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Editorial

The Brand and Corporate Performance

The public has become increasingly interested in the organisation behind the brand.

They want to know what it stands for and how it translates its values into behaviour. They want to
know that the organisation has other objectives than making a buck in the biggest and fastest way.

This interest has been driven by several trends:
An increase in scepticism and cynicism - for instance, people today are likely to believe that
organisations with a good reputation are still prepared to sell poor products.

Higher expectations - not just in terms of product performance and brand reputation but also in
corporate behaviour.

Greater choice of products - they want a choice.

Increasing scrutiny of organisations and brands - a change facilitated and accelerated by the internet.
A strong corporate brand has two key benefits:

Trust in the corporate brand can be transferred to, from and between product brands.

Investment in building awareness, perceptions of quality, trust, and loyalty is shared and the synergies
created make this investment more efficient.

In the last decade, there has been a huge shift of focus onto business responsibility. The problems

faced by Nike, Nestlé, Shell, McDonald's and others are examples of the growing emphasis on
corporate behaviour.

While good brand and reputation are of great importance, actual performance remains critical

An organisation which is a leader in both brand reputation and corporate performance has a strong
platform for business success.

Back to top
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Quotations

Never get in a battle of wits without ammunition. - American Proverb

Half the world is composed of people who have something to say and can't and the other half who
have nothing to say and keep on saying it. - Robert Frost

The purpose of life is not to be happy. It is to be useful, to be honourable, to be compassionate, to
have it make some difference that you have lived and lived well." - Ralph Waldo Emerson

And in the end, it's not the years in your life that count. It's the life in your years. - Abraham Lincoln

You don't have to be a fantastic hero to do certain things - to compete. You can be just an ordinary
chap, sufficiently motivated to reach challenging goals. - Edmund Hillary

American Marketing Association Online seminars

Using Technology to Manage Your Marketing Projects
How to Determine Which Tools Are Right for Your Organization
March 7, 2006

The Accountability Opportunity:
A Marketer’s Strategy for Getting Into the Boardroom
March 20, 2006

Driven to Attraction:
How Effective Online Businesses Drive Offline Purchases
March 23, 2006

Improving Offer Response with Intelligent Inbound Micro-Direct Marketing
Learn Why Traditional Outbound DM Campaigns are Losing Effectiveness
April 4, 2006
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From the Media

Nine drops ball

Channel 9 has launched of its first new logo since 1974
The most significant change is the absence of the nine balls next to the number - a redesign intended
to update the network's image.
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The dots have gone and the actual nine itself has been modernised slightly to a more contemporary
style and then placed on a blue square box."

Back to top
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Electronics retailers hopes rise

The consumer electronics market is pegged for strong growth . Consumer electronics and PC sales
are "fuelling each other", and retailers and vendors are preparing for a strong year buoyed by news
that global semicondutor sales are up because of strong demand for flash memory.

The Semiconductor Industry Association said worldwide chip sales hit $US20.4 billion ($27.2 billion) in
November, representing a 7.2 per cent jump on the same time in 2004 and a 1.7 per cent rise on
October sales.

Strong holiday season sales of consumer products such as cellphones, digital cameras and MP3
players drove record sales of semiconductors in November 05

Sales of flash memory devices, a key component in many handheld consumer products, were up by 33
per cent from November 2004 and sales of application-specific circuits were up by almost 34 per cent
year-on-year.

Local retailers, already excited because 2006 is expected to be the year of Microsoft Windows Vista,
expect a good year ahead for consumer electronics.

Digital video recorders are expected to experience triple-digit growth this year. Consumer trends that
are driving semiconductors include demand for new electronic devices, and the need for more
memory."

Several categories of consumer electronics devices are expected to strongly. These include:

MP3 players digital set-top boxes, digital video recorders and smart handheld devices.

Portable audio, which is a big user of memory, is booming, and 2.5 million units were shipped in
Australia last year.

Retailers are focusing on convergence because they can bundle consumer electronics with
computers."

The Australian

Back to top
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Microsoft's Quick Fix

Microsoft is reorganising part of its research-and-development operation to create new products
faster, and to compete with the seemingly vast array of innovative consumer software and services
that organisations like Google and Yahoo bring to market on a weekly basis.

Its new organization, called Live Labs, consists of some 85 researchers drawn from two existing
divisions, Microsoft Research and the Microsoft Network (MSN). Both organizations are heavily
involved in creating new Microsoft offerings, such as MSN Search, introduced last year. But Live Labs
is designed to act as a "perpetual startup” within Microsoft, in the words of the organization's new
director Gary Flake -- an incubator where software engineers can rapidly test ideas for Web-based
services and other software, then shepherd the best concepts to market.

The "Live" label comes from Windows Live, a still-embryonic set of Web-based services announced by
Microsoft chairman Bill Gates in October. Windows Live is separate from the company's other Web
offerings, such as MSN.com, and is intended as a central platform for personalised Internet services --
current offerings include news and weather information as well as e-mail and instant messaging -- and
capabilities such as Web publishing that enhance Microsoft Office and other existing products. Live
Labs will use Windows Live as a testing ground for more Live services.

It's all part of a broader attempt within Microsoft to adapt to the reality that much of the software that
people now use every day -- from Google's Gmail service to Salesforce.com's online customer
relationship management tools -- is delivered via the Web and runs inside a browser.

"There is a sea change going on within Microsoft," says Kevin Schofield, general manager of Microsoft
Research. "We are looking at how software and services are offered to people and organisations, and
it's changing. A lot of the work we're going to be doing in Live Labs is applied research about how we
execute on that. In the world of creating 'Live' services and software...you want to be fast and nimble
and try new things."

The formation of Live Labs appears to constitute an admission by Microsoft that its traditional,
gradualist approach to research, code development, testing, and marketing is not well suited for an
era when younger competitors post beta versions of latest software on the Web almost as soon as
their programmers have dreamed them up, then let them evolve in response to user feedback.

