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Editorial

Are these people stupid or what?

Here is a quote from an industry publication " With the annual TV market selling event just weeks
away, Fox finds itself just a tenth of a rating point behind ABC in the all important 18-49 year old
demographic. Here's Advertising Age's weekly look at one of the major broadcast networks and how
they are positioned for the 2006-2007 TV season"

18-49??? Keep going guys I may be back in the "youth demographic" soon. One would hope it is an
"all important" demographic. It must be about two thirds of the population.

As I have said before what preferences and similarities would you expect in such an ill defined group?

Brian Monger
FMA CPP
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Quotes

The conclusion of design flows naturally from the data; we should not shrink from it; we should
embrace it and build on it. - Michael Behe

What looks like a loss may be the every event which is subsequently responsible for helping to
produce the major achievement of your life." -- Srully D. Blotnick

Turn failure into fertilizer and use it to grow! -- Denis Waitley
I never see failure as failure, but only as the game I must play to win. -- Tom Hopkins
Failure is only the opportunity to more intelligently begin again.- Henry Ford

Time is the coin of your life. It is the only coin you have, and only you can determine how it will be
spent. Be careful lest you let other people spend it for you." - Carl Sandburg

Give a man a fish, and you stimulate demand for your primary product. Give a man a fishing rod and
you stimulate another demand - for a recreational activity - Brian Monger
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From the Media

Under-30 crowd will drive media future

From the NCTA: Cable Industry Told to Focus on 'Millennials' in Atlanta. (AdAge.com) -- If you want
to look at the future of media, look no further than the under-30 crowd -- that was one of the
messages from the opening of the National Cable & Telecommunications Association Show at the
World Congress Centre in Atlanta
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The annual gathering of cable network and distributor executives, in line with most every media and
advertising industry gathering of the past two years, focused on the competition for consumers. But in
addition to aggregating eyeballs to reap advertising revenue, the cable industry is also competing
directly for consumers' dollars, as telecom companies roll out their own video services and time spent
with broadband video threatens time spent viewing traditional cable TV.

"We've been looking at a group called millennials, which are people ages 8 to 27," said Anne
Sweeney, president of Disney Television Group. "In this group 40% go home at night after work and
school and use between five and eight different technologies. Then you have 40% of baby boomers
who go home at night and watch TV. That's what's directing so many of our efforts in technology and
content, especially as we look at our brands going forward and how they're going to be used going
forward."

The media pie is expanding. Veronis Suhler Stevenson estimates that per-person media consumption
will expand by more than 800 hours from 1998 to 2008. And one of Sunday's more interesting panels,
a look at how 10 tech-savvy college students from Atlanta-area colleges consume media, suggest
some existing business models are in grave danger.

When asked what technological device or service they would most likely pay for after college, the cell
phone topped the list. A few students suggest they could survive with cable Internet and not cable TV,
and one student relayed the story of his friend who'd watched "Lost" on TV for the first time last
Wednesday, but it wasn't the first time he watched the hit ABC show -- he had seen every episode
from iTunes and BitTorrent.

Students downplayed the importance of having a consumer device that "does it all," explaining that
the laptop is already pretty close. Another student said he was budgeting $700 to buy the iPod
convergence device that rumours suggest Apple will unveil come fall. The device, he said, would be a
cell phone, planner, media device and have AV hook-ups so users could watch iPod-stored shows on a
big screen TV.

Nine of the 10 students used social media networks, most of them favouring the college-targeted
Facebook over MySpace thanks to Facebook's more stylized design and better interface. One student
drew laughter when he related how some college students were giving up Facebook for Lent.
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The 750-gigabyte hard drive

Seagate Technology is aiming to be the 800 pound gorilla, by upping the capacity of its hard disk
drives to a whopping 750 gigabytes, offering consumers of digital media more storage for their
computers than ever before.

The drive Seagate will introduce - the Barracuda 7200.10, is the first computer desktop disk drive to
hit the 750-gigabyte mark and represents a 50 percent increase from the previous industry maximum
of 500 gigabytes.

Seagate, the world's largest disk-drive maker, is first releasing the product as an internal drive for PC
makers. After that, it plans to introduce external hard drives -- add-ons that consumers can use to
supplement their existing computer setups -- with a suggested retail price of US$559.

After that, Seagate plans to introduce versions for other consumer electronics, such as digital video
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recorders that are growing in popularity as standalone set-top-boxes or part of cable and satellite
television receivers.

For consumers, the beefier drives mean they can store more movies, photos, games and songs with
less worry about quickly running out of space. They also could have larger backup drives to ensure
against data loss when their drives crash. (Seagate offers a five-year warranty on its drives.)
Analysts say a 750-gigabyte drive could hold roughly 375 hours of standard-definition television
programming, about 75 hours of high-definition video, or more than 10,000 music CDs converted to
the MP3 digital audio format.

Before long, consumers will have terabyte-, or 1,000-gigabyte, drives at their disposal.
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Be very afraid . . . he's gone shopping
"Men are shopping more like women," announced a global trendspotter the other day.

UK forecaster Christine Foden, who was in Australia as a guest of L'Oreal Melbourne Fashion Festival,
says a profound shift has begun in the male retail environment. Apparently, shopping is fast becoming
the new leisure activity for men, and not just men like David Beckham. Blokey men. Men without
piercings or tricky haircuts. Men who don't know what "bling" means or what D&G stands for. Real
men.

Trendspotters like Foden, who are paid a fortune by big companies to tell them things like "shopping
is the new football", say shopping actually is the new football. The early adopters of this trend are
European countries such as Italy and Spain, where 90 per cent of men proudly admit to owning
multiple skin-care products (and, no, soap doesn't count as a skin-care product; neither does water).

Apparently, the current rise in consumerism is being mirrored by a decline in traditional male activities
such as playing sport and washing the car. While Foden identifies younger men as the ones most
likely to be shopping in groups as girls do, she also identifies the "$100 man". This type of new male
shopper is more likely to be in his 30s or 40s and regularly drops $100 on DVDs, magazines and other
entertainment products.
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Fighting web credit-card fraud
Internet merchants are fighting back against too-easy fraud.

Talk about buyer's remorse: A man who had purchased a $4,500 custom-made engagement ring over
the Internet abruptly called off the wedding just days before the big day -- then called his credit card
company to get his money back.

He succeeded, but not for long. Ice.com, one of the largest jewellers on the Internet, fought the credit
card chargeback, correctly arguing its 30-day return guarantee had long since expired. The customer
was out the money.

Internet merchants once viewed such chargebacks and other payment fraud as a cost of doing
business, mainly because they are difficult and time-consuming to fight. But with fraud sapping
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hundreds of millions of dollars from online revenues, companies that do all or most of their business
over the Internet are increasingly pushing back.

"Merchants are not willing to accept this any more. They are fighting tooth and nail," said Kathleen
Attinello, an executive vice president at Receivable Management Services, which fights chargebacks on
behalf of online travel agencies, video game sites and other merchants.

Internet companies are trying to chip away at the fraud problem by hiring companies like RMS,
employing technology that spots potential fraud before it happens and using payer-verification
services such as those offered by Visa and MasterCard.

Payment fraud is a bigger problem for Internet merchants than for bricks-and-mortar retailers
because, unlike a face-to-face sale, an online transaction does not require a customer's signature or
credit card imprint.

So it's easy for a customer to get a charge reversed -- and time-consuming for an Internet merchant
to prove the sale was legitimate. In most online charge-backs, the cardholder denies ever making the
purchase.

The predicament for Internet merchants is compounded because they, and not the card issuers, bear
the liability in most fraud cases. It's the other way around in the offline world.

"It's a damnable problem for Web merchants," said David Robertson, publisher of The Nilson Report.
The trade publication estimates the rate of credit card fraud to be 18 cents to 24 cents per $100 of
online sales -- three to four times higher than the overall rate of fraud.

Fraud-weary merchants have adopted elaborate procedures for completing a sale, matching a
customer's shipping address to the billing address, verifying that the card hasn't been reported lost or
stolen and checking for any unusual activity on the card.

Card companies are also helping Web merchants fight back, offering payer-authentication services and
other fraud-fighting tools and streamlining the process by which chargeback disputes are mediated.

"The rules have changed," said Tom Sullivan, director of e-commerce risk at travel site Expedia.com
and chairman of the Merchant Risk Council. "Internet merchants now have the ability to say, 'Hey, this
person accepted the terms and conditions explicitly, and as a result, shouldn't be able to charge this
back."

The payer-authentication services, which Visa calls "Verified by Visa" and MasterCard calls
"SecureCode," run on the same platform and work much the same way.

For cardholders registered with the programs, Internet retailers can ask for a password registered with
the cardholder's bank, giving the retailer evidence of the purchase and leverage should a dispute
arise.

Consumers participating in Verified by Visa accounted for 10 percent of the $113 billion in total Visa
online volume in the United States in fiscal 2005. Visa expects that share to grow to 14 percent by
2010.

