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Editorial

Greed and stupidity — Impossible to stop?

I was watching a TV show called Countrywide on the weekend. It featured the collapse of two companies called
Great Southern and Timbercorp. The collapse, has caused considerable problems for not only investors (and I am
not very sympathetic here) but local farmers and particularly workers.
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In one town, the TV show pictured forty Tongan guest workers, freezing their butts off prior to starting a day
pruning almond trees in a Timbercorp plantation. These guys start each work day by singing hymns (and singing
very well and harmoniously by the way) before getting stuck in. But it looks like they may have trouble getting paid
because of the collapse.

We can talk about the weakest members of our society — and technically they are not part of our society — but they
are guests — which may confer an even greater moral responsibility on us all. These guys come from a very poor
country. They are not on holiday or backpacking. What is potentially happening to them is largely | think an
example of the greed and stupidity which has been the main thrust of much purely financially driven enterprises for
many years.

The collapse of Great Southern and Timbercorp has only served to highlight the flaws in an industry that many
believed was unsustainable from the beginning. “The original plan was to get city money into the bush,” says
Liberal senator Bill Heffernan, a long-time critic of the MIS industry. “But it quickly grew into an industry of greed
that relied on the generosity of the Australian taxpayer.”

Financial commentator Michael Pascoe had this to say about the banks that have supported these rorts and the mug
punters that invested in them:

“So ANZ has a $500 million exposure to the failed Timbercorp tax deduction empire. What fools. It's hard to know
for whom to feel the most scorn - bankers stupid enough to back inherently flawed businesses or the mugs
suckered into buying products on the lure of tax deductions - and the salesmanship that tends to come with
particularly fat commissions. And then there’s Great Southern Plantations, trading presently suspended pending
some further attempt at rescue. Ditto the scorn for all involved. Oh, and the various “independent” expert reports
that have been purchased by management at various times, never mind alleged “investment recommendations”.

Why is this part of a marketing editorial? Because what this represents is yet another enterprise developed by
entrepreneurs and spruiked by financial advisors and accountants, jumped on by greedy (and in my mind stupid)
investors. But it was not based on good marketing. As one person on the TV show said “l wondered who was
going to buy all these nuts: Enough said?

Brian Monger

Back to top
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Quotations
Philosophy can bake no bread; but she can procure for us God, Freedom, Immortality. - Novalis
Sooner or later, we are all asked to compromise ourselves and the things we care about. We define ourselves by

our actions. With each decision, we tell ourselves and the world who we are. Think about what you want out of this
life and recognize that there are many kinds of success. - Bill Watterson

In a world that seems increasingly snarky and judgmental, be kind. Be kind to your friends, be kind to your family,
be kind to yourselves. And remember, just as you are, everyone really is just doing the best they can. - Katie Couric

www.marketing.org.au 4 info@marketing.org.au



Th

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

NEW ZEALAND

Did you ever see the customers in health-food stores? They are pale, skinny people who look half dead. In a steak
house, you see robust, ruddy people. They're dying, of course, but they look terrific. - Bill Cosby

"Creativity can solve almost any problem. The creative act, the defeat of habit by originality, overcomes everything.
- George Lois

"Curiosity is one of the permanent and certain characteristics of a vigorous mind." - Samuel Johnson

"Creativity is so delicate a flower that praise tends to make it bloom, while discouragement often nips it in the bud.
Any of us will put out more and better ideas if our efforts are appreciated.” -Alexander Osburn
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From the Media

Heinz plans to expand the reach of Golden Circle and Original Juice brands in the Asia-Pacific region.

H. J. Heinz plans to expand the reach of the Golden Circle fruit brand in the Asia-Pacific region.

Heinz's Asia-Pacific unit operates in Japan and in high-growth emerging markets such as China, India and
Indonesia. Heinz's would attempt to drive "incremental growth" in the Golden Circle and Original Juice Company's
brands through more aggressive marketing.

"We will leverage Heinz's marketing and sales networks across the region to pursue new export opportunities for
these great Australian fruit juice brands,"” said Heinz Australia's corporate affairs manager Jessica Ramsden.

Back to top
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Red Bull under scrutiny after cocaine traces discovered

Food authorities in Germany have discovered trace amounts of cocaine in Red Bull Cola, leading to a ban by six
states in the European country.\

The drink, which is 100% natural, contains kola nut and coca leaf - the same botanical ingredient used to make
cocaine. The company said that similar extracts from coca leaf are used in other foods for flavouring worldwide;
and, as the addictives are removed beforehand, the drink - available in seven European countries and the US - has
no health risks.