Google, for example, asks its technical staff to spend 20 percent of their time developing software

concepts that might evolve into new businesses for the company, and tries out many of these ideas
on the public through its Google Labs site.

Back to top
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James Bond to sell condoms in China

The global rubber products group Ansell has turned to James Bond in its quest to crack the Chinese
condom market .

Ansell has paid $US18 million ($A24.7 million) for a 75 per cent stake in condom distributor Jissbon

(Wuhan) Sanitary Products, and has an option over the rest. Jissbon is a Chinese translation of James
Bond, Ansell chief executive Doug Tough said.
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Apart from revealing Ansell's assault on the Chinese market, Mr Tough also reported another strong
result and dividend for the former Pacific Dunlop, although the bottom line was hurt by a one-off item
and currency moves.

Mr Tough said Jissbon had grown rapidly since it was founded eight years ago, and now held 10 per
cent of the Chinese market. Ansell is a major supplier to Jissbon.

It was planned to introduce Ansell's Lifestyles brand at the top of the product range and this was
expected to increase sales, Mr Tough said.

Back to top
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An Alternative to BlackBerry

Mobile-phone maker Sony Ericsson has introduced its latest 3G phone, targeting both the business
market and Research In Motion's BlackBerry with a handheld that features advanced messaging
capabilities.

The M600 supports an array of push e-mail applications, provides remote synchronization, and
operates on next-generation, high-speed wireless networks. It is the second handheld from the
company that runs the Symbian 9.1 operating system. The software platform and interface enable
users to surf the Web while making voice calls simultaneously. In addition, the phone's broadband
capabilities let users handle e-mail messages with large attachments and multimedia downloads. The
device also includes Microsoft PowerPoint, Word, and Excel editors, plus an Adobe PDF viewer.

Among the push e-mail applications available to enterprise customers are Ericsson Mobile Office,
iAnywhere OneBridge, Intellisync, Microsoft Exchange, and RIM's BlackBerry Connect. In addition to
advanced messaging capabilities, the device includes a media player and support for streamed
multimedia content, 3D games, and Java applications. Sony Ericsson has hooked up with security
specialist McAfee to provide antivirus and firewall protection for the built-in applications.

Back to top
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Set-top box may soon be able to remove advertising for you

Australian inventor Peter Vogel (most notably famous for the Fairlight Music Synthesiser) recently
showed off his latest enterprise in Sydney. Dubbed ICE ("Intelligent Content Engine"), the service will
be offered in digital TV set top boxes and PVRs from November this year. The ICE service offers a
number of enhanced TV features, including an electronic program guide, parental control functionality
built around program ratings classifications and a number of different modes designed to skip or
eliminate standard television advertising. To do this you will have to pay a subscription fee to recieve
ICE's wireless transmissions which control all of these features. Vogel stated that the fees should
range from AU$2-$3 dollars per week, depending on the functionality desired.

Vogel showed off the majority of the ICE service's functionality at an event in Sydney this morning,
including the ability to control the volume level of advertisements (dubbed "ICE Hush") automatically,
or to skip over to another channel (or, in the example shown, a digital radio station) for the duration
of an ad break ("ICE Surf"), or to simply blank the screen out when ads are playing. He also showed

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
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the parental control feature of ICE ("ICE Nanny") which works by limiting viewing choices depending
on which ratings are shown to be suitable.

While Vogel didn't reveal much of the technical detail behind how the ICE system works, he did state
that it was backed up by live monitoring -- so presumably he'll be looking to hire people to watch
solitary TV stations 24/7 -- to enable the system to react automatically to ad changes, or late running
TV programs. The service only works with free-to-air Digital Television broadcasts, and Vogel stated
that they have no plans at the current time to extend this to Foxtel's Digital TV service. It's expected
that the first ICE-enabled set top boxes will go on the market in November, subject to the company
raising the necessary AU$6 million in capital required. The company commercialising the technology,
Faulconbridge, had already received around AU$1 million in funding through the government's BITS
initiative. The service will initially operate in the Sydney, Newcastle and Wollongong areas, with plans
to move it to a national service within the following 18 months. More detail can be found on the ICE
TV Web site.

Back to top
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Tesco plans foray into US market

UK supermarket chain Tesco is planning to open convenience stores in the US next year, in its first
venture into the world's largest economy.

Tesco will spend £250m ($436m) on the venture, funded from existing cash resources, and says it
expects to break even after two years.
The first store will open on the West Coast.

The US grocery market is worth $600bn a year and is expected to expand by 40% over the next five
years, according to Tesco.

A team from Tesco has been scouting out the US market over the past year. The start-up will be led
by Tim Mason, currently Tesco's marketing and property director.

On Line Articles

YOUTH MARKETING

Worried that you aren't reaching the next generation of consumers? Check out
BrandWeek's report on Marketing to Kids:
http://www.brandweek.com/brandweek/images/GenWorld.pdf

SEARCH MARKETING

Many brands know the importance of search marketing, but are you doing it properly?
Find out here:
http:/ /www.promotionworld.com/news/press/060206SeoAdvantageInc.html

Back to top
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Starbucks

Starbucks announced its 2005 annual results on 8 February 2006 in Seattle but its mind was far away
across the Pacific ocean. Its Chinese operation has seen almost 35% growth over the last year with an
increase in its stores from 152 to 209. In its earnings release the company stated: "Expansion within
China continues to present the greatest growth opportunity in the Country's international footprint".

Christine Day, the company's Asia Pacific president, outlined Starbucks' target demographic:

-- Young and affluent; 41 percent of Chinese are aged 19 to 25

-- Status conscious

-- Students who see Starbucks as a great place for study groups or to read quietly

-- Multi-national executives and their families who see Starbucks as a home away from home and a
place to meet new friends

-- Returnees who have been educated overseas

-- Xiaozi, or young capitalists, who enjoy high disposable incomes

Starbucks http.//www.starbucks.com

Back to top
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Chinese Company to Take on Dell and HP

The world's third-largest PC maker, Lenovo, will now sell its own branded computers outside China.

