenue to that sector, and pay TV will continue to grow by
nearly 19 per cent. Together they will fuel a 9.28 per cent growth in advertising spending in the main
media in 2006, according to the, who made his predictions last week at the annual CEASA conference.
Estimates by other media buyers for next year are at least half that of Fusion's and the next highest
prediction for growth in internet ads - from investment bank Merrill Lynch - comes in at 40 per cent.
Anne Parsons, chief executive of Mediacom, said newspapers lagged behind other media in innovation
and were preoccupied with issues that had little meaning to clients or agencies. "It only takes a couple
of seasons before you are behind the eight ball, which is where they are now," she said. "The internet
is the channel of the future - it's highly dynamic and offers great measurability. It does a lot of things
that clients ask for.

Media agencies attacked companies such as Roy Morgan and Nielsen for the high cost of their
syndicated research. Ms Parsons said current fees were "grossly inflated".

"We are doing more of our own research," she said. "There is a willingness among clients to go down
the path of more targeted research."

Growth trend for australian advertising in the main media.

- Internet to grow 60 per cent, topping $1 billion

- New magazines to pump $53 million into category

- Pay TV up 19 per cent

- Retail sales growth to reach 4 to 5 per cent

- Main media spend up 9.3 per cent ¢ highest estimate yet

1999 $7.1bn

2000 $8bn

2001 $7.4b

2002 $7.5bn

2003 $8.3bn

2004 $9.4bn

2005* $10.33bn

2006*$11.29bn

Estimates: source: Fusion Strategy
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Virgin Blue and Carlson launch Velocity

Velocity, the new rewards program powered by Virgin Blue will be logistically managed by Carlson
Marketing Group, the world leader in relationship marketing. Velocity has worked closely with
Carlson’s Australian team, drawing on Carlson’s global expertise in developing and operating large
scale loyalty programs, to create and deliver a powerful and rewarding consumer experience.

Velocity represents the next generation of consumer loyalty programs, giving members the
opportunity to earn points quickly and easily than with many other programs. Velocity addresses the
frustrations experienced by people trying to redeem points for flights in other programs.

Central to Velocity’s value proposition are the following features, many of which are unique in this
market:
e No black-out periods on Virgin Blue, Pacific Blue and Polynesian Blue
e Any seat, any flight, any time redemption — no more “frequent frustration” on Virgin Blue, Pacific
Blue and Polynesian Blue
e Free to join on-line
e Points don't expire for active members
You can also use your points for great non-flight rewards including the latest and greatest
gadgets and experiences via the Velocity Online Shop at www.velocityrewards.com.au
e Earn points on ANY Virgin Blue, Pacific Blue and Polynesian Blue fare you buy. Points are
accumulated based on the fare paid, not miles flown. You'll earn 6 points for every dollar spent
on Virgin Blue, Pacific Blue and Polynesian Blue. Velocity allows travellers to earn points on all
fares, including red hot sale fares.
e Points can also be earned based on spend with key foundation program partners including:
o Europcar
o International airline partners including Emirates and Virgin Atlantic Airways
Through Velocity, Virgin Blue aims to attract new Virgin Blue guests, particularly in the corporate and
business market.

Virgin Blue chose Carlson Marketing Group to help make Velocity a reality based on the demonstrable
success of programs run by Carlson, combined with the Carlson team’s experience delivering some of
Australia’s most engaging consumer loyalty programs. Brett Godfrey, Virgin Blue CEO says that
“working with Carlson Marketing Group gives us an opportunity to tap their wealth of experience. We
have a very clear goal to have the best program globally for both our frequent travellers as well as our
share holders.”

Further to developing the program model, Carlson will manage operational logistics for the program,
including the loyalty database, points engine, online shop, rewards sourcing, partner
recruitment/acquisition, member contact centre, program communication fulfillment (including
member statements) and crucially, program data analytics to drive ongoing strategy development.

Karl Schuster, Managing Director of Carlson’s Australian and New Zealand offices says “Virgin Blue's
choice of Carlson to operationally manage Velocity underscores Carlson’s position as the world leader
in relationship marketing. Our Australian office is a global centre of excellence in loyalty” he says.
“Being selected by such a terrific brand as Virgin Blue is testament to the great work being done by
my team. We are very excited to be working with Velocity to bring Australian consumers a new era in
loyalty programs.”
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Ad Agencies say Marketing Research is Pseudo Science

Australia's own Edsel - the Leyland P76, with a design that drew heavily on market research that
found a big boot was vital, was a resounding failure.

Market researchers are under pressure to be more accountable, writes Paul McIntyre.

The advertising industry this week called for market researchers to come clean on the success or
otherwise of their vetting of ad campaigns.

Senior adland creative directors accused market researchers of dubious science, double standards and
a lack of accountability for refusing to disclose how many ad campaigns that they altered during
concept development succeeded or failed.

"It's not the creative people who are responsible for the rubbish going on TV," Clemenger's creative
director, Danny Searle, said. "What's happening is our opinions are put down to subjectivity and
market research is put down to a science. The big problem is it's not a science. There are as many
misses out of research as there are hits.

Mr Searle criticised global research groups including AC Nielsen, Millward Brown and TNS for a lack of
transparency in refusing to release their top-scoring ads for creative agencies to refer to as
benchmarks .

Rob Belgiovane, BWM's executive creative director and a film judge this year at Cannes, said
researchers needed to commit to public disclosure. "We need a system that basically tells us of all the
ads tested by which research companies, which ads succeeded and which ones failed," he said. "We
would very quickly have a measure of who the hot researchers are versus the dud researchers."
Millward Brown's Australian head of qualitative research, Dr Neil Doyle, said: "Undoubtedly there are
some researchers that are better than others. "

Mr Belgiovane replied: "Absolutely, but we can pick it in our industry. We just can't pick it in yours.
The Leyland P76 always springs to mind as the car that was created entirely on research. It had a
boot big enough to take a 44-gallon drum because that's what the people in testing said they wanted
out of a car - a big boot. The Leyland P76 was the most unsuccessful car launch in the Australian
motor industry."