“Decocainized coca leaf extracts are used as flavouring in foodstuffs around the world and are considered to be safe
(eg FDA Gras Status, Council of Europe). Red Bull Cola and other foodstuff containing such extracts may therefore
be sold legally,” the company advised in a statement. “
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ESOMAR retail and shopper conference

Retail research experts from over 22 countries convened in London this month to provide insights into the minds of
shoppers and the retail market, in an effort to help retailers and brands adapt to the current economic climate.

With consumer confidence in the state of the economy declining along with confidence in personal financial
situations, the conference brought together experts from retailers, brands and research organisations to discuss
how best to adapt to the changing market.

Speaking about the impact of shelf ready packaging (SRP) on the shopper experience and the opportunities it
presents for brand managers, Danielle Pinnington from ShopperCentric and Philip Adcock from Shopping Behaviour
Xplained were nominated for the ESOMAR Excellence Award for Best Paper, the results of which will be announced
in September. Their animated presentation provided insights into how this seemingly innocuous recent development
of store planning — designed initially to aid stock management within store — can have an enormous impact on the
shopper and will act as a barrier to purchase if not developed with the customer in mind.

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

IAB says online advertising growing

Australia’s online advertising market has shown positive growth, recording a year-on-year increase of 14%,
according to figures released by IAB Australia.

The association’s Online Advertising Expenditure Report (OAER), compiled by PricewaterhouseCoopers, revealed
online advertising expenditure in Australia for the Q1 2009 totalled $439.5 million, the largest first-quarter recorded.

Combined with the record Q3 and Q4 of 2008, the results show a 22% growth when compared to the same
quarters the previous financial year, with growth seen mainly in the search and directories sector of the industry.

However, the report indicates that the online advertising industry has been affected by the global financial crisis,
with Q1 local consumer and business confidence and activity showing a drop of 5% drop from Q4 2008.

[However], the fact that both the general display and search and directories sectors experienced positive growth
and the classifieds sector saw only a minimal decline is encouraging in the current climate.

The report also revealed that the migration of revenues into search and directories saw this sector pushing past
50% of total online advertising revenue for Q1.

General display advertising and classifieds advertising accounted for 24.9% and 23.9% of the total advertising
expenditure for the Q1 2009 respectively.

Finance, computers and communications and automotive sectors continue to be the dominant industries using
general display advertising and comprise 46% of the general display spending.
http://www.marketingmag.com.au/news/view/iab-says-online-advertising-growing-despite-gfc-1247
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Twitter's Web site

Nearly 2.7 million unique users visited Twitter's Web site in December, a sevenfold increase from a year earlier,
according to Nielsen Online.
pr.us@nielsen.com
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Power Moms Represent Nearly 20 Percent of the Online Population,

Power Moms—women age 25-54 with at least one child—today represent 19.2 percent of the active online
population and they wield more influence than ever before, according to Nielsen Online, a service of The Nielsen
Company.

While the importance and use of the Internet among moms is seemingly universal, where they spend their time
online differs between specific demographic categories. Established Moms, those aged 40-50 with three or more
children at home, are heavy online shoppers. Shopzilla.com was the No. 1 online destination for this demographic
group;

“Established Moms gravitate to online shopping destinations where they are likely to be receptive to highly relevant
promotions to allow her to indulge herself while saving on her family’s needs,” said Jessica Hogue, research
director, Nielsen Online. “However, marketers shouldn’t rule out the rising prominence of social networking sites
among this cohort, which is one of the fastest growing demographics on Facebook.”

Newbie Moms

“For Newbie Moms social networking is literally woven into their day-to-day existence,” remarked Ms. Hogue.
“Newbie Moms use the Internet to gather information about everything from nursery décor to choosing the right
paediatrician. As they navigate caring for a newborn, returning to work or managing a growing household, the
Internet acts as a lifeline to answer worrisome middle-of-the-night questions and to build community. Many Newbie
Moms today blog about their experiences and use social networks as an efficient way to quickly broadcast their
latest pictures and family updates.”

Across the board, moms are increasingly concerned about the economy and seek money saving strategies and
solutions online, which in part fuels the digital coupon renaissance taking place. Within Nielsen Online’'s Power Mom
blogger segment, composed of more than 10,000 parenting and mom-oriented blogs, the economy and money
saving conversations permeate more than 12 percent of total messages posted during March and April 2009, up
from 8 percent the year prior.