The Lenovo Group Ltd., the world's third-largest computer maker, is introducing its first Lenovo-
branded computers to be sold outside its home base of China.

The new products - low-priced desktops and notebooks targeted at small businesses and consumers,
marks Lenovo's first brand foray in the United States and other countries since completing its
purchase of IBM Corp.'s ailing PC business last May.

Lenovo scheduled launch events Thursday in 10 cities worldwide, including New York, Paris, and
Turin, Italy, where Lenovo has been a major sponsor of the Olympics to help it expand its brand
recognition beyond China.

If Lenovo succeeds with such a major expansion, it could truly become a worldwide brand, just like
IBM, said analyst Rob Enderle of The Enderle Group.

"It's an incredibly powerful move for a Chinese company to do," Enderle said. "But if you want to
become something more, to be the next IBM, you need to be recognised worldwide and you need to
get back in front of consumers and in retail."

The Lenovo C series of notebooks will be silver -- not IBM's traditional black -- weigh 6.2 pounds, and
have built-in WiFi, a 3-in-1 card reader and other multimedia features. Veering from IBM's reliance on
Intel Corp. chips, Lenovo's desktop computers will offer chips from both Intel and Advanced Micro
Devices Inc.

With its IBM acquisition, Lenovo last year ascended to rank behind No. 1 Dell Inc. and No. 2 Hewlett-
Packard Co. in worldwide PC market share, according to research firm IDC.

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
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IT's not a girl thing?

Women are turning their backs on information and communication technology degrees, according to a
Victorian report that suggests a new crisis in low participation rates.

Recent university application figures have pointed to a downturn in demand from both sexes for ICT
courses but a Swinburne University team has found the picture is bleaker for women.

Women made up more than 50per cent of students in law and medicine at Australian universities but
the number taking up ICT had declined by almost 7 per cent in the three years before 2004.

"It's really been a progressive decline with a couple of troughs over the last 20 years," said Sue Lewis,
who led the team at Swinburne's Institute for Social Research.

Analysing state and federal education department data, the Swinburne team's paper gives a sex
breakdown of Victorian figures, showing a 65 per cent drop in the number of women selecting IT as a
first university preference since 2001. The decline in demand from men was 40 per cent.

"Women are often more uncomfortable and having to assimilate themselves into an existing culture in
courses," said DrLewis. A career in ICT conjured images of sitting in front of a computer all day with
little social interaction.

"That misconception turns off women more than men," she said.
The Australian

Back to top
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The Bubble

The release of Bubble simultaneously in movie theatres and on cable television may change the way
entertainment is served up.

Last week was the release date for Bubble, a new film directed by Soderbergh . Setting Bubble apart
was that the film was available in cinemas and on the HDNET cable channel on the same day. What's
more, just four days later, it was out on DVD. In other words: there will be no "window" between its
theatrical release and its availability for home viewing.

The gap between theatrical release and viewership on cable and home video sales has been shrinking
steadily for some time. In 1993, the average time between theatrical debut and availability on video
was 191 days. By 2003, it had shrunk to 155. Occasionally, poor-performing titles will be rushed to
DVD, to capture any remaining interest in them; but Bubble's release is the first time a film is set for
both a theatrical and cable television release.

Not surprisingly, these simultaneous release dates have riled many in the theater industry. But
theatrical revenues have been diminishing steadily as a percentage of overall revenues for the movie
industry. In 1980, 55 percent of industry revenues came from theatrical showings. In 2005, the trend
was in full swing: roughly 85 percent of revenues came from home video sales. As a result, the time
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before a home-video release has shrunk, as DVD revenues have encompassed more and more of the
movie industry's overall revenues and profits. And, of course, studios are rushing to collect those
home video sales.

Back to top
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Feeds: New Food for Marketers

Syndication technology is creating a personalised Internet -- and advertisers are taking notice.

Subscription-based "feeds" allow us to pick and choose the content we want -- news summaries,
podcasts, event calendar updates, photos, video -- and sit back while it's automatically delivered to
our homes and offices.

This latest innovation in Web-based technology has burgeoned over the past year, especially in the
form of a syndication standard called RSS (Really Simple Syndication). Now, marketers and advertisers
are waking up to its possibilities.

Yahoo is experimenting with ways of inserting ads into feeds, which should help businesses see how
effective a marketing tool it can be. In November, Yahoo upgraded its Publisher Network so that
bloggers and other online publishers could include ads in their feeds. And organisations such as
FeedBurner and Feedster are tracking the number of people subscribing, reading, and re-syndicating
feeds, to give publishers, and ultimately advertisers, information on where their ads are going and
how to better target their audiences.

Back to top
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Corporate Ethnography

High-tech organisations are deploying ethnographers and anthropologists by the score to study how
people actually use technology.

Ethnography, a form of applied anthropology, sounds way too fuzzy and foreign to turn the heads of
corporate types. Certainly, in the past, it has been something of an oddity; the only ethnographers
inside corporations were holed up at places like Xerox's Palo Alto Research Center, where they worked
on problems like how to make a photocopier's On button more obvious to users.

Today, though, corporate ethnography is a blossoming field, as evidenced by the first-ever
Ethnographic Praxis in Industry Conference (EPIC), organised by ethnographers at Intel and Microsoft
and held at Microsoft's campus on November 14-15. The conference drew more than 200 working
ethnographers from high-tech firms, specialist shops such as IDEO, and technology-intensive
businesses such as Wells Fargo.

Over two days, the participants held a series of workshops and presented papers with titles like "The
Worst Technology For Girls?" and "Who We Talk about when We Talk about Users."

Internal debates aside, ethnography is gaining credence in the corporate world as a form of market
research. Ethnography focuses on a qualitative examination of human behaviour. In a corporate
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setting, ethnographers typically examine how people treat a product, say, a mobile phone, in the
context of their lives.