Some merchants, however, are reluctant to embrace payer authentication because they fear the
additional step in the checkout process will turn off customers.

"The last thing we want to do is prevent a good sale from going through, but part of the intent of the
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process is to balance the return versus the risk," said Michael Yakal, a vice president at Visa USA.
European merchants have no such compunction about making card holders jump through hoops.

In fact, many European banks have gone a good deal further, issuing personal card readers and
"smart" credit cards embedded with tiny computer chips. Customers swipe the card through the
reader and enter a PIN number, prompting the reader to randomly generate a second PIN number
that the customer provides to the merchant.

Bruce Rutherford, a vice president at MasterCard International Inc., expects smart card technology to
eventually migrate to the United States.

But there are low-tech ways to fight fraud, too.
EBags.com, a retailer of handbags, briefcases and luggage, calls the customer before shipping any
order of more than one item.

Mike Aquilina, director of e-commerce at Fujitsu Computer Systems Corp., the computer-making
subsidiary of Fujitsu Ltd., said a customer once claimed he never received the computer he had
ordered online. Aquilina called the customer and promised that an FBI agent would be at his house to
investigate. Within an hour, the customer called to say he had gotten his computer.

"The general assessment from vendors is that charge-backs are decreasing, not because the thieves
aren't trying, but because the vendors have built up elaborate systems to try to protect themselves,"
Aquilina said.

Fraudsters especially love targeting Internet jewellers, because jewellery is so easy to fence.
Pornography sites and electronics merchants are also hit frequently.

When Ice.com was founded in 1999, 15 percent of its sales were charged back. The jeweller now uses
a variety of fraud-reduction tools, including software that detects the physical location of the computer
from which a product is ordered. Although chargebacks now constitute less than a quarter of 1
percent of sales, the company still fights every one.
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BBC launches mega-website

Rupert Murdoch's media conglomerate on Wednesday accused the British Broadcasting Corp. of using
taxpayers' money to build a "digital empire" that would compete with commercial rivals.

The BBC, which receives about 3 billion pounds (US$5.3 billion, euro4.3 billion) a year in public
funding, has announced plans to relaunch its Web site to incorporate more user-generated content
such as blogs and video, as well as developing new broadband portals in areas including sports,
music, health and science.

James MacManus, an executive director of Murdoch's News International company, accused the state-
funded BBC of "blatantly commercial ambitions" and seeking "to create a digital empire."

Rival broadcasters have long complained that the BBC uses public money to fund types of programs
supplied by commercial operators, abandoning a public service remit in a chase for viewers.

The BBC currently is seeking to renew the license fee -- currently 131 pounds (US$234, euro188) a
year -- that it receives from every television-owning household in Britain. The government is
considering the broadcaster's request for increases that would take the fee to 180 pounds (US$320,
euro260) by 2013.
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Flash for laptops

Flash memory storage, traditionally used in cell phones, digital cameras, and MP3 players, is finding its
way onto the laptop. Last October, Intel unveiled a hybrid technology in which flash is used with a
conventional magnetic hard drive to increase battery life. Then, last month at the CeBIT, a technology
show in Hanover, Germany, Samsung Semiconductor displayed a laptop in which 32 gigabytes of flash
completely replaces the hard drive

Now, as storage densities rise and prices fall for flash technology, many industry experts expect that
it's only a matter of time before it becomes common in laptops.

There are numerous advantages to putting flash memory into laptops. The technology is based on
transistors and has a design similar to microprocessors (see "Storage Grows in a Flash"), making flash
memory chips more compact and lighter than magnetic hard disks -- which could lead to
featherweight laptops.

Additionally, flash has no moving parts, unlike a hard disk, where data is read from a spinning disk.
This difference has two benefits: flash memory consumes less power, and it's more rugged and less
prone to failure, because there are no moving parts. "Anyone who's had a hard drive wipe out knows
you've got to be real careful with magnetic media," says Ed Doller, CTO of the Flash Memory Group at
Intel.

Yet flash memory still has one major drawback: cost. Many believe that this will keep flash from
replacing laptop hard disks in the near future. Currently, flash storage costs about $25 per gigabyte --
roughly 100 times more than magnetic storage. By 2009, though, 20 gigabytes of flash could cost less
than $150, or about $7.50 per gigabyte, according to SanDisk, a data storage company. But this is still
three times more than hard-disk prices today, says Tom Coughlin of Coughlin Associates, a data-
storage consulting company.

Despite the relatively high cost of flash right now, companies such as Intel are already taking
advantage of the benefits that even a small amount of flash memory affords. The company's hybrid
drive systems, available in early 2007, will use flash as a hard-drive cache. Some data will be accessed
without requiring the hard drive to spin, saving energy. "
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Japan stays on path to recovery

Japan's economy is logging its second-longest expansion since the end of World War II and is on track
to grow by more than 2 per cent this year, Japanese Economy Minister Kaoru Yosano said.

The upward trend should continue until the middle of next year, making the current growth streak the
longest in post-war history, Mr Yosano said.

Japan's economy has suffered stagnation for about 15 years since the late 1980s. Its turnaround
promises more balanced growth for the world economy, which has relied in recent years on breakneck
consumption in the United States.

But now Japan is enjoying a rebound on booming exports and rising consumer spending.
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Unemployment has been falling, the share market has rocketed to almost six-year highs, and deflation
has been reversed, ending a spiral of tumbling prices that have eroded corporate earnings and
workers' salaries.

The economy has been expanding for 51 months.
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Mature aged workforce still on back burner

We will on average live longer, work longer and retire later, but Australian employers are not
particularly interested in mature-aged workers, a study has found.

Australia's population, like that of most developed countries, is ageing as a result of sustained low
fertility and increasing life expectancy.

According to the latest figures by the Australian Bureau of Statistics (ABS) the proportion of the
population 65 years and over is projected to rise to between 27 per cent and 30 per cent by 2051.
The median age of the population will rise from the present 36.4 years (June 2004), to between 39.9
years and 41.7 years in 2021.

But a recent study on hiring expectations of Australian employers in the coming quarter by
recruitment firm Hudson shows less than one in two employers are proactively seeking to attract and
retain mature-aged workers.

Hudson Australia/New Zealand president and chief executive Anne Hatton said while the rate of
employer proactivity has increased by 8.9 percentage points in the last two years, the majority of
organisations are still not tapping into this experienced demographic.

"Australia's employment landscape is being shaped by the spectre of an ageing work force and an
intensifying skills shortage," she said.
"These findings are a wake-up call to Australian businesses."

Federal Minister for Ageing Santo Santoro said clearly there remains a culture among some employers
that leads them to shun older Australians when looking for staff.

"This is a culture that the government is eager to change," he said.

"The benefits of Australia's low unemployment must be shared be all sectors of the workforce,
including mature workers."

Senator Santoro said recent changes to superannuation laws had cleared the way legally for people to
continue working beyond traditional retirement age.

"Cultural change takes longer than legal change, but I hope that in coming years all employers will
come to fully recognise the value of stability and maturity in their workforce," he said.

"Older workers are less likely to resign to travel overseas, less likely to switch frequently between jobs
and less likely to take extended leave for family reasons than younger workers.

"An older worker is a genuine asset to an employer."

The Committee for Economic Development of Australia said retention of older workers will also
enhance productivity levels, as productivity does not peak until late mid-life, staying high until late in
life.

The Hudson report found that of all industries surveyed, the financial services sector was the most
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proactive in seeking and retaining older workers while IT and Telecom sectors appeared the least
proactive.
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The world's 4th largest brand

The world’s top global brands are Microsoft, General Electric, Coca-Cola and China Mobile
Communications.

China Mobile? Yes. According to the Brand Z Top 100 survey of global brands from WPP Group’s
Millward Brown Optimor research unit, the state-owned Chinese company falls into fourth place, with
$39 billion in brand value.

That's despite the fact that the telecommunications giant does not sell services outside its home
country and has not shown a strong aptitude for marketing.

“China Mobile is not nearly as aggressive in its branding activities as Microsoft or Coca-Cola, or even
many of the other top global brands mentioned in Millward Brown's list. They don't flood the market
with bells-and-whistles promotional materials like, say, Coke. They don't need to,” said Edmund Hung,
an analyst in Beijing at Norson Telecom Consulting.

Even within China, its name rarely crops up with Lenovo and Haier in debate over which mainland
companies will be the first to create true global brands.

In addition to assessing brand values, the survey took into account each brand’s effectiveness in
driving business earnings and an index of expected near-term brand growth, said Ms. Zhang. China
Mobile qualified even though its sales are in a single country--unusual for a global brand. Its size is
partly due to lack of competition.

Even if China’s telecom market is opened to foreign competition, China Mobile has a “significant
advantage in terms of infrastructure, services and content that would be extremely difficult for foreign
competitors who are not Chinese-speaking to manage.”