Source: Nielsen Buzzmetrics,

Mom bloggers

The growth in content to help moms manage the family budget has also ushered in a powerful new set of mom
bloggers: “Savvy Spenders.” In Nielsen's forthcoming Power Mom 50, a collection of viral mom bloggers, many in
the “Savvy Spenders” category made the list. “Mom Approved” blogs — those featuring brand-sponsored product
reviews and giveaways — also feature prominently in the Power Mom 50.
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Mom bloggers review everything from beauty products to cars to inkjets, enabling marketers unparalled reach to
their target consumers. In an increasingly connected world, moms seek the wisdom of their online counterparts as
trusted advisors.

Source: Nielsen BuzzMetrics

To learn more about the important role of Power Moms, read Jessica Hogue’s article in Nielsen’'s Consumer Insight.

Back to top
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Cocaine ad censored by ASB

An ad for a clothing brand featuring white powder has been censored by the Advertising Standards Bureau Board,
while an ad for Red Bull with sexual overtones has escaped unscathed.

The double page spread for Unit clothing, which featured in a magazine, showed an image of a resort on the first
page and dice, money, alcohol, g-string, gambling chips and white powder next to credit cards on the second. The
white powder appears to represent cocaine or amphetamine. The banner along bottom of both pages reads "Life is
not real, you are everything, everywhere and everywhen experiencing yourself subjectively".

The board upheld the complaints regarding the depiction of what appeared to be illegal drugs in the print ad,
particularly as the demographic profile of readers of the magazine in which the ad featured was around 15-24 years
olds.

The advertisements were considered to be in breach of the Advertiser Code of Ethics and have been modified to
remove the offending power.

The Red Bull ads which were not found in breach of the code use cartoon-style figures in an animated scene at a
beach nudist camp.

The ad shows a man approaching a female lying on a towel under an umbrella and asks if she minds if he lies near
her. She says go ahead and then offers him a Red Bull drink which she says ‘revitalises mind and body’. He accepts,
drinks the drink and then becomes embarrassed, turns around and covers his genitals — which are covered by a
black strip throughout the advertisement. He grows wings and flies off.

Red Bull defended the ad and said it and other Red Bull ads were designed to be “humorous, satirical” and “not a
true life scenario”.
http://www.bandt.com.au/news/6B/0C05F56B.asp
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Reebok creates trainer creation iPhone app

Reebok has created a trainer customisation app for the iPhone under the banner “Your Reebok.”
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The app also gives the option to buy the customised Reebok trainers via the iPhone app. The app combines iPhone
features such as touch, motion and GPS and was created by Reebok partner Inside Mobile.

Inside Mobile worked with several specialist agencies to produce the application, including Agency Mobile.

The application offers three of Reebok's most iconic silhouettes: The Freestyle, The Classic Leather and The
Ventilator. The designer can change up to 23 different areas of the shoe with a choice of 19 colours, four material
options and adding personalised text. The fully customised shoes range from £80 to £110 depending on the shoe,
materials & optional extras chosen.

The designs can either be shared with friends or the whole world direct from the application. Friends will be sent an
email link to the design and users can go a further by selecting 'share with the world' and the design will be geo-
tagged and added to the Your Reebok global community map. From here all the other shared designs can be
viewed and either bought or used as a canvas for customisation.

Your Reebok launches initially in the US and UK and will go live in Germany, France, Belgium, Holland, Austria &
Ireland in the coming months. Reebok recently appointed DDB Worldwide as its lead creative agency.
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Health Survey results lead to renewed calls for new food legislation

The National Health Survey of 2007-08, released by the Australian Bureau of Statistics has again heightened calls
for new food legislation.

The research suggested that Australian waistlines had expanded considerably since the last ABS survey of this depth
in 1995.

More adult Australians were overweight or obese in 2007-08 compared with 1995, with the Body Mass Index (BMI)
approach discovering 68% of adult men and 55% of adult women were overweight or obese. In 1995, 64% of men
and 49% of women were considered overweight or obese.

When looking at the age pattern of obesity in adults, the highest proportion who were overweight or obese were in
the middle to older age groups (peaking at 65-74 years of age - 79% for men and 55-64 years for women - 68%).