Both hardware and software makers are using ethnographers to adapt products for specific markets.
Intel, for instance, has designed PCs to appeal specifically to market segments in China and India. And
it was an ethnographer who figured out that Japanese people don't use instant messaging on their
PCs, because interruptions are considered impolite.

Such tactical advances are being joined by a more strategic use of ethnography. In May, for example,
Intel pulled three of its ethnographers out of its research arm and put them into line operations, with
a mandate to build a larger team of ethnographers, to help Intel better understand emerging markets,
such as developing economies, digital health care, and the digital home.

Back to top
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Amazon to offer Internet Music Service

The world’s largest online retailer is reportedly in advanced talks with four major music organisations
to debut a music service and music players that will rival Apple Computer.

Amazon.com may also offer a music service subscription that would subsidise the price of the player,
the Wall Street Journal reported. The service could be launched as soon as this summer. The report
said Amazon.com is negotiating with Vivendi Universal Music Group, Sony BMG, Warner Music Group
and EMI Group to license music for a subscription-based music service. The report also mentioned
Amazon.com may partner with hardware makers such as South Korea’s Samsung Electronics to build
the digital music player. Samsung has, however, already committed much of its flash memory
inventory to Apple and other device makers.

The online retailer, which enjoys a user base that tops 55 million users, would need to differentiate its
service and players from competing offerings. The report emphasised this would be the first time
Amazon tries to sell its own branded player, so it is unclear how consumers would react. Other
services such as RealNetworks, Rhapsody, Napster and Yahoo still trail far behind Apple’s popular
iTunes and iPod products. Amazon.com could not immediately be reached for comment.

Back to top
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Invention produces the pause that advertises

Two Texas organisations have built a device for store shelves that plays commercials as shoppers
decide to buy or not to buy.

Major consumer products brands including Coke, Colgate, Maxwell House and Tyson are participating
for free in a test of P.O.P. ShelfAds that's under way in Dallas.

The wireless device kicks on as shoppers pause during the critical eight-second window that
researchers say it takes to decide which toothpaste or soda is going in the basket.

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
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For more than three years, Houston-based Point of Product Broadcasting Co. and Irving, Texas-based
Avidwireless have been working on the device, which has a 3.5-inch screen, a digital readout and a
sensor that knows a shopper is there. The unit is also capable of sending out scents of fresh bread or
coffee aroma.
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Brand power stronger than ever

Coca-Cola, Longbeach and Winfield were once again the three leading Australian grocery brands,
according to leading marketing information company ACNielsen’s 13th biennial Top 100 Brands
Report. The report also revealed that these super brands were now bigger than ever, having each
broken through the $750 million barrier for the first time.

Coca-Cola retained its position as Australian brand leader for the thirteenth consecutive year, driven
primarily by strong performance by the traditional Diet Coke sub-brand. New product development
was also been an important driver of growth, with new flavour variants including Coca-Cola Lime, Diet
Coke Lime and Diet Coke Vanilla contributing about a third of the absolute dollar growth of the entire
Coca-Cola brand over the last two years.

The top 100 accounted for 45 percent of total absolute dollar growth recorded by the packaged
grocery sector in the past two years. The top 100 brands were worth a total of $14.1 billion in 2005,
up 12 percent from $12.6 billion in 2003, and accounted for 38 percent of total packaged grocery, up
from 37 percent in 2003.

Brands which had achieved the most significant increase in rank versus 2003 were Quilton Toilet
Tissue (up 37 places); followed by Nabsico Biscuits (up 35 places); and Hans Smallgoods (up 24
places).

Nearly half (48) of the 2005 top 100 brands were owned by just 10 manufacturers, and 15
manufacturers owned an astounding 63 brands.

“The Top 100 Brands Report provides clear indication that big brands are instrumental in driving the
performance of the grocery channel,” says Anton van den Berg, Director, Client Service, ACNielsen.
“And depending on the future success of private label, it is likely that the dominance of larger
manufacturers will increase over time.”

The ACNielsen report also includes a top 25 umbrella brand ranking, accommodating brands which
operate in a variety of categories, none of which would necessarily qualify as a top 100 brand (see
methodology).

Whilst Arnott’s, Cadbury and Kellogg remained the top-selling umbrella brands, the composition of the
top 25 compared to 2003 was changed with the entry of Smith’s, Mainland and Tip Top.

The most significant shift in rank within the top 25 umbrella brands was Kleenex’s entry into the top
10 at number eight, from 13 in 2003. This shift was driven by the re-branding of its main toilet tissue
brand to Kleenex Cottonelle.

The top 25 umbrella brands included four Australian suppliers, including Dairy Farmers, Golden Circle,

Sanitarium and Murray Goulburn. With the exception of Sanitarium, these manufacturers all slipped
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one to two positions in rank versus 2003. The top 25 also included new entrant Mainland, owned by
New Zealand supplier Fonterra Brands (previously Bonland Dairies).

Back to top
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Office 2007

Microsoft has unveiled multiple versions of its upcoming Office 2007 productivity suite.

The 2007 Microsoft Office, previously code-named Microsoft Office 12, is the successor to its Office
business application franchise, which packages together word processing, spreadsheet, presentation
and other programs.

The upgrade to Office and a separate upgrade to the Windows operating system planned for later this
year are crucial for Microsoft since those two businesses account for more than half of the company's
total revenue.

Microsoft's challenge is to maintain its dominance in those desktop application even as it moves some
software and services online to better compete with the likes of Google and Yahoo.

In the second half of 2006 Microsoft is scheduled to launch an upgraded version of Office with
redesigned user interface which aims to simplify the task of finding features already available within
its family of programs, such as Word, Excel, PowerPoint, Access and Outlook.

Microsoft last launched an Office upgrade in September 2003.

This version will also incorporate Microsoft Office Communicator, a corporate instant messaging
service.

A premium edition, Microsoft Office Enterprise 2007, incorporates another work-sharing technology
from Groove Networks. Office Groove allows a group to synchronise in real time the progress made
by its members, while also providing the flexibility to work offline before reconnecting with the rest of
the group to update any new developments.