China Mobile certainly has size on it side. With 255 million subscribers at the end of February 2006,
the company is the No. 1 mobile phone service provider in the world’s largest mobile phone market, in
terms of total subscriber numbers. Even so, less than one-third of Chinese are mobile phone users.

China Mobile’s only real competitor, China Unicom, has 130 million subscribers who spend much less
on lucrative value-added services like the SMS messages, games and ring tones that generate more
than 20% of China Mobile’s revenue. The company’s customers send about 700 million short
messages per day, according to Xinhua news agency, and sales from ring tone downloads topped $50
million last year.

Fast Facts: China Mobile

--255 million subscribers compose the largest base of any mobile phone company in the world
--the No. 1 mobile phone service provider in the world’s largest mobile phone market
--customers send about 700 million text messages per day

--ring tone download sales topped $50 million last year

--value-added services like SMS messages, games and ring tones generate more than 20% of its
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revenue
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Net ads pass print ads

It's a moment that has been anticipated for a decade, but that makes it no less seminal. This is the
year, according to Merrill Lynch, the Internet collects more ad dollars than magazines.

Magazine publishers aren't worried about the Web collecting more ad revenue than their medium.

Assuming the forecast is correct, magazines will become the first big medium to watch the Web pass
by -- unless you count phone books, which are also projected to fall behind in 2006. Yet magazine
publishers insist that's not bad news, but rather an opportunity for those among their ranks that have
already started the shift to being digital savvy, media-neutral purveyors of content.

Not really significant "The people who report on media like to think it's really significant," said Nina
Link, president-CEO, Magazine Publishers of America, of the tipping point. "I don't. It just says there
are more opportunities to reach consumers and make powerful partnerships. The powerful brands and
media are going to thrive."

Christopher O'Connor, senior VP-group account director, MPG, said the digital dawn is frightening, in a
way, for everybody because it is so complex, and keeping up with technology is so difficult. It's
worrisome for ad-page sales in particular, he said: "Irrespective of what category you're looking at, all
clients are looking to digital." As money shifts online, publishers have to be there to collect it.

Merrill Lynch analyst Karl Choi said publishers also have to try to bring the strengths that they
promote about print-engagement and connections with readers-into digital arenas. "To the extent that
user-generated content and social networks are very popular these days, the opportunity for magazine
publishers is seeing how they can migrate these relationships online."

In truth, almost everyone is active on almost every digital front. Bauer Publishing's In Touch Weekly
has one of the most modest companion sites among magazines, putting it at a disadvantage to Web-
friendly rivals Star from American Media Inc. and Us Weekly from Wenner Media. But that reflects
Bauer's European business model, under which it collects nearly all its revenue from newsstand sales.
Even Bauer has built substantial sites for other magazines, such as teen titles Twist and J-14.

Big publishers are rolling out new Web sites or digital supplements for many titles. Meredith Corp., for
example, will introduce a handheld media platform for American Baby in the next few weeks, while
Wenner plans a new resource-driven site for Men's Journal this fall. Time Inc. plans to expand its
mobile programs, podcasts and blogs to many new titles in coming months.
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Battle of the brands

AC Nielsen has identified that Australians love their brands. "Until recently, Australian consumers have
not been exposed to a wide range of high-quality private-label alternatives, but we are now starting to
see this change," says ACNielsen Australia's communications manager, Deanie Sultana.

"Trust versus perceived risk is certainly a key component. Within Australia, private label enjoys the
highest share in categories such as sugar, butter, paper napkins, flour and disposable cups and plates
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where many consumers appear to perceive little difference between branded and generic offerings. At
the other end of the scale, private label has a very low share in categories such as incontinence
products, cough and cold, skin care, razors and blades, batteries and soft drinks. It will be more
difficult for private label to gain significant share in these types of categories," she says.

While it may be true, Ms Sultana believes, that consumers can be swayed by packaging, the appeal of
brands goes beyond that. "Other factors impacting consumer choice include past experience, level of
trust in established brands versus perceived risk of purchase, relative price points, depth of price
promotions, in-store visibility, advertising support and level of differentiation versus generic offerings,"
she says.

Still, the gap between the quality of our favourite brands and private-label alternatives appears to be
closing as the leading supermarket chains focus on delivering quality at an affordable price. "There is
no doubt we have seen considerable press and television coverage in recent years aimed at
demonstrating to consumers that in many categories, private label may be the same or similar quality
as leading brands. It is a fair assumption that consumers will become more aware of private-label
alternatives as retailers become more aggressive in their private-label push," she says. "Having said
that, we are now starting to see more advertising and packaging focus from suppliers that specifically
communicate product benefits over lower-priced alternatives."

A key message Ms Sultana says that AC Nielsen has been sharing with its clients is that "now is the
time to invest in your brands like never before".

"So, local manufacturers will need to work harder and smarter to convince both supermarket retailers
and consumers as to why their brands should continue to exist," she says.

While its findings show that there is room for established brands and private-label alternatives to co-
exist, there is evidence that geographic and socio-economic factors can play a part in which private-
label brands can be most successfully marketed towards.

AC Nielsen's Homescan consumer panel captures the purchase behaviour of 10,000 households across
Australia. Findings show that households with children allocate a higher proportion of their grocery
spending to private label.

"AC Nielsen has identified that all Australian households purchase private label, some more heavily
than others," Ms Sultana says.
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TV's still a good Choice

The four largest US TV broadcast networks have banded together to sponsor a survey to assuage
marketers’ fears that their advertising is less effective now that consumers can use digital video
recorders to time-shift their programs and skip the ads.

According to an Association of National Advertisers survey last month, 78% of advertisers said they
have less confidence today in the effectiveness of TV advertising primarily due to the increased
adoption of DVRs. The TV broadcast study, performed by Millward Brown, found DVR ownership does
not significantly decrease ad recognition.

Researchers conducted a survey of 2,000 DVR owners and non-DVR owners, asking questions about
commercials that aired during prime time on Tuesday and Thursday nights in March. The commercials
were for well-known brands in four categories: cars, cell phones, fast-food restaurants and movies.

WEB: www.marketing.org.au E-MAIL: info@marketing.org.au
11



MARKETING
ASSOCIATION

NEW ZEALAND

THE MARKETING ASSOCIATION OF AUSTRALIA AND NEW ZEALAND

For all product segments, DVR owners and non-DVR owners exhibited the same level of ad recall and
ad recognition.

"The results are very positive for advertisers. It shows that TV advertising remains as effective as it
has been the last two years," said Michelle de Montigny, senior VP, Millward Brown Media Practice.

Most viewing still done live

The survey suggests that the viewing habits of DVR-owners may not be as radically different from
non-owners as has been feared. Not all DVR-owners surveyed always recorded programs to watch
later -- 61% of their prime-time viewing was done live.

Where viewing habits of DVR owners and non-owners do diverge, the survey suggests the differences
might not necessarily be detrimental to advertisers. While analysis of the survey data is not complete,
Ms. De Montigny shared some trends she sees developing.

"The people who are watching on DVRs, some of our questions indicate that they are more engaged
with the medium and we also find that if they are fast forwarding, they keep their eyes on the
screen,” she said. “Also, the people who are not DVR owners seem more likely to leave the room
during commercials.”

Clearing up misconceptions

Alan Wurtzel, president-research and media development at NBC Universal, indicated the network
helped fund the study in order to clear up misconceptions about the actual consequences to
advertisers of DVR usage by viewers. "We're very concerned there's been a huge misunderstanding,
there is an inaccurate perception of what DVRs do. We wanted to get one more piece of research to
get a realistic picture of what is going on,” he said.

Jon Nesvig, president-ad sales at Fox, explained the network was involved in the study for the same
reasons. "TV has been universally accepted as the most powerful medium, it behoves us to fund
reality-based research studies in an era of DVRs and VOD,”

AdAge http://adage.com/news
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MAANZ Endorsed Events

Interactive Marketing Insights 2006 Conference
23-24 August 2006
Avilion Hotel Sydney

This conference will address the key challenges for organisations wishing to harness the benefits of
interactive marketing strategies. The conference uses Liquid Learning’s unique interactive format and
features case studies, peer to peer conversation and includes a range of workshop sessions.

Phone: 02 9437 1311 to request a brochure. Download at: www.liquidlearning.com.au/events.html, or
Email: info@liquidlearning.com.au
Discounts for MAANZ Members
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Want your marketing skills to take you places?

Australian Volunteers International has been placing skilled volunteers to live, work and learn in
developing countries for over 50 years.

There is a growing demand among AVI's international partners for volunteers specialised in the
marketing, communications and public relations sectors.

More than 100 positions in a range of sectors are now being advertised on the AVI website, with
applications closing on June 5.

For ongoing information about opportunities in the marketing sector contact Belinda Morales at
bmorales@australianvolunteers.com or phone 03 9279 1821.