Millward Brown's Dr Doyle said some of the criticism levelled at market researchers was justified,
particularly with quantitative testing methods, including his company's well-known Link test.

"As we all know, clients can hide behind research at times, or perhaps the decision-making driven by
financial considerations where they will err on the side of certainty."

Quantitative testing techniques such as Link, TNS's AdEval, Nielsen's Ads@work and ASI from Ipsos all
attribute pre-launch scores to advertising concepts. Many large companies will proceed with ads only if
they pass certain benchmarks.

Dr Doyle said that approach was wrong. "Research is not a problem. It's more a problem with how it's
used. So anyone who's naive enough to say it's a bad advert because it scores 3.5 as to 3.7 clearly is
wrong. "I, for one, think intuition is a great thing to bring to research, as long as you call it your
intuition. I'd like to see more subjectivity brought into the process, researchers brought earlier on into
the process and a bit more dialogue. There is no one-size-fits-all with this stuff."
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Coles sniffs sales in petrol pitch

Coles Myer has launched an aggressive 14¢-a-litre petrol discount offer designed to increase sales in
its stores, despite statements just weeks ago by chief executive John Fletcher that he was positive
about the sales outlook for Christmas if petrol prices remained steady.
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Under the new offer, shoppers can earn a discount of 14¢ a litre from today until the end of January
by cashing in 1000 points from the retailer's FlyBuys loyalty card for a discount of 10¢ a litre and
adding that to the existing 4¢-a-litre discount for spending $30 at Coles stores. Customers can get
bonus points by buying items Coles Myer has identified as "slow moving" due to higher petrol prices.

FlyBuys points usually accrue at two points for every $5 spent. On this basis, to get 1000 points a
grocery bill would need to be in the vicinity of $400.00

Last month the Australian Consumers' Association said drivers should not bother with vouchers or
loyalty programs for petrol because the programs ended up making them spend more on other items.

The new promotion comes after Coles Myer last month had to withdraw advertising for an 8¢-a-litre
discount fuel offer linked to its Coles Myer Source Mastercard. The Australian Securities and
Investments Commission said it was "concerned that the advertising may mislead consumers to
believe these savings were permanent features" of the card when they were temporary.
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Google Travel

Google has entered the online travel information market with the beta launch of a search feature that
provides swift access to airline flight information.

Typing in two city names or airport codes into the Google search engine will now bring up a box for
flight dates, which will then connect directly to either Expedia, Hotwire or Orbitz travel sites. Clicking
one of these options opens a page listing all available flights on the date selected.

As one of the largest sectors in the ecommerce universe, internet companies are keen to increase
their footprint in the travel sector.

The launch of Google's new flight search tool also coincided with a new beta offering from Yahoo!
called Trip Planner, a community-based online travel guide.

Trip Planner allows users to create and share trip itineraries and travel tips using a combination of
search technology, maps, bulletin boards, and local listings. It also exploits the company's recent Flickr
acquisition, enabling users to share pictures from a trip.

The planner will also invite users to submit reviews and ratings of destinations, hotels and restaurants
and Yahoo! plans to add additional travel-related content to beef up the offering. It is expected to
seek a return from the venture through advertising on the site.
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Government acts to stop phone-sell pests

Households will be able to block annoying telemarketing calls by companies that could face fines of up
to $220,000 under plans to create a national Do Not Call Register to be announced today by the
Federal Government.

The Government is also likely to prevent unsolicited hard-sell phone calls to any household after 8pm
on weekdays and 5pm on weekends under a new minimum standard to be imposed on the direct
marketing industry.

But unlike in the United States, it may not stop calls from charities, social and market researchers,
opinion pollsters, educational groups, government agencies or political parties, which could be
exempt.

The government will release a discussion paper inviting public comment about how the system should
operate.
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Telemarketing companies may be required to pay a subscription fee of a few thousand dollars to
finance the system.

It is estimated that Australian households received more than 1 billion telemarketing calls last year -
an average of nearly three a week per household - which has fuelled growing irritation among voters.
It has led to reports of angry people blowing whistles down the phone line or abusing call-centre
operators.

The government is proposing an opt-out system where people have to ask to be put on the database.
The alternative of an opt-in system where every number would be protected unless the household
asks to receive such calls was rejected on the grounds that it would have caused the industry to
collapse.

The new system would be policed by the Australian Communications and Media Authority and would
cover overseas telemarketers who were calling on behalf of companies operating in Australia.
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Image of business executives and politicians down,
Roy Morgan Research finds Nurses Once Again Most Ethical and Honest Profession

Only 15% of Australians, down 8% in a year, view Business Executives as having high or very high
standards of ethics and honesty according to the 2005 annual Roy Morgan Survey of professional
ethics and honesty. In addition there was a significant fall in the image of Directors of Public
Companies, down 5% to 18%.

State Members of Parliament (down 6% to 13%) and Federal Members of Parliament (down
5% to 15%) also fell considerably from 2004.

Gary Morgan Says:

"It Is not surprising the image of Business Executives and Directors has fallen during 2005 - a large
number have appeared in court for unethical and disgraceful behaviour and controversy rages in the
media over the absurd levels of remuneration packages of some Business Executives and Directors.
"It is also unsurprising that there has been a drop in the image of Politicians (both State and Federal),
aue to concern over the sale and direction of Telstra, the release of the Latham Diaries and the
negative media coverage surrounding the Federal Government’s proposed Industrial Relations
reforms. In addition there has also been significant adverse publicity surrounding a number of State
Politicians and their Departments.”

The Nursing profession (down 1% to 89%) was still seen as the most ethical and honest profession,
as it has been every year since being included on the survey in 1994. Pharmacists (down 2% to
84%) and Doctors (down 1% to 79%) have been consistently named in second and third place, with
School Teachers (down 3 % to 74%), Engineers (down 1% to 68%) and Dentists (down 4% to
67%) also regularly rating highly.