Microsoft will also offer a consumer version with Microsoft Office Home and Student 2007. There is
also a basic offering that is preloaded onto some PCs, a version for small businesses and a standard
suite of products.

Microsoft also announced a range of Office 2007-related server products, including an updated
SharePoint Server, a projects server and a server to create forms hosted on the internet that the
company says will make it easier for users to collaborate and share documents and data.

Back to top
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Articles

The Key Factors of Strategic Planning

There are a number of key factors to consider with any planning. The areas are as follows:

Focus refers to concentrating limited resources in the areas that will reap the most rewards.
Goals are what we are aiming to achieve from our efforts and investment. All too often that is simply
equated with money and does not consider other, more important factors.

Competitive Advantage refers to the fact that we are operating in a competitive environment. If we
are not aware of the fact that there are other players competing with us for the same client’s money,
then we are likely to lose.

Superior Performance.

What is important for the organisation, is to plan a position which takes into account all of the players.
Firstly the strategist must achieve superior performance to the competitor. At the same time the
strategy must be in line with the strengths and weaknesses of the organisation and must also meet
the needs of the market. A successful strategy is one which gives a stronger matching of
organisational strengths with market needs than that provided by the competition.

Sustainable Competitive Advantage (SCA), which suggests that there are many possible good ideas,
but which one will remain yours (that the competitors cannot take away) and work for the longest
time?

Creativity and Innovation.

What gives a strategy its competitive impact is the creative element and the will of the mind that
conceived it to make it work.

Flexibility - The best strategies are flexible and allow for innovation. They are based on information,
which gives us a series of probabilities to work with. Strategy is vulnerable to reality. One cannot
totally predict the future. All business decisions are probabilistic. There is always a chance of the
plan failing.

Basic Conceptual Simplicity

Complicated, long range plans rarely work and require constant adaptation and change - usually into
another detailed long range plan. We must remember that any strategic plan is based partly on
historic information and partly on future prediction. Once written it also becomes part of history.

The Ability to be Implemented. A wonderfully conceived and crafted strategy is meaningless unless it
can be implemented to achieve the Mission and Goals of the organisation

Brian Monger www.marketing.org.au
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Empowerment

Nothing will drive your customers away faster than employees who are not empowered to take care of
them. By empowerment I mean that employees are given the authority to make decisions to take care
of the customer-to the satisfaction of the customer, not the organisation.

Do you have policies that all but ensure a customer will not do business with you a second time? Are
your employees empowered to take care of your customers? If not, how many customers have you
lost because of that lack of empowerment?

An organisation cannot provide exceptional customer service if it hasn't empowered its employees.

You must give your employees the authority to do whatever it takes to satisfy the customer-and to

keep that customer coming back again and again. Let me put it this way: If the customer loses, the
company loses.

While empowerment is critical to the success of any customer service effort, it is the most difficult
customer service strategy an organisation can attempt to implement. What is preventing so many
organisations from empowering their employees? Following are four fallacies that stand in the way of
empowerment:

Employees are ignorant.

The greatest fear executives have with empowerment is that employees will give away the store. They
have little confidence in front-line employees, believing that people earning minimum wages can't be
trusted to make decisions without customers taking advantage of them. What's the worst that can
happen? That you will have thousands of overly happy people standing in line to do business with
you?

Look at it this way: If a customer is unhappy with your company, it will cost you a small fortune to get
him to do business with you again. It's much cheaper to empower your employees to take care of that
customer in the first place, so he doesn't leave you for your competitor.

Customers are lying cheats.

Many executives and managers think that the customer is out to take advantage of a business in any
way possible, so they develop rules, policies, and procedures to ensure that doesn’t happen. Combine
this with the belief that employees are ignorant, and you can see that many executives live in fear of
having a lying cheat taking advantage of an ignorant employee.

It's important that you realise that a perception is reality. For example, if a customer feels he has
been poorly treated by your company-whether he has or not-that is his perception and, consequently,
his reality. You must empower your employees to take action that will result in positive perceptions.

Employees will be fired if they make a decision on behalf of the customer.

When I'm dealing with an employee from another company and ask for something that isn't in line
with company policy, I'm often told, "If I did that, I would get fired." I'm talking about simple things
like getting a package delivered to my house at no charge or being allowed to check an extra suitcase
with an airline at no charge. Many employees also have told me that, if they were to waive a charge,
the company would take it out of their salaries.
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Making empowered decisions means taking risks, which prevents most employees from doing so. You
must assure them that they won't be fired or reprimanded if they make a mistake in the process of
working to win customer satisfaction. In fact, you should create an atmosphere where the
consequences are greater for not taking empowered action on behalf of a customer.

Managers’ roles will be diminished or eliminated.

Many managers fear that empowering frontline employees will lessen their control or even eliminate

the need for their positions. With empowered employees, they will indeed have a lot less control, but
that isn't necessarily a negative. Time spent dealing with decisions that can effectively be made by a
frontline employee can now be spent dealing with other issues.

The first thing step in empowering employees is to train them, to teach them how to break the rules.
If your goal is to have millions of customers, this is critical.

You must help your employees understand that they are in the service business-not the
manufacturing, transportation, or retail business. You must train them in the skills of customer service,
then empower them to do whatever is necessary to provide exceptional customer service to your
customers.

The key to empowerment is having the authority to break the rules. You must allow-no, encourage-
your employees to do so. When the owner of an organisation breaks the rules to satisfy a customer, it
doesn't have the impact it would if done by a frontline employee. Why? Because customers expect
management to take such action, but they're elated when an employee does so.

Empowerment must be implemented by frontline employees or it will not be effective.

It's important to realise that only 4 percent of your customers will actually complain when they have a
problem with your company. That means the chances of top management ever hearing about those
problems is slim to none and that those customers simply will go away.