See www.australianvolunteers.com for details

AVI — Leading Australia in international volunteering
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Motorola spiffs up brand image in China

Determined to regain the lead in China, Motorola Corp. is launching bold, downright racy, ads for
some of its trendiest products like Slvr, Razr, Z and Ming in the world’s No. 1 mobile phone market.

Some of the provocative images feature striking consumers, such as exotic-looking Africans and
Eurasians, in ways that connect them to the various phones. The angular theme of Z ads, for
example, illustrates the phone’s “slider” opening mechanism.

To dramatize the Z phone in a “surprising, memorable way,” said Nils Andersson, exec creative
director of Ogilvy & Mather, Beijing and the agency’s regional creative director for Motorola, “we
literally slid peoples’ bodies out of place.”

Ads running in China, Taiwan and Hong Kong for Ming, a phone with state-of-the-art Chinese
handwriting recognition, suggest its high-tech attributes can help its owner see both sides of a
person’s personality “with advertising that is rather shocking,” admitted Mr. Chapman-Banks. In one
execution, a woman's outfit is divided vertically. She's wearing a stylish red dress and designer
handbag on the left side and a red dominatrix outfit on the right side.

All four campaigns were designed to resonate with youthful trendsetters who spend the most on fancy
new handsets as well as lucrative non-voice services. That demanding demographic expects phones to
be stylish, well-designed and fun, as young Chinese regard phones more as fashion accessories, music
players and miniature game consoles rather than mere tools for voice communication.

Motorola spent the past year aggressively reinvigorating its product line with models like the Razr,
China’s best-selling phone for the past few months. Its popularity has already helped Motorola regain
lost ground; its GSM market share is almost 14% today.

The new campaigns show “interesting people doing interesting things with phones” through imagery
that is “beautiful, iconic, clear and concise,” and faintly reminiscent of iPod’s advertising, although
Motorola’s approach is far edgier and more story-driven than Apple’s product-driven ads.
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The avant-garde approach is working beyond China’s borders. Many of the new ads, all developed
under the leadership of Mr. Andersson, will run globally.

Although 60 million new customers enter China’s mobile phone market every year, less than 30% of
China’s total population is connected to a wireless service today and demand is growing rapidly in the
country’s smaller cities and rural areas. By 2008, China Mobile, the country’s dominant service
provider, estimates it will have 500 million mobile phone users, which still represents just one-third of
all local consumers.

“There’s still a billion people in China who don’t own a Razr.”

Fast Facts

Between 2005 and 2008, six of the 10 largest contributors to advertising growth will be emerging
markets including China, the seventh-largest ad market in 2005. China is expected to grow 66% over
the coming three years, overtaking Italy in 2006, and France in 2008, becoming the fifth-largest
market by 2008
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MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Ali sells rights to name

Entertainment and licensing firm CKX has bought the marketing rights to the name of boxing legend
Muhammad Ali.

The boxer, sold the rights to his image and name in a $50m (£28.6m) cash deal which also covers
certain trademarks.

Ali, 64, and his wife are expected to "actively work with CKX to continue to promote his ... legacy
throughout the world," the entertainment group said.
CKX also controls the rights to Elvis Presley's image.

It has created a new firm, Greatest of All Time, to look after the Ali name. The Ali family will retain a
20% stake in the firm and CKX the rest.
The deal also means CKX will get a share of existing licensing rights involving the sportsman's name.

Fellow former heavyweight George Foreman - who was defeated by Ali during the 1974 Rumble in the
Jungle bout in what was then Zaire - has also sold the rights to his name.

Most notably he was paid $146.5m in 1999 by kitchen appliance maker Salton to put his name to a fat
reducing grill.
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Playboy looks to eyes UK for gay brand launch

Playboy Enterprises, the New York-listed adult publisher and broadcaster, wants to use Britain as its
base to move into the gay market for the first time.

The company, which describes itself as “pro-sex” rather than pornographic, wants to launch a new
gay brand as it tries to boost revenues beyond last year’s $329 million (£189 million).
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Christie Hefner, the chief executive, said: “We've extended the Playboy brand to women, and where
there is a meaningful gay market, launching under a different brand is something we are very
comfortable doing.

“In the UK, our television people are very interested, and I wouldn't be surprised if we launched
something this year, given the importance of the market in Britain.”

Playboy’s plans to focus on the gay market are part of a strategy of diversification away from the
company’s Playboy magazine which, despite its 3 million circulation, is only just profitable. The
company has developed a more lucrative product-licensing division that targets women with clothing
and accessories. It also wants to maintain growth by supplying adult mobile phone clips.

Soft-core pornography on television is its most profitable activity, although Ms Hefner prefers to
describe the company’s activities as “valuing sexiness and style” and giving “entertainment for grown-
ups”.
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Techno product profile - Snaptune One

Snaptune One aims to be TiVo for radio. It is software that downloads complete songs from FM radio
to a PC. The recorded songs -- MP3 or WMA formatted files -- can then be burned to CD or transferred
to a portable music device. A free version of the program enables the user to burn or transfer 20
songs. A premium version of the program costs $39.95 and allows unlimited writing and transferring
of music files.

Co-founders Bill Baxter, founder of BSquare, and Ian Mercer, founder of Automap, have formed a
privately held corporation for Snaptune One

Snaptune uses an FM tuner card -- available on most media-centre PCs -- or an external USB FM tuner
to capture the audio-stream of your local radio station. Snaptune can also work with a traditional
stereo connected to the computer via an inexpensive line-in cable. Snaptune divides the recording into
songs and identifies the tracks using advanced pattern-matching techniques.

The product just became available for download and is still in a Beta-testing phase. Ex-Napster users
and other technophile cheapskates will likely be enthusiastic about the potentially huge volume of free
downloads available after the relatively inexpensive initial software purchase. However, it may require
too much of a time-investment for casual users. Once the software is installed, the tester’s guide says
it will take around 8 hours for the first songs to show up. The guide assures the user that Snaptune
will find several hundred songs within the week as it learns the patterns of your chosen radio station.

Possible legal issues: Record companies may get up in arms about giving people the means to capture
their content without paying. Yet Snaptune thinks their software adheres to the fair-use principle.
“The bottom line is that we're providing people with a way to listen to radio and that’s what their
rights are to do right now,” said Mr. Baxter, one of the co-founders. “We'll let the attorneys -- if they
need to -- talk about this but it's our opinion that this is fully legal thing to do."
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MAANZ Endorsed Events
Internal Branding

May 30 - 31, 2006

Menzies Hotel, Sydney

Did you know that 60% of consumers believe that advertising is irrelevant to them? Do your
employees believe in what you are promising your customers?

IQPC's Internal Branding 2006 conference is here to help you to engage your employees in
external promises to help enhance the customer experience. Hear case studies and insights from
experts from international and local organisations including former director of Ikea Europe,
SalesForce, Virgin Money, Coca-Cola Amital, Tabcorp, NRMA, Gold Coast Tourism, Western Australian
Museum, National Breast Cancer Foundation and many more! PLUS! As a member of MAANZ you
will receive 10% off — just quote the code C*MZ.

To gain the most benefit, we encourage attendance from cross-disciplinary teams — register with a
representative from your marketing, communications and HR departments and IQPC will give you
$800 off the total registration fee!

To secure your place and that of your team today call IQPC on 02 9223 2600, email
registration@igpc.com.au or visit www.igpc.com.au/AU-3144-002

IMAT — Interactive marketing & advertising trends conference
and exhibition

July 20 - 21, 2006

Sydney Convention & Exhibition Centre

2 days. 3 streams. Over 35 speakers. A million and one ideas.
Learn the latest interactive marketing secrets, tips and expertise, direct
from the world's leading experts, at iMAT 2006.

This 2 day, 3 track program has been designed by the industry, for the

industry, and is endorsed by AIMIA, ADMA, AFA, AANA, ASIADMA & IAB.

Don't miss your chance to see the latest interactive tools and techniques,

at the free iMAT Technology Exhibition. Over 30 exhibitors - from big brand online names, to niche
specialists.

Visit www.imat.com.au or call 02 9518 7722
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Articles

Wahaha

The Chinese beverage company's expansion is no laughing matter

If you've travelled in China, chances are you drank at least one bottle of Wahaha brand water, or
perhaps the company's iced tea, fruit drinks, or its Future Cola.

The Hangzhou Wahaha Group Co., Ltd., China's leading domestic beverage producer, didn't achieve
success overnight. The company's predecessor, the Hangzhou Shangcheng District School-Run
Enterprise Sales Department, funded its start-up operations in 1987 with a government loan. Zong
Qinghou, the company's founder, and two retired schoolteachers initially sold milk products and
popsicles out of a school store, but to benefit the students' health the group soon began producing
and selling nutritional drinks. The company's success selling nutrition products in school shops led to
its first big expansion: with Hangzhou government support, the company acquired a large, 30-year-old
state-owned enterprise, the Hangzhou Canned Food Product Co., in 1991. The company then changed
its name to the Hangzhou Wahaha Group Co. (The word "Wahaha" is meant to mimic the sound of a
baby laughing and is taken from a children's folk song.)