Police (up 1% to 65%), State Supreme Court Judges (unchanged on 65%), High Court Judges
(up 1% to 64% and University Lecturers (down 2% to 64%) made up the top ten professions for
perceived high levels of ethics and honesty in 2005.

Talk-back Radio Announcers and Union Leaders , saw a small increase in 2005, both up 2% to
19%.

Public Opinion Pollsters remained in the ‘middle of the field’ (unchanged on 31%).

Car Salesmen (down 1% to 3%) were once again the lowest ranked profession for honesty and
ethics, as they have been since the survey began in 1976. Joining them at the foot of the table were
Estate Agents (unchanged on 10%), Advertising People (down 2% to 10%) and Newspaper
Journalists (down 1% to 11%).

These are the main findings of an Australia-wide survey of professional ethics and honesty conducted
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on November 17/18, 2005 for which 640 people aged 14 and over were interviewed by telephone.
Roy Morgan Research http://www.roymorgan.com
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Is advertising reaching real men?

A US survey from advertising agency Leo Burnett looked at how men feel about themselves and how
they relate to the ways marketers depict them, and throws up a couple of surprising results.

The Survey, Metros vs Retros asks “are marketers missing real men?” and supports this challenge with
statistics including:

The majority of men surveyed don't care about being “Metro.”

Sixty percent of men aren’t concerned with defining themselves as “Metros” or “Retros”. Instead, they
live by a more traditional set of standards for assessing their masculinity. The larger group of men is
more focused on defining themselves in the eyes of other men, largely by seeking respect and
admiration for success either in their professional life or their family life. The study dubs these men as
Power Seekers and Patriarchs, respectively, and contends they are largely overlooked by popular
culture, the media and marketers.

The survey identified and examined four male segments:

Metros. More likely to agree that men should share domestic chores and believe it's OK to show their
feelings and a more feminine side of their personality.

Retros. Believe it's important to be the breadwinner and the boss of the household. They don't see
their wives as equals and don't tend to share parenting duties.

Patriarchs. Struggle to find a good work/life balance. They believe that having children and being a
father are the most important things in a man’s life.

Power Seekers. Play to win and chase career advancement. They share a view of the world that is
distinctly masculine and hate to show signs of weakness.

The survey suggests that there is some ambiguity within men, with many not coping well with the
changes around them and half of them unclear of what is expected of men in today’s society. For
marketers however, one thing seems certain — most of them (74 per cent) feel that images of men in
advertising are out of touch with reality.

Under a heading "World Gone Pretty”, Leo Burnett shares in insight into some of men'’s thoughts
about appearance that were extracted from the survey findings.

* 56% consider themselves handsome

* 36% enjoy shopping for new clothes

* 40% say they want to enhance their physical appearance

* 50% happily use hair and skincare products

* 15% enjoy manicures

* 70% would rather look good in a business suit than a swimsuit

What are the implications then for marketers and their advertising agencies?

Firstly, it must be acknowledged that men are changing and the way that you appeal to them has to
change as well. The old stereotypes just won't work any more, but for most, neither will a Metro
appeal. Whilst men are obviously concerned about their appearance, their values are what matter
most to them. The defining by Leo Burnett of the Patriarchs and Power Sharers segments is evidence
of the importance of values to these two groups.

You can find more of the survey results at www.leoburnett.com/manstudy
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Gender based information search

Two recent surveys, one by MSN and another by Forrester Research show a humber of interesting
differences between men and women when it comes to where they go for information that have some
implication for marketers.

The Forrester Research survey found that:

* Men spend more time reading newspapers than women and women spend more time reading
magazines

* Men also watch more TV, more movies on video or DVD and listen to more radio than women

* They also spend more time using a computer than women including time spent on the internet.

The MSN poll found that search engines are the first port of call for men seeking advice. Women on
the other hand go to friends and families first. Families were the fourth choice for advice with men.
The poll also found that when using search engines:

* Women are happy to look at six or seven results before moving on or refining their search, and men
look at only two or three before moving on.

* Of survey respondents, men devoted an average of three minutes to each of their 42 weekly
searches, compared to the five minutes the women spent on 30 searches a week.
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Book Review - The Anatomy of Buzz — How to create Word of Mouth marketing
By Emanuel Rosen

A well researched book from a former marketing executive which sat on both the Wall Street Journal’s
business best seller list and the New York Times’ extended best seller list! Rosen presents the reader
with ample evidence of products and company offerings which have been successful not through
traditional advertising or marketing, but through ‘buzz’. Examples include the Palm Pilot, the iMac,
FedEx, hotmail, There's Something About Mary, The Blair Witch Project and the novel Cold Mountain.

The text credits buzz with creating customer loyalty, which he says is built through the advice of
friends, colleagues, the Internet (blogs, websites, email, etc) or trusted "mega-hubs" of information
such as Oprah Winfrey.

While the The Anatomy of Buzz contains multiple case studies to inspire the reader, the chapter
entitled ‘Buzz Workshop' is relatively short. As a result, this book is not so much a how-to guide, but a
showcase of success stories designed to inspire.
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Online ad rivals face off

Nielsen//NetRatings has developed a service which will allow advertisers and publishers to constantly
monitor rival internet advertising strategies.

It is the first time detailed data on the fast-growing internet display advertising market will be
collected and distributed in Australia. The service, called AdRelevance(i), will be launched today, with
two publishers and two advertising agencies believed to have already signed up.
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"This tool, more than anything, is a competitive intelligence tool," Nielsen//NetRatings managing
director Australia Andrew Reid told Media. "It allows you to not only monitor your own online
activities but keeps you up to speed with your competitors."

The new product is a reaction to the recent explosion of online advertising, which grew 63 per cent in
the past financial year to $488 million, according to figures from the Audit Bureau of Verification
Services. Internet research firm Frost & Sullivan says that by 2009, internet advertising will reach $1
billion.

Nielsen//NetRatings says the lack of detailed data has created a gap in the media industry's
understanding of the emerging sector. The service, which costs $4000 to $6000 a month, trawls
through 250 leading sites and 4000 URLs, and is updated daily.