If you are to succeed, you must empower your employees. You must support and reinforce their
empowered actions. You must celebrate, applaud, and reward those employees who do whatever it

takes to keep your customers coming back to you. Empowerment is a powerful tool that can give your
business the competitive edge it needs to survive and succeed.
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Combating Change

Everybody these days talks about "change" everything is changing, people are changing, business
methods are changing, the economy is changing.

Here's a winning philosophy to combat the effects of change:
Keep it in mind when you decide to change things at work.

It was first published in "Dun's Review" way back in 1957 ... but it is still as relevant as ever ... alas,
change never changes!
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Change is more acceptable when it is understood than when it is not.
o Change is more acceptable when it does not threaten security than when it does.

. Change is more acceptable when those affected have helped to create it than when it has
been externally imposed.

. Change is more acceptable when it results from an application of previously established
impersonal principles than when it is dictated by personal order

. Change is more acceptable when it follows a series of successful changes than when it follows
a series of failures.

. Change is more acceptable when it is inaugurated after prior change has been assimilated
than when it is inaugurated during the confusion of other major change.

. Change is more acceptable if it had been planned than if it is experimental.

o Change is more acceptable to people new on a job than to people old on the job.

. Change is more acceptable to people who share in the benefits of change than to those who
do not.

. Change is more acceptable if the organisation has been trained to plan for improvement than

it is if the organisation is accustomed to static procedures.
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Good Business Tactics

To keep customers during a recession, a strategy that targets the customer may be best for you.

. Write a personal letter from the Manager of the business to key customers letting them know
how much their past business has been appreciated.

. Survey your competitor's customers to find out what attracts them to these other businesses.
. Survey your own customers regularly both to find out what they like and dislike.

. Train staff to respond quickly to customer complaints.

. Follow up on lost accounts ... and circulate the reasons amongst the entire staff, together with

the steps necessary to prevent a recurrence.
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Nine Ways To Get More Meeting-Room Respect

Think back to the last time you pitched an idea in a meeting. How well was it received? Did anyone
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ever act on your proposal? Do you think people would've greeted your plan with more enthusiasm if
someone else had pitched it?

If you feel you're not getting the recognition you deserve at work, it may not be what you're saying,
but how you're saying it. Too many people unknowingly invite failure because their approach to
proposing an idea is wrong. We all know that hard work alone is not always rewarded. In fact, if you
really want to get ahead, you have to make your presence felt.

For starters, if you want people to start taking your ideas seriously, you need to present them
seriously. Don't undersell your points by expressing them weakly. Consider the following two
statements of the same idea:

"I'm not sure if this is relevant, but I was wondering if we might be interested in conducting a
competitive analysis before we move forward?"

"I strongly recommend conducting a competitive analysis before we move forward."

By qualifying your statements with comments like "I'm not sure if this is a good idea" or "I'm just new
here but...," you're inviting people to argue with you.

Eight more ways to get the recognition you deserve

Don't use weak words.

Kind of, maybe or perhaps all lessen the effectiveness of your statement. Instead, use active verbs
and strong modifiers, like strongly believe or highly recommend. In general, it's women who opt for
weaker, more qualified statements, so if you're a woman working with a group of men, be especially
aware of this tendency.

Don't pose statements as questions.

Like weak words, questioning statements invite people to argue with you. Be aware that raising your
vocal pitch at the end of a sentence makes it sound as though you're asking a question, even if that's
not your intention. Similarly, speaking too quickly, too quietly or at too high a pitch all signal
nervousness and negate your credibility.

Don't be afraid to take credit for your work or ideas.

Use I, not we, when appropriate during a discussion. Do be careful to not exclude others who
genuinely deserve recognition, but don't let other people steal your thunder.

Don't give in to interruptions.

If you're in the middle of making a point and someone interrupts, hold your ground by saying
something like, "Excuse me Nick, I was still speaking. Please hold your comments for just a minute."

Don't fidget.
Remember that the majority of our communication is non-verbal, and unconscious actions send their

own messages to your audience. Fidgeting looks unprofessional and can be incredibly irritating to
those around you.
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Don't primp.
Playing with your clothes, makeup or hair is the ultimate professional faux pas.
Don't forget to make eye contact when you're speaking.

Direct eye contact signals confidence and control - exactly the traits you want to convey in the
meeting room.

Don't nod or smile too much while others are speaking. Even though it might seem as though you're
only being polite, it looks insipid. Save your nods for those points with which you strongly agree.

With a little luck and a lot of practice, you'll be well on the way to getting the recognition you deserve.

EffectiveMeetings.com
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Game Theory

A game is any rule-governed situation with a well-defined outcome, characterised by strategic inter-
dependence.

Although game theory began as applied mathematics, it has become a dominant mode of reasoning in
business and economics. The well-known macroeconomist Robert Lucas argues that the most
important contribution to macroeconomics since Keynes has been the result of formulating
macroeconomic problems as games and solving them.

Game Theory improves strategic decision-making. It makes one aware of which strategy matters in
what situation, to say nothing of the strategic nuances on the part of one's competitors or opponents.
It can improve one's ability to run a business or to evaluate changes in policy. The phrases like
"Competitive Advantage", "Winner's Curse", "Everyday Low Prices", "First Mover Advantage", "Market
Failure", "Credibility", "Incentive Contracts", "Hostile Takeover", "Coalition Building", "Cartelization",
"Mutually Assured Destruction", make a lot more sense after they are strategically explained using

game theory.
Among the issues discussed in game theory are:

1. What does it mean to choose strategies "rationally" when outcomes depend on the strategies
chosen by others and when information is incomplete?

2. In "games" that allow mutual gain (or mutual loss) is it "rational" to cooperate to realise the mutual
gain (or avoid the mutual loss) or is it "rational" to act aggressively in seeking individual gain
regardless of mutual gain or loss?

3. If the answers to 2) are "sometimes," in what circumstances is aggression rational and in what
circumstances is cooperation rational?