For children, there was a significant increase in the proportion obese from 5.2% in 1995 to 7.8% in 2007/8. The
proportion of boys who were obese more than doubled from 4.5% to 9.7% while girls remained unchanged at
5.8%.

Alcohol consumption
Approximately 68% of men and 51% of women consumed alcohol in the week prior to the 2007-08 National Health
Survey. Most of these adults (79%) consumed alcohol at a level that poses a low health risk.

However, approximately 13% of adults in 2007-08 consumed alcohol at a level, which if continued, would place
them at significantly increased health risk. This is a slight reduction from the level measured in 2004-05 when 14%
of adults were in this risk group.
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The highest proportion of risky drinkers was found amongst men between the ages of 25 and 34 and 55-64 (both at
17%). While for women the age groups with the highest proportions were 45-54 and 55-64 where 13% were
drinking at high or risky levels.

Fruit and vegetables

Information was collected in the survey about the usual intake of fruit and vegetables by people aged 5 years or
more*. Results of the survey indicated that in 2007-08 females were more likely to adopt healthier dietary
behaviours than males as females consumed higher levels of fruit and vegetables than males.

A coalition of health groups, including the Heart Foundation and the Cancer Council, believe the data requires action
from the government.

Back to top
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BMI Statistics skewed?

The accuracy of the BMI approach has been raised recently, with some suggesting that, while a good guide, many
people are being unfairly labelled as overweight or obese.

Stories have been rife of the growth of obesity and the threat to health it poses - perhaps even fuelled by vested
interests. Obesity rates are not soaring and those with above average BMI scores can often be healthier than their
‘healthy’ counterparts. By BMI standards, Brad Pitt could be considered overweight and George Clooney obese.

Research released at the beginning of the year by the University of South Australia also suggested childhood obesity
rates may have plateaud.
Health concerns
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World’s leading wine and spirits brands

The world’s leading wine and spirits brands have grown in value over the past 12 months as consumers search for
the safety of respected brands.

Intangible Business, a brand valuation consultancy, released its annual league table of the world’s most powerful
wine and spirits brands overnight, with Smirnoff coming out on top. The Power 100, now in its fourth year, was
compiled from analysis of over 10,000 brands. It combines each brand’s financial contribution with consumer brand
strength analysis from a panel of experts.

Smirnoff retained its title as the most powerful spirits brand in the world in 2009, following strong annual growth.
Johnnie Walker is close at number two and Bacardi enters in third place.

The biggest brand owners - Diageo, Pernod Ricard and Bacardi Martini - enhanced their dominance of the industry
through further consolidation and by attracting more consumers to their category leading brands.

www.marketing.org.au 10 info@marketing.org.au



Th

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

NEW ZEALAND

Smirnoff increasing its value most (7%), followed by Martini and Johnnie Walker (both 6%b).

This year’s top 10:
1. Smirnoff
2. Johnnie Walker
3. Bacardi
4, Martini

5. Hennessy
6. Absolut
7. Jack Daniels
8. Chivas Regal
9. Baileys

10. Ballantines
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Scottish retail staff get advice on violence
Efforts are being stepped up to protect retail workers in Scotland from abuse, as figures show violent incidents are
on the rise.

However, the true number may be higher because of unreported incidents. According to shop-workers union
Usdaw, a member of retail staff is verbally or physically attacked every minute of the working day.

Now staff and employers are to be offered more support to help tackle the issue.

Violence at work covers any incident in which an employee is verbally or physically abused, threatened or assaulted
at their work by a member of the public. It is estimated that 38% of people working in a public-facing occupation in
Scotland have suffered verbal abuse by a member of the public in the last 12 months. Many of these incidents have
gone unreported due to a lack of robust reporting procedures or perceptions about the inevitability of being abused.

In the retail industry, abusive incidents are often linked to retail crime (shoplifting or robbery), to staff refusing to
sell age-restricted goods such as alcohol or cigarettes or when goods are being returned. However, experts point
out that the reasons for verbal abuse of retail staff including threats are many and come from all sections of society.
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Airlines misleading customers

Emirates have been publicly reprimanded by the European Union for persistently misleading customers on their
websites. The airline was put on the EU's "black list" — along with Turkish, Royal Air Maroc, Aeroflot, Northwest and
Olympic.
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Fifteen airlines and 22 internet sites selling airline tickets online continue to dupe consumers with misleading offers,
despite a European Commission "health check," according to a published study.