The Australian
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Ad industry needs a new definition

Advertising either is dead or requires a new definition, industry executives told a conference for St.
Louis-area creative directors on Friday.

Change is inevitable, given the hundreds of channels on digital cable, the power of TiVo to skip ads
and the rise of the Internet, the executives said.

Agencies, they said, must move beyond the network television commercial or get trampled by more-
creative strategies.

"When you had three channels and 60-second commercials, everybody saw it," said Daniel Russ,
senior vice president at GSD&M in Austin, Texas. "Kids today don't respond to commercials the way
we did."

St. Louis Post-Dispatch
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10 Signs You Work in Marketing:

1. You think a "half-day" means leaving work at 5 o'clock.

2. You think Einstein would have been more effective had he put his ideas into a matrix.

3. You ask your friends to "think out of the box" when making Friday night plans.

4. You know the people at the airport and hotel better than your next-door neighbours.

5. You wear grey to work, instead of navy blue, to make a bold fashion statement.

6. You normally eat out of vending machines and at the most expensive restaurant in town within the
same week.

7. You find you really need PowerPoint to explain what you do for a living.

8. You refer to the tomatoes grown in your garden as "deliverables."

9. You get all excited when it's Saturday so you can wear casual clothes to work.

10. You lecture the neighbourhood kids selling lemonade on ways to improve their look-to-buy ratio.

Media Engagement 2006

Conference 27 — 28 February
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Advanced Master Classes 27 February & 1 March
The Dockside, Sydney
How will you ensure you engage consumers with your media investment? This meeting of marketing
minds will push your media/creative strategies to new heights so you will cut-through the media
clutter.

Speakers include global leaders: Cannes Lions 2005 Winners Renault Nissan Deutschland and TBWA
Japan, plus the minds behind The Big Ad and iPod campaigns.

Reserve your seat: phone +612 9223 2600, fax +612 9223 2622, email registration@igpc.com.au or
visit www.igpc.com.au/AU-3212-001 Prove your Marketing IQ and get $100 David Jones voucher with
registration! Visit: www.igpc.com.au/marketingigtest.
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Free Agency on The Rise In The Workplace

Nearly one in three Australians, are choosing a combination of entrepreneurial ventures and part-time
work over the traditional employment arrangement of one full-time job for one employer in an effort
to take more control over their working lives. The workplace as we know it is experiencing a dramatic
shift in power from the company to the individual.

“"Downsizing, outsourcing, global competition and emerging technology have killed the psychological
contract of a job for life,” says Sheahan Peter Sheahan, a Workplace Trends Expert. “Employees are
being forced to fend for themselves when it comes to their career development, and as a result,
corporate slavery and the security that goes with it are being shunned by many in favour of a career
with more flexibility, variety and freedom.”

However, Sheahan warns the ‘portfolio career’ isn't for everyone.

“To be a successful free agent, you must be organized, entrepreneurial, unafraid of uncertainty and
able to quickly learn and use multiple skill sets,” says Sheahan.

Here are Peter’s six rules for surviving the new work landscape:

1. Recognise that change is constant and innovation critical

2. Overcome your own limitations in thinking and behaviour and accept that you are responsible for
your own life

3. Build a recognisable personal brand

4, Establish relationships with people of influence

5. Deliver tangible results worth paying for

6. Position yourself on trend and achieve mastery in your area of expertise

For further information contact Terry Whitaker at notorious on 02 9280 2205 or at
terry@notoriousgroup.com]
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Quotes on time management
"Don't say you don't have enough time. You have exactly the same number of hours per day that
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were given to Helen Keller, Pasteur, Michelangelo, Mother Teresa, Leonardo da Vinci, Thomas
Jefferson, and Albert Einstein." - H. Jackson Brown

"The bad news is time flies. The good news is you're the pilot." - -- Michael Altshuler

"A wise person does at once, what a fool does at last. Both do the same thing; only at different
times." - -- Baltasar Gracian

"Many people seem to think that success in one area can compensate for failure in other areas. But

can it really?...True effectiveness requires balance." - -- Stephen Covey
"Never let yesterday use up today." - -- Richard H. Nelson
Back to top
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The 80/20 Rule

Few rules are more widely quoted today than the 80/20 Rule (the Pareto's Principle), which states
thing like "80% of your sales come from just 20% of your customer base".

In this age of relationship marketing, this rule has become an often-heard battle cry to focus our
efforts on maintaining the loyalty of customers belonging to the golden 20% that drive most of our
business, while spending less effort on the trivial other 80%.

Intuitively, it makes sense. But this marketing interpretation of the 80/20 rule is flawed.

The present understanding of the 80/20 derives in large part from Dr. Joseph Juran, who in the 1940s
wrote a wonderful article describing the 80/20 rule's applicability to industrial quality control. He
concluded that the greatest quality gains were to be found in focusing quality assurance efforts on the
20% of all defects that cause 80% of problems. He saw that not all defects were created equal, so it
is inefficient to treat them as if they were.

Juran's work has subsequently been expanded to a wide range of other fields, including marketing,
where it has found a home in customer loyalty theory and relationship marketing. While interesting,
the direct application of Juran's work to marketing is not as straightforward as it first appears, and
care should be taken when applying it to our marketing practices.

The 80/20 rule as conceived by Juran assumes an equal return on investment for each opportunity.
This is not an assumption that typically works in marketing, where the margins on sales vary widely
based upon the terms of those sales. Most importantly, the more a customer buys, the more
bargaining power they tend to have to drive down the price they pay per item.

For instance, a bar of soap sold through KMart will tend to margin less for its manufacturer than the
same bar of soap sold through a small grocery chain, since KMart's purchasing power enables it to
drive a significantly better price per bar of soap than everyone else. This difference in margins means
that the gains in volume catering to the golden 20% can come at the cost of a lower profit margin.
When those differences are great, it is easy to have situations where the "trivial" 80% of customers
are actually more profitable on only 20% of the volume.