4. In particular, do ongoing relationships differ from one-off encounters in this connection?
5. Can moral rules of cooperation emerge spontaneously from the interactions of rational egoists?
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6. How does real human behaviour correspond to "rational" behaviour in these cases?

7. If it differs, in what direction? Are real human beings more cooperative than "rational" agents?
More aggressive? Both?
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Better Newsletters Get Better Results

Someone said "Newsletters are a great way to communicate to..Fill In The Gap
Here...Customers...Potential Customers...Internal Markets...etc.

Easy enough to say unless you are the schmuck that has to do it (

How are you going to do it - and do it well?

Here are 20 tips to help you get better results.

Note: Tips are not rules. Rules are for breaking. Tips are for thinking about

Tip 1. Know Your Audience!

Always write about what your audience is interested in - not what you or the organisation would like
them to be interested in. If it is not interesting, they won't read it. In which case, save time and
effort - don't write it. Find out what are they really interested in? What will they invest time in

reading?

Tip 2 If you have a message it has to be wrapped in something that interests your audience.
Write to, for and about your audience and what they are doing.

Tip 3. To get somewhere, you need a direction.

What are your goals and objects? Plan - Get organised. Try and set out the next 6 newsletters well
in advance.

Tip 4. Content - Where do you get It??

You need material - lots of it, way ahead of time - and you are the one who has to find it. Try getting
ideas from:

* personal contacts/phone calls/visits

* specialists/other newsletters (see copyright below)
* popular press/ articles

* connect with another newsletter

Tip 5. Use a personal touch if you can.

Write your newsletter as though it was going to one individual directly from you. Because itis. By
adding a personal touch, you develop a relationship with your audience.
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Tip 6. Be careful with humour.

It can be good in helping develop a relationship with your reader. However, be very very careful.
Spoken humour can be risky - with the written word, you lose the live part of the message. When you
don't have direct contact with the reader you cannot know what their same frame of mind is when
reading the article.

Tip 7. Use active verbs and personal pronouns (you, he, she, I, ).
This makes it more interesting and draws the reader into the article.

Tip 8. Make it easy to read

Write headings, titles, and leads that reach out and grab the reader. This is your opportunity to get
them into the article.

Tip 9. Be consistent in your styling.

Particularly your use of tense and person. Use correct grammar and spelling. Be consistent with
English or American spelling. Consult a style manual

Tip 10. Use the Right Word.

Always use the correct word and spelling. Get a dictionary and don't rely on spell checker. You look
foolish if you use words incorrectly.

Tip 11. Spell out any acronyms or abbreviations at least the first time they are used in each issue.
Avoid technical jargon as much as possible - unless you are talking to a technical audience.

Tip 12. Write in a way that will communicate effectively.
The English language has not been fixed in place. It is used to express ideas. There are many ways
of doing this. Don't be a literary pedant - be a communicator. Generally however write in plain

English. Write at the readers' level of comprehension or just below.

Tip 13. Use white space and diagrams, art or photos to break up the page.
Nothing is more daunting or boring than a page full of text. White space gives a quality feel

Tip 14. Read it out loud. Part 1
You only think you know what you have written until you read it out.
Tip 15. Read it out loud. Part 2

If you read it out loud and the sentences flow easily, it will be easy to read. If you find yourself
tripping over your words, the reader will probably stumble as well.

Tip 16. Write it in stages
Doing even the biggest job is easier and more doable in stages and steps.

Tip 17. Put it away for awhile and come back to it.
You will be surprised at how much difference just one day makes in reading your own writings.
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Tip 18. Have someone else read through it.

Pick someone who knows more than your audience about the topic. Pick someone who knows less
than your clientele about the topic. Find people who return the article with notes all over it. This is the
one you want to proof edit your writing. The person who returns it and tells you how great it is either
didn't read it or wants something.

Tip 19. Consider the effect of the medium and its timing.
Seventies media guru Marshall McLuhan said "the medium is the message"

Tip 20. Remember the Legals -

* Be aware of postal regulations,
* Be aware of copyright infringements.
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Online ads to take over radio, magazines

Online advertising, despite phenomenal growth over the past three years, is at least a decade away
from catching up with newspapers and a further five years away from generating the same revenues
as the dominant medium, commercial television.

But while newspaper publishers and TV broadcasters alike still have time to cement their new media
strategies, a fresh report from industry consultant Frost & Sullivan suggests that poorer cousins like
magazines and radio will be swept aside by the internet's second coming.

Spending on internet ads in Australia leapt nearly 50 per cent to $605 million in 2005, and the report's
author, Foad Fadaghi, said last week the medium would grow by an extra 25 per cent each year until
2009.

Though such predictions are likely to cause palpitations among some victims of the dotcom meltdown,
Mr Fadaghi is convinced that this time the upward curve is sustainable.

"What we're seeing here is a generational change with the internet," he said. "Ultimately, what we will
treat as normal TV in 15 years time will be delivered over the internet."

Mr Fadaghi added that the industry had "grown up" since 2000 and was now led by mature managers
who simply weren't there before.
"And the focus of the major organisations is changing as well, with normally conservative figures like

Rupert Murdoch and others now very much locked into the future of internet."

Media buyers are a little more circumspect about the hype, however, particularly the assertion that
online will surpass both magazines and radio to become the third biggest ad medium by the end of
2007.

"That's a pretty big call," said media buyer Harold Mitchell, whose family owns more than 40 per cent
of the listed online advertising consultant emitch. "It is true that the media is cannibalising all media to
some extent but no one individual medium."
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"People are dead right to ask why this isn't just the same sort of hype we got before the last crash."

But Mr Mitchell conceded there were a few key differences in 2006 - particularly the rapid penetration
of broadband - that suggested the underlying assumptions were more solid.

"I was there in 2000 and this time the difference is that internet usage is for real. It no longer is just
other dot commers using the internet. This time it's real organisations; the marketers have learnt how
to use it and I think it's for real."