The company's founder and two retired schoolteachers initially sold milk products and popsicles out of
a school store.

Wahaha's second large-scale expansion occurred in 1994 when the company merged with three
insolvent companies in Fuling, Sichuan, to set up its first factory in Chongqing. Establishing a factory
in Chongqing helped the company in two ways. The location provided Wahaha with a manufacturing
base in western China, enabling the company to reduce distribution costs. And the merger occurred
when the central government was providing coastal companies incentives to invest in the west.

In 1996, Wahaha joined with Groupe Danone SA to form five new subsidiaries, of which Danone owns
51 percent and Wahaha the remainder; Danone now owns 30 percent of the whole company. With
Danone's assistance, the company was able to invest in advanced production lines and improve
efficiency. Thanks to the mergers and joint ventures, Wahaha's production doubled from 1996 to
1997.

Today, Wahaha's corporate headquarters are still in Hangzhou, and the company has roughly 70
subsidiary companies and 40 manufacturing bases scattered throughout China. Wahaha employs
about 10,000 staff and its sales networks cover every county in China. One-third of the company's
production occurs at its largest facility-in Hangzhou's Xiasha Economic and Technological Development
Zone.

Despite production difficulties because of severe acute respiratory syndrome, energy supply shortages,
and raw material price increases in 2003, the company surpassed its sales target of ¥10 billion last
year ($1.21 billion). In 2003 its total beverage production reached 3.7 million tons, up 14.6 percent
over 2002. Wahaha accounted for 15.6 percent of China's total beverage production. Last year marked
the company's sixth consecutive year as China's number one domestic, non-alcoholic beverage
producer in production volume, assets, sales revenue, tax, and profit. Its 2003 income from all
products totalled ¥10.23 billion ($1.24 billion), of which ¥8.43 billion ($1.02 billion) was sales revenue
and ¥1.37 billion was profit ($165.46 million). The company's assets total ¥4.4 billion ($531.4 million).

Although the state owns a majority share, the company is also foreign- and group-invested. Perhaps
because it is often said that the state holds a "passive stake" in Wahaha and because Zong-the
company's founder, chair, and general manager, who was sent to labour in the countryside for years
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during the Cultural Revolution and thus received only a junior-high-school education-has played such
a large role in the company's development, Wahaha is often regarded as a private enterprise.
Wahaha is now carefully expanding beyond the mainland. It works with a trading and distribution
company in Taiwan and in July completed a factory for its cola products in Indonesia. Wahaha
products are on sale in France, Germany, Hong Kong, Italy, Japan, Malaysia, the Netherlands, Spain,
Taiwan, Thailand, and the United States. But Shan Qining, Wahaha's Foreign Liaison Office vice
director notes, "The hardest part of going global is handling new markets. For example, it would be
easier for Wahaha to sell products in Southeast Asia than in the West. The move is less risky because
many Chinese are already in Southeast Asia. To target US customers, we will likely need to alter
products to suit their tastes."

Wahaha currently produces 30 varieties of milk and yogurt drink, purified and mineral water,
carbonated soft drink, fruit and vegetable juice, sports drink, and tea, as well as congee (rice
porridge), canned food, and health products, such as children's vitamins. In 2002, the company
further diversified into children's clothing. It may soon develop personal care products, including
shampoo and toothpaste.

According to Shan, the company's hottest-selling products in China are bottled water and vitamin-
enhanced milk drinks (the state has approved the sale of Wahaha's vitamin-enhanced milk in schools
nationwide). He elaborated, "Wahaha's milk products and bottled water are strong sellers-our main
challenge is to increase our cola sales. Chinese consumers are gradually accepting colas, but which
cola brand will they select?"

Wahaha started making its own cola in 1998. Feichang Kele (translated as Extreme Cola or, more
commonly, Future Cola, for its sound) tastes like a cross between Coca-Cola and Pepsi, but bears a
red and white label that strongly resembles the Coca-Cola Co.'s world-famous one.

After selling milk products successfully in the United States in 2003, Wahaha, inspired by a US-based
request, decided to try its luck in the US cola market this spring.

After selling milk products successfully in the United States in 2003, Wahaha, inspired by a US-based
request, decided to try its luck in the US cola market this spring. In late April, Wahaha shipped
170,400 bottles of Future Cola to its US distributor, the Manpolo International Trading Corp., a small
import-export company located in New York's Chinatown. In June, Manpolo distributed the entire first
Future Cola shipment to the small Chinese-American grocery store chain Hong Kong Supermarket,
Inc., which has stores in New York and Los Angeles-the first time a mainland Chinese cola had hit US
stores. Wahaha's goal is to have Future Cola sit on the same shelves as Coca-Cola and Pepsi and sell
for roughly the same price. But given its limited initial distribution, it looks like American Future Cola
fans will have to wait a while before they will find it stocked at local convenience stores.

Competition

Wahaha considers its top cola competitors the Coca-Cola Co. and PepsiCo, Inc. followed by the
Taiwan-founded companies Uni-President Enterprise Corp. and Tingyi (Cayman Islands) Holding Corp.
Coca-Cola dominates the mainland's soda market. According to PRC government statistics, it held a 24
percent market share in 2003 compared to Future Cola's 7 percent share.

According to Shan, "Seven years ago, when Wahaha was preparing to launch Future Cola, people
laughed because previously several Chinese companies had tried to sell cola, failed, and either went
bankrupt or were bought out by Coca-Cola or PepsiCo." But in 2003, he claims, Wahaha's total
beverage production [3.75 million tons] exceeded that of Coca-Cola in China.
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Wahaha does not worry too much about domestic competition. It has had to battle imitations,
however. Shan explained the company's strategy. "The best way to fight counterfeit products is to
lower your own prices. This pricing strategy will make fake-product makers drop out. Wahaha also
reports intellectual property problems to local police." According to Shan, Wahaha is able to keep
costs low because the company produces its own bottles and caps.

Marketing a "patriotic" brand

Wahaha has employed three main marketing techniques. First, its advertisements, especially for
Future Cola, promote its products as patriotic brands. Advertisements promote Future Cola as China's
own cola (never mind the foreign investment) and encourage consumers to support the nation, by
selecting Wahaha over foreign competitors.

Second, Wahaha carefully chooses which regions it will target for each product. Shan explained,
"Some products, such as our water, sell better in the city and some products, like our cola, do better
in the countryside. Consumers in all areas will choose Wahaha water, but consumers in large cities are
unlikely to choose Future Cola.... Wahaha's focus on rural areas for Future Cola does not mean it has
given up on cities-but city grocery stores have very high entry fees. For practical reasons, we wanted
to introduce the product with lower costs."

The company's hottest-selling products in China are bottled water and vitamin-enhanced milk drinks.
Because Coca-Cola and Pepsi were already strong in China's cities, where fashion-conscious
consumers have more to spend on food and drink, Wahaha launched Future Cola in the countryside in
1998. The relatively small price difference between Future Cola and the US brands makes a difference
to many rural consumers (in China, Future Cola sells for about ¥2 [$0.24] per bottle-about 6 cents less
than its US rivals), which is one reason that Future Cola has sold well in the countryside.

Third, the company frequently uses celebrities to promote its products. Hong Kong actor and
comedian Stephen Chow promoted a series of Wahaha tea drinks, Chinese-American pop singer Wang
Lihong promoted bottled water, and Taiwan's Yu Chengqing (Harlem Yu) helped launch Future Cola.
Wahaha runs frequent TV commercials that, according to Shan, mainly run on China Central Television
Channel 1 around news time.

Distribution

Wahaha's distributors in China are responsible for capital, storage, and delivery-but Wahaha dealers
help them with management and marketing. The company maintains two grades of distributors: more
than 1,500 first-level dealers that need to meet distribution targets and manage large networks and
capital; and 12,000 second-level dealers that deal at smaller levels. The company has 35 provincial
sales offices, 2,500 sales team employees, and more than 2 million sales outlets across China.

When asked about Wahaha's future, Shan replied, "Our general manager doesn't like five-year plans
because the market changes so quickly. But the company hopes to increase this year's sales revenue
by 10 percent over last year."

Though it seems certain that Wahaha will continue to grow in China, it will likely take a while for
Wahaha products to develop a stronghold overseas. And if the company truly wants Future Cola to
compete in the US cola wars, it may wish to adjust its US market-entry strategy. It is logical to launch
Future Cola in Chinese-American grocery stores. Yet without expanding its distribution, the cola will
remain unknown to many American consumers. Why not repackage the product as an alternative,
"Indie" cola that the nontraditional-cola drinking crowd will enjoy? That, or price Future Cola below
major US competitors. Or, because extreme sports are ever-more popular for young American athletes
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and fans, Feichang Kele's translation "Extreme Cola" could entice a new generation of American youth
looking for the latest trendy soft drink.
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Little screen, big opportunity.