This observation lies at the heart of a richer interpretation of the 80/20 rule, which can lead you in
many circumstances to do the exact opposite of what a simple Juran-style interpretation of 80/20
would lead us to believe.

An alternative way at looking at 80/20 rule in marketing is as a model for creating economy of scale
through selling to a few high-volume customers at near cost, while funding continued overall business
growth through selling at higher margins and lower volume to everyone else.

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
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As the high-volume customers drive down prices through leveraged negotiation, a marketer is able to
offset the need to appease these powerful buyers by margining well everywhere else in their business,
as long as they have an adequate population of low-volume buyers.

In this light, the 80/20 is not always an argument to wash our hands of low-volume customers. It
actually is an argument to use a blended profit margin to achieve continued growth and
competitiveness without being priced out of the highest-volume deals. Those high-volume deals, while
having decreasing returns proportionate to their scale, are critical for a business to achieve the
necessary economies of scale to competitively lower overall costs of production and distribution.

In other words, the highest-volume 20% of your customer base will drive profitability through creating
efficient scales of business, while the lower 80% will drive profitability through aggressive margins. It
is easy to see how these two strategies would work best when they feed off each other's efforts,
rather than working in isolation. Indeed, there are often harsh growth limits for your business set by
selling only to the "best" 20% of your customers, or engaging only in low-volume deals.

This is not to say that relationship marketing efforts to keep the loyalty of "golden" 20% should be
abandoned; rather, the health of our marketing relationships with other 80% of our customers needs
to be equally addressed and certainly not abandoned. The only exception to this general rule is when
the margins on high- and low-volume customers are largely identical or random. In those cases,
ignoring the 80% is probably a good idea.
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MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Resolving conflict in your workplace and professional life:

Too many of us become agitated when we encounter conflict or disagreement out of concern and
fear. It's odd when you think about it, because conflict is a part of nature, a part of life. Unless you
are a hermit, odds are that conflict is inescapable. And so, you need to approach conflict calmly, as an
expected part of dealing with others.

Consider conflict a way of learning to see things more clearly.

Abandon the concept of winning and losing when faced with conflict. Instead, adopt a strategy of
resolution. Unless you are on a battlefield, chances are the person you come into conflict with is not
The Enemy, but instead is probably someone whose goals are generally the same as yours, or at least
interrelated with yours.

Be flexible.

When the other side senses that you are interested in finding a solution, you likely will have created
an ally where a potential adversary once stood. Rather than confrontation and conflict, you can work
together in cooperation to find a solution that suits both sides.

Avoid negative or confrontational language. Rather than "buts" and "you're wrongs" try using positive
language that disarms rather than confronts, such as
"I understand your position and..." or "I can see your point and here is where I'm coming from..."

Talk through the situation with a neutral party to gain perspective and clarity from that person, and
also to better understand the conflict through talking it out. It is always helpful to get a problem out in
the open and to get input from people you trust and people who understand your frame of reference
so that they can help you better understand what you are going through and tell you, for better or
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worse, whether they think you have properly judged or handled the situation.

Rather than approaching the conflict with the attitude of stopping it or overcoming it, think of
redirecting the energy toward a common target. Look for similarities in your positions rather than
focusing on your differences.

Although war is part of our nature, most successful societies have been built on cooperation. Common
goals are great unifiers. How many stories have you heard of strangers acting together in times of
emergency? When a common goal is made obvious the natural reaction is to put differences aside.

Make a mutual commitment to the greater good. Whether it is a successful television show that will
employ both sides or the manufacture of a product of a good or the offering of a service that is the
source of your mutual wealth, there is undoubtedly a common focus in your lives that should be the
centre of your attentions.

Find something to distract you from the conflict. Take off on a vacation or weekend getaway, a new
project, or a family outing, so that you can clear your mind, re-evaluate your position, and perhaps
come back to it with a fresh vision of what needs to be done to resolve the matter.

Back to top
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Market Segmentation
Dr. Dan Herman

Today's consumer refuses almost completely to abide by segments that create homogeneous groups
(heterogeneous from others) according to demographic, socio-economic variables, or even according
to lifestyle, making market segmentation in the traditional way practically impossible.

One central insight for the re-designing of market segmentation is as follows: the eclectic consumer,
who will not miss anything, "connects" to different, even contradictory, motivations he has at different
times.

In order to adapt to this consumer reality, our segmentation (and subsequently, our products and our
advertising and so on) should be formulated not according to groups of people, but according to
"purchases/consumptions.” A "segment" is now a group of "purchases/consumptions" qualified by a
certain context of purchasing or consuming a product plus a specific motivation. A specific consumer is
likely to participate in one segment, few segments, or no segment. Nevertheless, much like the old
segmentation, every segment accounts for a share of our sales, and we can do our profitability
calculations accordingly.

The New Market Segmentation

If you're trying to segment your market in the traditional way, what you may be looking for would be
groups of consumers sorted out in such a way that a certain likeness exists within each group, and a
difference exists between them. The variable determining the meaningful likeness or difference
between those groups would be the segmentation variable. A trivial segmentation variable, just for the
sake of demonstration, would be hair color.

However, after having segmented the customers into groups, it is reasonable to assume that you
would expect to do something with it. Let’s say that you have decided to target a certain segment.
You would probably want to do some marketing activities that will appeal to this segment, or else, to
communicate some kind of enticing message to it.
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Sometimes, the segmentation variable could suffice for the purpose, (“listen to me, all you red-heads
out there...”). In most cases (for instance, the segment of those who consume beer only outside their
home), you would have to characterize your segment before you could address them. In other words,
you would have to define what describes the customers in that segment, beyond your segmentation
variable, and also, what makes them different from consumers in other market segments.

The characterization of your segment is a task that is not the same as defining your segment. It is a
distinct next step. But now, if you can be truly sincere with yourself, I'm convinced that you have
already found out that it does not work.