As a result of an EU "enforcement investigation" started in September 2007 - with 15 EU national authorities and
Norway - 115 airline websites out of the 137 websites investigated have been corrected.

Following an additional "health check" process involving independent mystery shoppers in March on 67 major
airlines, 52 airlines were given a "clean bill of health” - either immediately remedying any problems or promising to
do so, the European Commission found through its studies.

Among the points consumers still need to look out for are unclear price information, whereby extra non-optional
charges are added throughout the booking process, sometimes at the end.

Also there can be a problem with availability of an eye-catching offer, when there was no real availability in the first
place.

Other problems can include contract terms written in a different language, prices given in an unfamiliar currency
and no indication of how to contact the website making the offer.

Lufthansa, Alitalia, Air Lingus, Austrian Airlines, Lot, Brussels airlines, Swiss, Ryanair and Easyjet were on the list of
those which have promised to correct existing problems.
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MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Fakes harming brands during recession

Marketers are braced for a rise in online brand attacks while offline they're up against increasingly global and
organised counterfeiting operations - fuelled largely by the ongoing recession - according to a brand integrity study
by the Chief Marketing Officer (CMQO) Council.

While many marketers report that they are planning to increase spending on brand protection, many still struggle to
understand, monitor and measure the impact of brand corruption and product 'knock-offs’ on consumer trust and
confidence.

The global survey of 306 marketers, sponsored by brand protection agency MarkMonitor, found that trademark
trespassing is moving increasingly online and that this kind of fraud is becoming more difficult to identify due to the
increased sophistication of so-called 'brand hijackers'.

Among key findings of the study:
* The top six market segments with the highest prevalence of abuse are digital media, luxury goods, software,
footwear and apparel and Internet ecommerce (tied) and consumer electronics;

* 30.3% of respondents said their company has a specialised brand protection group with another 17% choosing to
outsource those efforts with a third party provider or leaving it up to their industry trade organisation;
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* The value and integrity of brand assets suffered the greatest impact from counterfeit products, knock-offs or
online brand hijackings, with 41.2% of marketers rating this highest, followed by 35% blaming it for undermining
revenue and margins and 26.7% saying these activities raise unnecessary customer concerns and anxieties.
http://www.cmocouncil.org

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Thriving in a commoditised market

Marketers need to learn new tricks from successful firms whose basic product is a commodity. For example, Granite
Rock a family owned 100 plus year-old business which quarries granite in California. In an industry where low bids
typically reign, Granite Rock customers have historically paid, on average, 6% more than they would with the
competition.

The secret lies in limiting commodity creep by developing value differentiators. Customer value research showed
that getting customer trucks loaded up and back on the road fast was more important than having beautifully
processed stockpiles of rock. So the company developed a system called 'Granite Express' that automatically loads
trucks like an ATM machine: the truck driver swipes his card, pulls the truck in and a machine loads the truck for
him - and that's available 24 hours a day, seven days a week. It used to take 24 minutes to get loaded up but that's
come down to 7 minutes with the new system. In California, a trucking minute is worth about US$1.20, so 17
minutes saved is well worthwhile. Granite Rock doubled its market share.
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Australian families eating healthier, grocery budgets rising: Heinz survey

Research on the shopping habits of 1500 consumers by food manufacturer Heinz shows that, in addition to cutting
back on take away and eating out, one third has started a vegetable patch in the last six months, almost 90 per
cent are making a conscious effort to reduce food waste and 28 per cent are avoiding snacks like biscuits and ice
cream.

The Heinz survey discovered that families had begun cooking more vegetarian meals and were adding vegetables,
lentils and baked beans to allow them to cut back on meat quantity. Consumers also indicated that they are likely to
prepare meals that can be spread across more than one mealtime, with 90 per cent reporting such behaviour.
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ESOMAR Guide on Passive Data Collection, Observation and Recording

ESOMAR, the world organisation for enabling better research into markets, consumers and societies has issued a
new Guide on Passive data collection, observation and recording to clarify the responsibilities of researchers when
collecting information from respondents.
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This guide takes account of a wide range of recent developments in research methodologies. Based on a previous
guideline covering tape and video recording and client observation of interviews and group discussions which was
published in 1997, the Guide incorporates widening forms of observation and passive research and the latest
advances in technology.

Developments in video technology have created new opportunities for market research using observation. These
include remote viewing from other locations and across borders, as well as a resurgence of interest in ethnographic
research; observing and filming people in natural settings over an extended period of time.