At the same time as advertisers have become more comfortable on the medium, Mr Fadaghi said
consumers were increasingly less afraid to do business online.

"People are past the trial stage of internet commerce now and some consumer categories are already
dominated by on-line. More domestic air tickets are sold online than offline."

While the average Australian home spends only 3 per cent of its consumer goods budget online, Frost
& Sullivan predicts this will grow to 7.5 per cent by 2010.

The Great Wall of Advertising

Focus Media Holdings, China's biggest overseas-listed advertising company, plans to bring the lights of
Times Square to Shanghai.

The company, aims to install giant screens of light-emitting diodes in Shanghai, Beijing and
Guangzhou, similar to those in New York's most- illuminated junction, the chief executive, Jason Jiang,
said in an interview Thursday. The giant video screens, on as many as 15 buildings, would increase
competition with Clear Channel Outdoor Holdings and JC Decaux, the world's largest providers of
outdoor advertising, in an ad market worth $39 billion. Retail sales in China climbed 12.5 percent last
year as rising incomes encouraged people to spend more on cars, homes and food.

"I know the Chinese market better than the overseas ad organisations," said Jiang, who wrote
advertisements after graduating with a degree in Chinese literature from East Normal University in
Shanghai. "Global reputation doesn't necessarily mean success in China."

LED walls first appeared in Shanghai in 2003, when the government approved a screen 16 stories tall
on the Aurora Building facing the Huangpu River. Focus plans screens as large as 500 square meters,
or 5,382 square feet, costing as much as 50,000 yuan, or $6,219 per square meter, said Jiang. Should
Focus Media install 15 of the largest screens about four stories high it would have to spend 375 million
yuan.

"The huge screens will show financial service and fashion brands aimed at thousands of urban
dwellers," said Jiang. "Chinese people have more money now and they are eager to spend."

Ad spending in China rose 21 percent to 316 billion yuan last year, Nielsen Media Research said last
month. Focus Media benefited as some organisations like Ford Motors sought cheaper ad rates by
moving to more specialised advertising media, said Qi at CTR Market Research.

Focus Media has put flat-panel screens in more than 4,000 supermarkets and convenience stores in 77
cities. Consumer-product makers like Procter & Gamble are the biggest advertising spenders in China.
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Reward Programs Need to Work Harder to Motivate and Retain the High Achievers.

Australian managers need to improve the area of rewards, incentives and recognition programs if they
expect their people to perform — let alone retain the high achievers. The expectations of growth can
only be realised when the people are aligned and engaged to the business strategy. Company’s that
don't a strong rewards program (including those that don't have any at all) are at risk of losing their
people as well as their competitive edge.

The use of rewards and incentives in organisations is out of step to today’s dynamic marketplace —
people expect more. In our January 2006 survey on workplace satisfaction, 69% of respondents said
their employer could do more to reward and recognise their contribution.

Further, the program that employers do have does little to motivate their teams - 62% of respondents
disagreed that their employers rewards programs are motivating. Managers perform lip service and
place a tick-in-the box instead of capitalising on their people’s abilities. The opportunity is there
however, 71% stated their team would be more productive if motivation was higher.

Do managers know the difference between rewards and recognition programs? Do they think they are
both important? They tend to be rolled-up as one program and thrown to the HR department to
manage. These are both so significant for organisational success, every business function needs to
step-up to manage an integrated program of rewards and recognition.

For definition, a reward is something given in return for something somebody has done. It is usually
based on demonstration of desired behaviour. The allocation of a reward is directly related to
achieving a prescribed outcome. Organisations should use rewards program to encourage a specific
behaviour — that can be measured, tracked and audited. The benefit of rewards programs is that
positive behaviour is reinforced. A successful rewards program builds a high performing culture.

How is that different to recognition? Recognition is something given or awarded as a token of
acknowledgement or gratitude. This is usually ad hoc and often without the recipients prior
awareness. The difficulty with recognition is that it can be subjective. Most organisations have a
recognition program. Often however, managers mistakenly think that an addendum to the quarterly
‘all-hands’ meeting to award an individual from each functional department is an acceptable
recognition program. Often these awards are jobs for the manager 10 minutes before the meeting.
The winners' citation is often rushed and insincere. All the goodness of having a recognition program
disappears.

Why isn't this being done effectively in organisations today? Simply put, it's hard work to design and
manage a comprehensive rewards program. The program is only successful with reinforcement in the
workplace by top management - including regular communication and celebration of successes. In
today’s busy office, the priority is often to other business matters at the expense of employee
satisfaction and motivation.

This is an issue because employee turnover is the highest in years and the expectation of employees
continues to escalate. We want more from our people, yet they are disengaging. People are treading
the boards, ready and waiting for a better offer.

It doesn't have to be the way — 87% of respondents stated they are more likely to stay with an
employer with a strong rewards program. Managers are in a great position today to drive agenda
change that is impactful and appreciated. The outcomes are a stronger happier and more productive
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workforce.

Eight steps to building a successful motivational program:

1. Set the goal. The clearer it is, the more effective the alignment of behaviours and outcomes. Align
to organisational objectives.

2. Aim not to just motivate your top performers, but all of your team members. The opportunity for
growth is in the middle 80% of your people.

3. Communicate regularly with everyone in the program and keep it top of mind. Ensure top
management is involved.

4. Offer an extensive selection of reward choices. Look at alternatives to cash and vouchers for long-
term tangible goodwiill.

5. Make the awards timely — keeping the acknowledgement close to the performance
6. Build in an accumulating effect to motivate your people and keep them focused.

7. Measure your results and analyse your team’s performance. Use this data for future goal setting or
return on investment review.

8. Allow flexibility to change or add new metrics each quarter or half-year.

Ignite Group is a sales performance, rewards and incentives company established to meet the growing
need for organisations to compete and grow, within increasingly competitive markets, and with tighter
resources.

Glen Foster.

Glen can be contacted on glen.foster@ignitegroup.com.au or 02 9358 3322.
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