Although advertising on mobile phones is currently minuscule - in budgets as well as size dimensions -
if marketers heed the recommendations of a new report from Magna Global, they will begin
investigating this emerging channel now.

In fact, in a survey among ad:tech attendees, conducted in December 2005 by, Marketing Sherpa
found that experimenting in mobile advertising tied for the top spot with video in a list of tactics
advertisers would like to experiment with.

In the same poll, this time asking about actual spending plans, mobile/wireless tied for second place.

"With 2 billion mobile subscribers around the world, 20% annual subscriber growth, new networks
capable of distributing video, improving handset capabilities, and rapid turnover of the handsets
themselves, mobile phones may become the most pervasive devices able to access video content on a
global basis," wrote David Wiser in the introduction to the Magna Global report. "With this footprint,
we expect that advertising will ultimately play an important role in the mobile video world. The best
opportunities to market to consumers in mobile environments will be through integrated mobile
communications devices, and the industry will likely require ad-support to reach the widest possible
audience."

The full potential of mobile advertising is still a little way off, primarily because the restricted audience
size. However, this will change quickly and eMarketer projects that the number of 3G phone users
who watch video worldwide will exceed 500 million by 2009. Even the more specialized audience
within this group, those who watch broadcast TV on their phones, will grow to more than 100 million
by 2009.

As eMarketer Senior Analyst, John Gauntt, recently wrote, "The challenge for marketers looking at
mobile TV for the next two to three years is primarily one of learning about which mobile-native
broadcast experiences consumers desire and the degree to which they are willing to accept marketing
messages to subsidize or enhance this experience."

eMarketer believes the mobile broadcast video market will exhibit similar adoption and growth trends
to those seen in the mobile music market. Mobile music did not take off until players were available
that made music sound good, content providers released material that consumers wanted and Apple
introduced a business model for digital music that made sense. Mobile TV will follow a similar pattern.
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Making big money from marketing to children

Marketing to children has been big business for a long time. In the US, corporations spend about
$US20 billion a year marketing to children and learning how to do it more effectively.
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Advertisers in Australia also realise the power of the primary-school set, having one of the highest
rates of advertising to children in the world. With each 30-minute block of designated children's
television allowed to have no more than five minutes of advertising, based on an average 212 hours of
television viewing a day, Australian children can be exposed to more than 9125 minutes of advertising
in a year.

A recent study published in the Australian and New Zealand Journal of Public Health showed that less
than a third of children aged seven to 14 routinely changed channels or left the room when ads came
on. The same study showed that children had an average of $8.80 a week in pocket money, and
received about $160 a year as gifts. On average, children spent about half this amount, making a
yearly total of $800 million.

Carolyn Heath, a Sydney-based marketing consultant, says that while marketing to children can
appear insidious, the difference in the way marketing strategies operate is based on the very different
way that a child's brain absorbs and retains information.

"When you are marketing to children you are marketing to someone who is not fully developed in . . .
their ability to understand and comprehend," she says. "Children go through the stage of will and it is
all about what they want and how much they can accumulate. That is all about being accepted within
their peer group. It's about their desire to have power and control of some aspect in their lives -
control they don't normally have in other areas.

"By tapping into that, we can encourage kids to buy more of a product than another product that
might be almost the same.

The Simpsons and use it to sell a brand that might not seem that fun."

Increasingly, marketers are making use of children's "pester power". Even companies that sell solely
to adults are realising that a child-friendly marketing campaign can help persuade parents to buy their
brand.

Marketers need to know that they have to change their strategies as children get older. As they get
older and their cognitive skills are more developed, they get more cynical.
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A four-letter word that begins with F.

William Arruda

When it comes to succeeding in today's competitive marketplace, "fine" is just as vulgar and
undesirable as the other four-letter word that begins with F. If your reputation is "fine," you're in
trouble. People rarely get excited in life about things that are fine, and they rarely have emotional
connections to them.

Include with "fine" words like OK, adequate, acceptable. And remove all of them from your
vocabulary.

If you were to win the marketer of the year award this year, what would you win for?

Those of you who have spent some time in the corporate world have been conditioned to become
"fine" by focusing on your weaknesses. Let me explain. When you met with your manager for your
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most recent annual review, she told you how fantastic you are and then identified the areas where
you need to improve. She then worked with you or asked you to develop your professional
development plan to improve in those areas.

Marcus Buckingham, co-author of Now Discover Your Strengths, says this: "Guided by our parents,
our teachers, our managers and by psychology's fascination with pathology, we become experts in our
weaknesses and spend our lives trying to repair these flaws, while our strengths lie dormant and
neglected."

Working on improving your weaknesses will help you become better at the skill you weren't excelling
at. Over time, you will improve in a lot of these areas, and you will come eliminate some of your
weaknesses.

This is great if your goal is to be known as the person who is average at a lot of things. But think
about it. Do you ever get excited about things that are average? Are you loyal to products that are
fine? Do you think Apple's evangelists would be more attached to Apple if it spent less time being
creative and innovative? Would Ritz Carlton customers become more loyal if it changed its focus from
being the best in delivering superior service?

Now don't get me wrong. If you have weaknesses that are getting in the way of your success, by all
means work on them. If, for example, your goal is to be the business development manager for your
company but your presentation skills are horrendous, you will have a hard time ascending to that role,
because making presentations is an essential skill for developing business.

Enhancing Your Strengths

But once you know that you have all the skills that are essential to attaining your goals, focus your
professional development on enhancing your strengths. This is essential to building your reputation
and expanding your success.

We all know people who are closely associated with the things they excel in. Thinking back to my
various jobs in the corporate world, I remember numerous people because of their tremendous
strengths.

There was Carol who was the best storyteller I ever met. She could turn any marketing campaign into
a powerful story that no product manager could reject.

There was Bryan, whose presentations were like Seinfeld episodes. They started out with three
independent stories that somehow connected in the end in an incredibly witty and poignant message.
He kept his audience riveted throughout the entire presentation.

And there was Nancy, a marketing director who had a solid relationship with every member of the
sales team. She knew what they sold, who their customers were, how many kids they had. Her
memory was an amazing and powerful tool for building solid relationships.

What if you were to take a radical approach to professional development and, instead of focusing on
your weaknesses, actually spent time on things you are already really good at. Now, instead of being
good, you'll be outstanding, incredible, amazing. You can become the person who builds a reputation
around what makes you exceptional.

But first you must know what your strengths are. Management philosopher Peter Drucker says, "Most
[people] do not know what their strengths are. When you ask them, they look at you with a blank
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stare, or they respond in terms of subject knowledge, which is the wrong answer."

If you are the most creative copywriter, focus on that. If you are the most efficient and organized
account executive, make that fact more visible. If you are the zany team leader who gets all of the
company functions talking and laughing, be more of what you are.

Just don't be fine.

Eliminating the F-Word: a Five-Step Plan

1. Know your strengths. You can't work on maximizing your strengths if you don't know what they
are. Take an inventory of your strengths and get input from those around you. One resource is Now
Discover Your Strengths by Buckingham and Clifton.

2. Determine which strengths will help you most effectively reach your goals. Focus on maximizing the
ones that are differentiating and compelling.

3. Build and implement a plan to maximize your strengths. If you are the most globally sensitive
account director, take more foreign-language courses, spend time visiting more countries, learn about
cultures you are unfamiliar with. Identify the activities you will undertake, and then plan them into
your schedule.

4. Integrate your strengths into everything you do. If your strength is your ability to use humour to
bring a group together, inject more humour into your presentations, your emails, and your office
environment.

5. Measure your success. After you have switched your energy to your strengths, ask yourself whether
you are more fulfilled, and more successful.

William Arruda, dubbed the "personal branding guru" by the media and clients, works
with individuals and organizations to build strong, memorable brands.
(williamarruda@reachcc.com).
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Planning successful meetings

Here are ten guidelines that add up to a successful session. We've talked about many of these
elements in prior newsletters, and will cover more in future editions.

Start on Time: Welcome the group warmly and set the tone for the event.
Review the Agenda: Clear Desired Outcomes frame the work for the group.
Set the Ground Rules: Agreements early will save time and keep you on track later.

Address Housekeeping Issues: For sessions longer than an hour or so, people need to know when
breaks will be taken and where restrooms and phones are located.

Enlist Participants in the Task at Hand: You need the group to get the work done. See our prior
articles on involvement, engagement and facilitation.

Work the Agenda and Stay on Track: Your agenda is like building blocks; finish each step and then go
to the next.

Close out Topics When Agreement is reached: Don't "sell past the close". When you have agreement,
move on.
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Document Agreements and Action Plans: When a topic is finalized, create a "who does what by when"
table to help clarify and move from "good idea" to Action.

Close with Confidence: Recap accomplishments and evaluate the session so your next one will be
even better.