What do I mean by that? Well, according to the conventional segmenting method, people in each
segment should differ, to some extent, from the people in the other segments. Nevertheless, usually,
they do not. Let us say that in a certain segment, there is a majority of women: 60% versus about
50% in the entire population. Even if the difference is statistically significant, is this a "feminine
segment" then? And what about the other 40% who are men? Let us assume, for example, that in
one of the segments, there is a relatively high percentage of religious people. Is this a "religious"
segment? Absolutely not. The vast majority within this segment is clearly not religious, even though
their proportion is higher than it is in the general population. Thus, in each and every segment, with
slight variations, you could meet almost every layer of society.

So where did this idea, on which the conventional segmenting method is based, come from? In the
distant past, and in traditional societies (sectarian) the people’s behavioral patterns were pretty much
modeled by their affiliation to a certain gender, a nationality/tribe/race, a certain religion, a
social/economic status, a profession, and an age group -— much more than today, anyway.

There were clear clusters of elements pertaining to appearance, general behavior and particularly
consumption. Then, back in those days, if you knew one element of a particular cluster, you could
quite easily guess the others. But all this has changed. As people are becoming gradually more
individualistic, and as possibilities have multiplied, people have become less and less definable as

types.

Back in the 70s we were taught that because of this process, it is worthwhile to conduct
psychographic segmentations which includes characterizations according to lifestyle groups. A widely
accepted approach such as VALS (Values, Attitudes, and Lifestyles) classified people into 10 "lifestyle
groups," later reduced to eight. Disappointingly, it was subsequently discovered that the groupings
couldn’t predict, with reasonable credibility or consistency, specific purchase decisions, or preferences
in specific product categories. The alternative was to use those groups for purposes of personal-
psychological characterization. So, then again, just like in the case of the demographic, and
socioeconomic classifications, we find in each and every segment of each segmentation project,
"representatives" of all lifestyle types, and, well, we didn't make much progress here, did we?

If you have been segmenting for many years, you already know that the problem has just been
worsening with time. The reason why this is so is that there has been a long lasting consumer trend
going on, with numerous implications, because of which we should change the way by which we
segment the market.

First of all, let's face it, our consumer refuses almost completely to abide by segments that create
homogeneous groups (heterogeneous from others) according to demographic, socio-economic
variables, or even according to lifestyle. Our customer will not behave and consume under our
stereotypical forecasts. He is a "collector,” and therefore I call him the eclectic consumer. He likes the
old (Frank Sinatra), as well as the new (fast internet), the comfortable (frozen foods) as well as the
effortful (cooking, DIY), the expensive (BMW) as well as the economical (hardware do-it-yourself
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stores), the international (Giorgio Armani) as well as the locally rooted (folk dancing), the
sophisticated (Nokia) as well as the simple (family), the epicure (a double macchiato) as well as the
crude (football).

Yet, what is it that constitutes the long lasting cultural trend that has been modeling the eclectic
consumer? The eclectic consumer is motivated by the Fear of Missing Out. At present, over 70% of
the population is motivated by the Fear of Missing Out. About 30% could be considered highly
motivated by FOMO -- that means a great big number of customers.

The eclectic consumer has become frenzied by the abundance of opportunities, and is now addicted to
the concept. She does not want to miss anything and so her life is multiplex yet laden. She is always
accessible by cellphone or email, updated, open to new concepts, and not so afraid of changes. She
spends fewer years than she used to spend in the same apartment, same job, and same marriage
(that is, if she does not belong to the group of the eternally single). In contrast to the past, she is
proud of being flexible and developing, and is not committed to a fixed personality. And, by the way,
she is much, MUCH less loyal to brands than she used to be. In fact, she embraces new brands so
impetuously, that the marketers are convinced as to their own ingenuity.

So, how do you market to the eclectic customer who is afraid of missing out? Well, there are many
facets to this art; however, at this point I want to focus on market segmentation at an era in which
customers refuse to be classified in convenient clusters, considering that this phenomenon is prevalent
in many product categories.

One central insight for the re-designing of market segmentation is as follows: the eclectic consumer,
who will not miss anything, connects to different, even contradictory, motivations he has at different
times. Because these motivations are not necessarily compatible with one another, the eclectic
consumer is constantly in motion from one stereotype to another, from one lifestyle to another. That
is why he chooses to drink pro-biotic yogurt when he gets up in the morning, and to grind up a steak
and French fries lunch at noon, topping it off with a cigarette. After work, he meets up with friends for
a delicate Japanese dinner, which he concludes with a bottle of fine French cognac.

In order to adapt to this consumer reality, our segmentation (and subsequently, our products and
services, our advertising and so on) should be formulated not according to groups of people, but
according to motivations and uses. Note that when I refer to "uses" I mean, among other things,
psychological uses, such as mood control, self-esteem enhancement, and fantasy support, and I also
mean social uses, such as signaling others things like group affiliation, specific atmospheres, or
impression control.

Note that this constitutes a formation of a real revolution in segmentation thinking. You might think
that this is not so much about segmentation as it is about consumer behavior analysis. Let us recall
the original purpose of market segmentation. It is the furcation of the market into smaller units
enabling us to focus our marketing/branding/advertising activities, and to achieve differentiation, so
that we could win advantages we could not get when working with the entire market.

The search for small consumer groups has evidently stopped delivering results. However, the pursuit
after groups of "purchases/consumptions" rather than of people, could offer new horizons.

Let us sharpen things a little. According to the old segmentation, each group is characterized by a
need/preference/motivation. The new approach preserves this concept. Yet, in the new reality, and
according to the new approach, the motivation is no longer common within a defined consumer group.
A segment is now a group of purchases/consumptions qualified by a certain context of purchasing or
consuming a product plus a specific motivation.
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When we segment according to this approach, we analyze consumer behavior; we identify the various
contexts of product consumption, and the different motivations that characterize consumers who
experience those contexts. The new relevant segments could consist of certain moods (such as the
"I'm going to teach that husband of mine a lesson he’s never going to forget" segment), certain social
situations (such as the "Wow, I haven't seen YOU in a long time" segment), all according to what is
relevant to that specific product category. Note that when we meet a given purchasing context (a
dinner at a restaurant) there are varied consumer motivations that exist ("Tonight we're going out
solo, no kids," versus "We're celebrating grandpa’s birthday"), and they would be considered different
market segments.