End on Time: Remember to thank the group and support staff for their work.
Benefits:

a. Establishing ground rules for participants will get the group to actually help you achieve your
desired outcomes.

b. Master presenters establish and use these and other guidelines to assure that each event they are
involved in meets their high standards for quality and effectiveness.

¢. Your reputation will go up with continued use, and you'll be pleased with the results you obtain
from every presentation or meeting.

Action Plan:

a. Adopt your own set of guidelines, based on the above, and let your team know that you plan to put
them in place for the next session.

b. Run your next event using your guidelines, and do a formal evaluation. See what people have to
say about your process and adjust your guidelines (or execution) accordingly.

c. After a few successful trials, institutionalize the basic guidelines and consult with your team on
further improvements.
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Determinants of a good business strategy

Competitive business advantage grows out of the difference in the cost of creating the value offering
and what buyers are willing to pay for it. Value represents what buyers are prepared to pay. Superior
value comes from offering superior value for prices lower or equal to competitive offerings.

Many, factors need to be considered in formulating strategy. Six broad determinants usually
dominate the design of strategy:

1. Market opportunity, industry attractiveness, and competitive forces.
2. The social, political, regulatory, ethical, and economic aspects of the external environment in
which the enterprise operates.
3. What an organisations skills, capabilities, and resources allow it to do best.
4, Emerging threats to the organisation’s performance.
5. The organisation’s culture, core beliefs, and business philosophy.
6. The personal values, aspirations, and vision of managers, especially the most senior
executive(s).
Back to top
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11 steps to making a sale

1. Qualify the buyer.

2. Establish rapport.

3. Create prospect disparity.

4. Eliminate or differentiate from the competition.
5. Build credibility.

6. Know the customer and her business.

7. Identify needs.

8. Find hot buttons.

. Get personal information.

10 Close the sale.

11 Follow up - Ensure the promised value is delivered

Y]
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MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Three blueprints for building buzz
The Tipping Point by Malcolm Gladwell (2000)

1. The law of the few: Influence the influencers, market with opinion leaders (not at them) and watch
the opinion-following majority follow.

2. The stickiness factor: Tweak and test your product or idea until you can make it remarkable.

3. The power of context: Don't underestimate the power of point-of-purchase promotions: people are
highly susceptible to influence in the sales context.

Creating Customer Evangelists by Ben McConnell and Jackie Huba (2002)

1. Customer plus-delta: Continuously gather customer feedback.

2. Napsterise your knowledge: Make it a point to share knowledge freely.
3. Build the buzz: Expertly build word-of-mouth networks.

4. Create community: Encourage communities of customers to meet.

5. Make bite-size chunks: Devise specialised, smaller offerings.

6. Create a cause: Focus on making the world, or an industry, better.

Buzzmarketing by Mark Hughes (2005)

1. Push the six buttons of buzz: People talk about the taboo, the unusual, the outrageous, the
hilarious, the remarkable, and secrets.

2. Capture media: Get column inches with one of the five most frequently written news stories: a
David and Goliath story, a celebrity story, a controversial story, an unusual and outrageous story, or a
story about what's hot in the media at the moment.

3. Advertise for attention: Use uncluttered media creatively to grab attention.

4. Climb buzz Everest: Do something remarkable that no one has ever done before.

5. Discover creativity: Make content not campaigns.

6. Police your product: Ensure your product experience delivers delight and exceeds expectations.
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The elderly 'don't miss' dead partners much

The image of a grieving widow may not be entirely accurate, according to a study published on
yesterday showing that six months after the death of their partner, nearly half of older people had few
symptoms of grief.

And 10 per cent cheered up, according to the survey conducted by the University of Michigan and paid
for by the National Institute on Ageing.

The study, which followed 1500 couples over the age of 65 for years, looked at the quality of their
marriages, their attitudes toward one another and the effects on one spouse after the other died.

Close to half — 46 per cent — said they had enjoyed their marriages but were able to cope with the loss
of a spouse without much grieving.

"Until recently, mental health experts assumed that persons with minimal symptoms of grief were
either in denial, emotionally distant or lacked a close attachment to their spouse," Rutgers University
sociologist Deborah Carr, who began analysing the data while she was at the University of Michigan.

"But 46 per cent of the widows and widowers in this study reported that they had satisfying
marriages. They believed that life is fair and they accepted that death is a part of life," Carr said in a
statement.

"After their partner's death, many surviving spouses said they took great comfort in their memories,"
she added.

"Taken together, these findings provide strong evidence that men and women who show this resilient
pattern of grief are not emotionally distant or in denial, but are in fact well-adjusted individuals
responding to loss in a healthy way."

In the US, more than 900,000 adults lose spouses each year. Nearly 75 per cent are over the age of
65.

The AARP, a group that represents Americans over the age of 50, says there are more than 13.7
million widowed people in the US and more than 11 million, or 80 percent, are women.

Writing in @ new book, Spousal Bereavement in Late Life, Carr, psychiatrist Dr. Randolph Nesse, and
psychologist Camille Wortman of the State University of New York at Stony Brook said they found that
the death of their partner was a relief to about 10 percent of those widowed.

They were depressed before their spouse's death but were much less depressed afterward.

"These are people who felt trapped in a bad marriage or onerous care-giving duties and widowhood
offered relief and escape," Carr said. "The old paradigm would have seen this absence of grief as
emotional inhibition or a form of denial, but in our view, these are people for whom bereavement
serves as the end of a chronic source of stress."

Another 16 per cent of surviving spouses experienced chronic grief, lasting more than 18 months. And
11 per cent had high levels of depression six months after their loss but much lower levels by 18
months afterward.
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Al Ries might be dangerous to your brand

Dan Herman, PhD

In the business world's hall of fame a special place is reserved for Al Ries. He is without any doubt one
of the most prominent gurus of strategic thinking. More than 30 years ago, together with his partner
Jack Trout, Ries coined the term "Positioning" — a concept which, to these very days, shapes the way
of marketing and branding all over the world. Only very few other concepts come close in importance.

Despite the rebellious-revolutionary spirit and the surefooted even vain phrasings which characterized
them from the very start of their careers, Ries & Trout did not always grasp in full the magnitude of
the revolutions they initiated. Their early books, "Positioning: the battle for your mind", "Marketing
Warfare" and "Bottom-Up Marketing", proclaimed in fact, without their authors expressed awareness,
the death of the Marketing Approach ("marketing successes are achieved by satisfying the unsatisfied
needs of customers"). Furthermore, Ries and Trout suggested an alternative approach which could be
named "The Competitive Approach". They drew guidelines for conducting a business in competitive
markets for which the Marketing Approach is quite useless. The reason for this incompatibility is
simple as it is counter-intuitive. If everybody is trying to satisfy the unsatisfied needs of customers —
everybody is doing the same thing and this is a very uncompetitive behaviour.

Together and apart, they brought us ideas like the need to focus first on the competitors and only
later on customers, the need for strategic focus, the importance of strategic differentiation (a concept
borrowed from others), the advantages of adopting an opposite behaviour to that of the competitor,
of divergent innovation and of primacy in the consumer's mind (because it's better to be first than to
be better). Although Ries never said it clearly, he can even be credited with the understanding that
the competitive strategy and the brand are two facets of the same coin, rather than the brand being a
kind of make-up applied to the product or the company in order to make it more attractive.
Regretfully, Ries's continued influence is becoming today a considerable danger to successful brand
building and brand management. Despite his historic importance, in the current business and
marketing realities, Al Ries is outdated and limited to the point of damaging.

Despite his often use of terms like Psychology, Perception and the Mind, Ries's entire theoretical
account of consumer psychology can be summed up in two principles. The first: People find simple
claims easier to understand and learn, than complex claims. The second: People understand new
information in terms of what they already know. Undoubtedly true but hardly sufficient for successful
strategizing and branding.

Ries has always excelled more in common sense than in psychology, which often defies common
sense. For that reason Ries is missing major changes that occurred in recent years in consumers'
behaviour. Even disregarding these changes Ries simply fails to understand the psychological and
social instrumentalities of brands. Unconscious motivations are beyond him. Impulsive purchases
evade him. He doesn't get why consumers "buy things they don't need" and other such phenomena
which are sources of huge profits to those who do understands them. He doesn't understand brands
that where destined to cater for such needs. The secret of Ries's power always lied in his simplistic
formulations. He claims to 'universal truths' and formulates Do/Don't rules that overlook complexities.
But our world is a complex world and therefore whoever tries to implement such rules may lead his
brand and business to obliteration, no less. In order to justify these severe and harsh statements, I
invite you to examine with me the six main tenets of Ries's credo.

Ries says: Innovation should be based on creating a new product category (car) or on diverging an
existing category (mini-van) but not on crossbreeding / grafting between categories (car-plane). It is a
law of evolution.