A specific consumer is likely to participate in one segment, few segments, or no segment.
Nevertheless, much like the old segmentation, every segment accounts for a share of our sales, and
we can do our profitability calculations accordingly.

I know this can seem a little strange at first, so let us examine an additional example. Let us say that
you are a shampoo manufacturer. Then, the segment of “I'm going to look fabulous in that party”
would be responsible for a certain percentage of your income, and so will the segment of "I do so
need a half an hour to myself,” and the segment of “my god, all those expenses are wearing me out, I
must cut down a little.” The same consumer could belong to each of those market segments, at
different times.

According to this approach, then, our marketing activities, at all levels, should be aimed toward a
context of purchasing/consumption plus a certain motivation, and not toward groups of consumers.

Finally, let us examine one more example, a segment of the big and significant market of fashion
accessories, especially the low priced ones. That’s the segment of “Hey, that’s new, where did you get
it from?” The central benefit motivating this segment is the psychological/social instrumentality: the
opportunity to win a little bit of renewed attention from their surroundings.

Marketers specializing in this segment tend to launch short-term brands (although many do not go
beyond short-term products). Why short? Because novelty is very quick to fade and this need is one of
the regenerating needs (that require ever-new sources of satisfaction) aptly catered to by Short-Term
Brands.

According to the new approach described here, you could launch such a product or a brand; however,
it will not be designed to appeal to a particular group of customers. Entirely different customers, with
relation to their genders, age groups, socio-economic layers, family orientations, and achievement
seeking levels, will purchase your product when ever they experience a longing for getting a little bit
of extra attention, again.

Dan Herman, PhD, is owner and CEO of Herman Strategic Consultants. For more information and free
content, visit his website: www.danherman.com
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Changing the Tone of Business Communication

Suzan St Maur

A couple of generations ago, business writing was incredibly longwinded and heaped with endless,
fawning formalities. The simplest concept was dressed up with "I refer to your letter of such-and-such
date" and "I most respectfully suggest that" and "I am enquiring as to whether this matter has been
brought to your attention." And so on.
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Nor were marketing materials an exception. "Your valued customer," "our esteemed client," "upon
receipt of your kind payment of $X" and other gibberish were littered all over brochures, direct mail
and other marketing communications.

There was a point to it, though. You could hide behind it. You could use it to say very little or gently
dismiss something. And, if you were clever, you could use it to get across the most vile, evil messages
so subtly that the recipient wouldn't realize how foul you were being until s/he had read it four times.

Now, with our focus on bold, blunt, "write-as-people-speak” prose in business, we no longer have the
fancy phrases to lurk behind. We're on our own.

So why has business writing become so much more direct in the comparatively short period of two
generations or so? Is it just the advent of computers, or is there more to it?

It's sobering to look at body copy in consumer ads from as few as 50 years ago. The writing style is a
lot closer to that of our current, day-to-day business communication than to its contemporary
business-speak. In fact, it absolutely mirrors much of the style we use in online (and offline) business
communication today. Why?

Simple. Unlike many other forms of business communication, advertising copy has always had to get
straight to the point, with no frills, and communicate with its target audiences in their own language.

The David QOgilvies of this world were preaching "write as people speak” as far back as the 1950s.
Little did they know how apposite their words would seem some 50-odd years later, albeit in a slightly
different context.

After all, most business writing has a marketing function of some sort or another. So for writers of
business communication to take a leaf out of the ad copywriter's book is not a bad thing.

Aha, but Computers...

Many business writers—including me, I admit—have suggested that the informal, no-frills writing style
everyone uses online now has its roots back in the way the tekkies used to chat onscreen in the very
early days of the WWW.

But now I'm not so sure.

After all, tekkies have never been known for their writing skills (sorry, guys, but it's true). Also, to
some extent, the languages involved were not what the tekkies spoke to their friends and families.
Rather, it was the programming language of BASIC, COBOL and various others... oddities unlikely to
inspire literary fluency.

No, I think for this we owe a great deal more to the business decision-makers of the late 1970s and
very early 1980s. Fed up with shelling out large sums of money for huge computers housed in top-
security air-conditioned buildings run by expensive data personnel in white coats, the business bosses
sat the computer manufacturers down and gave them a harsh reality check.

"Forget all this mystique and hocus-pocus," said the CEOs. "We don't care what's in the boxes or how
they work—we only care what they do for us. We want machines here on our desks that talk a
language we understand and do something that tangibly improves our bottom line."

From Mystical Panacea to Down-Home Tool

Computers became office systems and word processors and standalone PCs that could be used by
ordinary folks. Now I don't know about you, but I found a newfound verbal freedom which
encouraged me to write as people speak—and, perhaps unwittingly, emulate the me-to-you style of
consumer advertising copy.
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Suddenly, we were free to rattle our thoughts down on the screen and change them all we liked,
without having to fiddle around with erasers or whiteout or carbon paper or corrector ribbons. Yippee!

Computers and email gave us a breath of fresh air in business communications, as well as affording
the opportunity to cast all our old preconceptions into the garbage. A whole new generation of
business writing—easygoing, casual, care free and without constraints—was born. Warts and all.

A Couple of Practical Problems

OK, there are other reasons why the computer and the Internet have made us think "informality" and
"brevity" in our business writing.

For example, there's the boring mechanical fact that these days most people write their own letters,
memos and other materials, without the luxury of the shorthand-typists and dictating machines.

Also, reading text online is—to this day—a decidedly uncomfortable exercise for tired eyes, even more
so for the myopic or otherwise-challenged varieties. So shorter/sharper is better.

However, in my view, shorter/sharper is better anyway. It cuts out the doo-doo and lets us
communicate efficiently, even though now we do have to say what we mean—not always as easy as it
seems.

So, what would I say to Grandpa when he laments the loss of flowery, over-worded, formal old
business communication?

Probably something like this: "You'd soon change your mind if you had to key all that BS into a
computer by yourself, Gramps. And nowadays people don't think you're clever if you hide behind
tricky, pompous words. They just think you're tricky and pompous. So lighten up—come and learn
how to be a Silver Surfer!"

And I'd duck just in time to miss the airmailed cup of scalding tea.

www. MarketingProfs.com
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Reasons Products fail

Marketers assess the marketing climate inadequately.

The wrong group is targeted.

A weak positioning strategy is used.

A less-than-optimal "configuration" of product or service attributes and benefits is selected.

A questionable pricing strategy is implemented.

The advertising campaign generates an insufficient level of new product/new service awareness.
Cannibalization depresses corporate profits.

* QOver-optimism about the marketing plan leads to a forecast that cannot be sustained in the real
world.

* The marketing plan for the new product or service is not well implemented in the real world.

* The marketer believes that the new product and its marketing plan has died and cannot be revived,
when, in fact there is the potential for resurrection.

* ¥ X X ¥ X X
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10 Market Research Mistakes

Here are some of the most common mistakes businesses make in conducting market research and tips
for avoiding them.
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Overspending. If you are smart about it, performing market research does not require a huge
budget. But in their haste, many business owners shell out big bucks on the first market research firm
that promises to provide them with all the data they could ever want on their target audience. If you
are hiring an outside firm, shop around for the best deal.

Not knowing what you are looking for. Doing market research in the hopes of discovering
something (anything!) about your customers can be an exercise in futility. You should know what
information you need before you even begin. Have questions ready for which you are seeking
answers, such as “What are the specific needs of my customers?” or *How much would my customers
be willing to spend on this product?”

Poor choice of reference materials. The Internet is a great place to start your research. Business
libraries are also worth visiting. But you must consider the source of the information you are getting.
This is particularly a problem on the Internet, where sites can include dated or biased material.
Research your research materials; check dates and double-check pertinent information.

Not thoroughly researching the competition. Get as much information about your competition as
you can. The more you know about how they are conducting business, their pricing, and their
strengths and weakness, the more effectively you can establish your competitive edge.

Not researching price information. If done properly, your market research should tell you what
customers expect to spend and how high they will go to purchase a product or service like yours.
Researching the wrong group. Before accumulating first-hand research from your customers, you
need to have an idea of who they are. For example, a focus group must meet your demographic
needs, and a survey must be answered by prospective customers. Often businesses make the mistake
of gathering random data, much of which does not apply to their business needs.

Not honing a good research instrument. Just handing out a questionnaire is not good enough.
You need to be sure that your survey will provide you the answers you need. Take the time to hone a
solid research instrument that helps you find out about your customer base.

Not being aggressive enough in your research efforts. The best surveys or questionnaires are
useless if you do not get customers to answer them. Businesses are often not aggressive enough and
end up with piles of unanswered survey forms stacked up by the cash register.

Relying on one set of data. Whether it is the U.S. Census or a survey you personally conducted,
one set of data is rarely enough to get an overview of your target audience. Use various data,
including information from primary and secondary resources.

Ignoring your market research. The only thing worse than not doing market research at all is
spending money on it a not utilizing the results. Some business owners also tend to toss good
research aside just because it did not support the answers they wanted to see.
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Successful Research Proposals

Title & Summary: The title of the project is vital and should be short, crisp and eye-catching
Use clear, easy English
Capture the essence of the problem
Indicate how your research may explore or solve it.
Highlight the significance of the issue or problem
Indicate the research is original or unique in its field
Explain how it will address the problem.
Three aspects which need to be reflected in your title and summary:
e aims
¢ significance and innovation
e outputs and outcomes.
Revise the title and summary after completing the full application.
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List your aims clearly. Explain:
e how your project advances knowledge in its field internationally
e the broad intent of the research
e what you intend to do
The expected outcome.
Explain the impact of your research
Use Government statistics to explain your project’s impact on national social, economic or
environmental goals
e describe how it will help to address these
e explain how the research is original or innovative
e describe the new technologies or methodologies it will produce
Answer the questions “why are you doing it?” and “so what?”
State what you expect the research to yield.
This could include:
e an advance in human understanding or knowledge
e anew technology
e anew system or methodology
e an outcome of value to industry, society or the environment (specify the value)
A contribution to national innovation or some other national priority or goal.
Guidelines and Timelines: Read application guidelines with care.
Prepare a checklist and address them all. (Review panels look for reasons to cull proposals — don't
give them a chance by failing to address the required criteria)
Take note of weightings, or point scores, given to different parts of the application. Give special
attention to the parts with the highest score
make sure that your research plan stacks up with the declared aim of the research —i.e. that you can
deliver the promised outcome
Explain how the research plan will work, using timelines and flowcharts. If possible, set deadlines. top
Writing Style: How well you write will influence the success of your project.
A strong, clearly-written, well-reasoned proposal is more likely to be funded than one which is
complex, contorted and jargon-riddled.
Some assessors may not be from your field or discipline, some many not read English with complete
fluency, and some may simply believe that a clear proposal indicates a clear mind.
Keep sentences short; one idea to a sentence. Use short paragraphs
use crisp, vigorous language that gives your proposal a feeling of dynamism
Use good, plain English. Check your grammar
design the proposal to be read by a fast, busy reader, who wants to grasp the main points easily
lay it out clearly; avoid huge slabs of text
impress the reader with clear thought and reasoning
avoid: adjectives, adverbs, acronyms and tautologies
Obtain feedback from a colleague.
Don't treat the budget as an afterthought. It is a key element in a business proposal.
Your Track Record: Explain why you are the very best person or team to do the work.
You should provide evidence of past collaborations leading to the present proposal and indicate how it
may lead to future collaborations. Indicate if the contribution was cash, in kind, or both
13. If You Get a Knock Back: Don't become discouraged. Make a Start on Your Next Proposal
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