That sounds good, but is incorrect. Crossbreeding is very useful in agriculture for creating new
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species. A Tangelo, to name one example out of many, is a hybrid created by crossbreeding Pomelos
and Tangerines. The cellular phone is becoming a device offering rich communication options as well
as personal entertainment centre by crossbreeding a cellular phone, a walky-talky, an internet
connection, a receiver/transmitter of MMS and data, a radio, a MP3 player and more. The PC in
general and Windows OS in particular is a crossbreed. A car and a plane or a boat, may not have
mixed up but a car and a living room have, in luxury car such as the Maybach. There are
crossbreeds/grafts that work and then there are those that don’t. Want a new simple rule? It works
when the compromise which the breed demands in the benefits of the different components is smaller
than the benefit offered by them combined. If you operate according to Ries — you are reducing your
options for innovation.

Ries says: Brands need to focus in one product category. It is not advisable to extend a brand from
one category to another. It is best to create a new brand instead.

This is correct only when the brand was originally created with a strong affinity to a certain product
category. But this is no must. Virgin is a brand that exists in tens, even hundreds of product
categories and is successful in many of them because its promise ("being mischievous, breaking the
rules, screwing the big guys and having fun") is not limited to one product category. Another UK
brand — Dunhill - exists in many product categories catering to a variety of life style requirements of
the modern day gentleman. My own Abstracting technique promises to replace Brand Extension. It
assists the creation of brands which have beyond-category benefits and the re-branding of existing
brands into such. The model includes seven extents of branding, each consecutive one another step
away from product dependency to a higher level of intangible added value.

As I have already mentioned, Ries has a difficulty in understanding brands that offer the consumer a
psychological-emotional or a social (rather than tangible-practical) instrumentality for reaching goals /
benefits. But let us put aside for a moment the sophisticated brands (although they are the ones
yielding their owners the highest profits).

Ries does not like diversified conglomerates but they do make money nonetheless. What about
Samsung, Mitsubishi, GE or even HP? Actually every private label of a supermarkets chain exists in
tens if not hundreds of product categories and its promise (usually something like "good value for
your money" - nothing unique or brilliant) crosses all of them. Even this type of huge profits earning
brands fall out of Ries's narrow canon.

Ries says: It is better to be first (In the consumer's mind) than to be better.

Ries gives ample examples like the fact we all remember the name of the first man walking on the
moon, but not the second one. He interprets this to suggest that we will remember and pay attention
only to the pioneer of a category. This is part of the Positioning theory. But the Positioning theory,
right from the start, was not in line with the up to date knowledge of how the memory works.
Positioning is based on a metaphor of mountains with tops that you can "conquer" and "own". There
is no basis for such an idea. The consumer may recognize Rolls-Royce as a prestige brand, but this
will not lead him to perceive Bentley is any less prestigious. While brands may be associated with just
one concept (the best are not, think Ferrari) - it doesn't work both ways. The consumer doesn't limit
himself to only one brand of prestigious cars. Similarly in fashion, Gucci and others didn’t block the
relatively newcomer Prada from breaking into awareness. No one can have exclusivity on any "top",
concept or word, in the consumer's mind. This metaphor is inappropriate and misleading the
marketing people who use it.

Moreover, the rapidly spreading "Fear of missing out" (FOMO) that is becoming a primary motivation
driving consumer behaviour, encourages consumers to seek the new. I spotted FOMO for the first time
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in 1998 and have been researching it ever since. This motivation leads to an unprecedented
willingness to try and adopt novelties, often simply because they are... new. Not only does Ries not
account for the fundamental changes that occurred in consumers' behaviour — appears that he doesn't
even notice them. Even worse, his way of thinking is idealistic rather than businesslike. Even if Me-Too
products will never become category leaders, as Ries claims, and even if Coca-Cola energy drink KMX
will not ever outperform Red Bull, still the second and even the third ranking brands in the market can
make handsome profits. So what is wrong with that?

Ries says: Take a word and built it a brand. A brand should "own" a word in the consumer's mind.

We already dealt with the ownership issue, but why a "word"? Will any word do? If you are about to
implement this rule by Ries, you may spend a lot of money associating your brand with a "word" that
will not bring you any gain. You can decide for instance, that your word would be "leadership" or
"cutting edge" (but be careful friends! The most attractive words have a lot of takers!). Let's even say
that you succeeded and that now market research shows that consumers indeed associate the word
you chose with your brand — why do I claim that it can be useless? If your word is not associated with
the consumer's buying consideration (and if the consumer does not use the very word in his thinking —
even if she does use implicitly that criterion), it would have no effect whatsoever upon choosing your
brand.

The consumer's buying considerations are sometimes conscious and oftentimes not. They may be
conscious but not verbal. Ries is a man of words but the consumers aren't necessarily. What you want
in fact is that your target audience will have very a clear anticipation (that can be universalized, just
felt) for some benefit forthcoming your brand. Such anticipation makes the consumer smile when your
brand comes to mind. All strong brands arouse their specific anticipation, preferably unique to them.
In fact, such anticipation is THE defining characteristic of brands.

Ries says: Brands take off slowly and their success is measured in decades. Brands which take off fast
— die fast.

Ries obviously haven't heard about Harry Potter, or about Nokia which became a world market leader
in only a few years, or about the Easy Group, which was established only in 2000 and is already a
successful concern that incorporates a dozen of companies in diverse areas like aviation, cellular
communication, hotels, banking, etc'. Simply put: Ries is wrong. There are brands which take off very
fast. Some of them, not all of them, really do behave like meteors and are very successful for a short
period of time. In recent years many companies opt to do it purposely, realizing that it is more
probable in today's markets to make it big for the short run. Strategically, it is possible in many
categories to launch consecutive blockbusters and have, in the long run, a high average market share
and to hold consumer loyalty effectively. They usually do it combining long and short term brands in
novel architectures. I have recently introduced a comprehensive methodology for creating and
managing Short Term Brands (STB) in a masterful and profitable manner.

Ries says: Advertising, because of its increasing lack of credibility, is nearly incapable of building a
brand. PR is more effective than advertising in imprinting a brand concept in the consumer's mind.
The role of advertisement is to remind the consumer something already known in order to reinforce it.

This peculiar claim already drew a lot of fire, as it was meant to. But seriously now. You can expect a
very limited control over messages you send to the market via PR. Journalists will have their own mind
and agenda. How then, can PR be used as the major means for evoking and shaping a specific
anticipation in the consumer's mind? Ries goes on to claim that limited resources to support an
emerging but yet unprofitable brand for a long period of time is another reason to count on PR. But
the media's interest in a new brand is brief at best! There can be no doubt that advertising does a
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better job than PR, more precisely and faster, in evoking and shaping specific anticipations. However,
advertising is not always necessary. Some outstanding brands like Starbucks and Zara took off without
any considerable advertising budgets. This is possible especially with retail brands where the
consumer has opportunities to grasp the brand's promise at the selling points. There yet another type
of brands which crates for their costumers opportunities to meet encouraging the formation of a
community. These brands' promise travel by buzz and they sometime become a kind of cult, like
Harley-Davidson, Saturn, Linux and Vans.

Admittedly, it is a bit sad. The world has changed and Al Ries stayed focused, but behind. But hey,
you have your brand to worry about, which means giving up the seductive simplicity of Al Ries's
generalizations and rules.

Dan Herman, PhD, creates Unique Success Formulas for companies and brands. To find
out more, visit his Web site: www.danherman.com .
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Value and Competitors

Brian Monger
In the modern marketplace customers are faced with a wide choice of products that potentially offer it
is important that an organisation understands the influence that competitors have on customers.

Value is comparison-based. That is, value is perceived in terms of competitive offerings.

For a competitive advantage to eventuate, an organisation must be perceived to provide better value
than its competitors. This requires a good understanding of the competitors' strengths and
weaknesses, their capabilities and, most importantly, the customer's value perception of their
offerings.

Pricing objectives

* Profit oriented Objectives - prices are set to maximise profits (maximise long-run profit or maximise
short-run profit

* Sales Oriented objectives - prices are set to maximise sales volume (increase sales volume quantity;
increase dollar sales; increase market share

* Survival - low prices, even under cost are set to create needed cash flow in the short term to ensure
the survival of the firm

* Status quo objectives - prices are set to match and not exceed competitors' prices

* Obtain a target rate of return - on investment (ROI) or rate of return on sales

* stabilise the market or stabilise market price - this objective aims to stabilise price in the
marketplace and too compete on non-price considerations. The manager attempts to maintain the
same margin regardless of changes in cost.

* Maintain price leadership

* Desensitise buyers to price

* Discourage new entrants into the market - encourage the exit of marginal firms from the industry

* Avoid government investigation or intervention

* Obtain and maintain the loyalty and enthusiasm of distributors and sales personnel

* Enhance image - of the firm, and brand

* Social, or ideological objectives - be seen as honest and fair by customers and potential customers
* Build store traffic

* Prepare for the sale of the business (harvesting)
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