Technologies such as brain scans, eye-tracking, RFID (radio frequency identification) and neuro-measurement, are
all fast developing and bring with them a new set of professional and ethical responsibilities if used for research
purposes. While information collected during a market research project is not used on a personally identifiable basis
and never directly leads to a sales contact, these new techniques highlight a growing need to differentiate market
research from other activities and for transparency about the information that is being collected and the way that it
is used.

The ESOMAR guide clearly states that when personally identifiable data is collected for research purposes, the
respondent must know about the nature of the data being collected, the reasons for processing it and what will be
done with it. Data subjects should not be misled, participation is voluntary and they can withdraw at any time.

In many countries, these activities are controlled by data privacy legislation, but they can also raise ethical concerns
as well as legislative issues. The key issue is informed consent.

The Guide and the ICC/ESOMAR International Code on Market and Social Research are available in the professional
standards section of www.esomar.org.
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Cadbury reports growth

Cadbury has reported revenue growth of 2% in the first quarter as consumers look for cheap indulgence amid a
global recession. Revenue growth surged 11% in reported currency due to the weakness in the pound, with growth
led by a “very good Easter”.

The UK and emerging markets helped the company overcome soft results in the rest of Europe and North America,
the company said.

Their Australian performance was sound, with growth in chocolate and mainstream candy brands spurring a solid
result. “Australia grew despite clearing trade inventories in preparation for the relaunch of the core Cadbury
chocolate brand in the second quarter of the year,” the company reported in a statement.
www.ausfoodnews.com.au
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Brand loyalty important for teens

A study of teen and young adult consumers (aged 13 to 21) has found that consumer behaviour among females in
this age group has shifted more than that of males during the economic recession, according to the CRM and
behavioural marketing agency Euro RSCG Discovery.

The study also found that brand loyalty is increasingly important among this age group, as the majority of
teenagers and young adults (73%) now shop at a fixed group of stores.

The survey also suggested that the best opportunity to target the younger generation of consumers is in stores,
despite a proliferation of internet and social network usage among this age group, as more than 70% of teenagers
and young adults said they research and make purchases in stores. In addition, stores were the most prominent
source of fashion purchase information, compared to word of mouth (53%), catalogues (37%), magazines (23%),
online (20%) and television (17%).

Morelnfo:

http://www.eurorscgdiscovery.com

TheWiseMarketer.com).
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Recession changing consumers' brand habits

Consumers around the world are more wary of trying new consumer goods products when they sense the economy
is slowing down, according to the Ipsos Marketing Consumer Goods Study which examined global consumer
attitudes and behaviour across 18 countries. In fact, more than half of global consumers said they shy away from
new grocery, personal and household products during an economic downturn.

According to Ipsos, one area on which marketers must focus is value (rather than price) and consumer perceptions
of price versus benefit should be explored carefully.

Web:http://www.ipsosmarketing.com

TheWiseMarketer.com.
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Entertainment Shopping Auctions?

In the last 5 months we have seen a new phrase coined and that is "Entertainment Shopping." So what does this
new phrase mean and why it is getting criticized left and right from people who claim it is immoral? Is it immoral
and if so why?

Entertainment Shopping is a new type of online auction which operates differently than most auctions do. Unlike
auctions like eBay, these new auction sites charge people for each and every bid they place. Depending on the
auction site itself, these charges usually range from 20 cents to $1 per bid. Because of this, the items tend to sell
for fractions of their retail values. In fact, just a few days ago | saw a $3000 65 inch flat panel LCD TV end with a
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final price of just $130. The crazy thing is though that the auction site walked away with over $13,000 from this
item. A $10,000 profit. Why? Because the bid increment was at 1 cent.

This means that 13,000 bids were placed, costing bidders (both the winner and the loser) $1 a piece per bid placed.
To the person who walked away with the $3000 TV, this was likely the deal of their life, but to the other bidders
who may have spent hundreds of dollars trying to win the auction before they had to quit bidding ended up with
nothing.

Although this is a risky way to bid on products, if the bidders are aware how the auction works and willingly
purchase their bids, than what's the big deal? More and more sites like this are popping up and why not, with profit
margins like they have? It should be very interesting to see just how the competition between all these
Entertainment shopping sites pay off for the bidders.

Along with these sites popping up, so too are strategy guides giving away tips and tricks on how to win these
auctions at minimal costs. Things like Price, number of bidders involved and past auction closing prices all factor
into these strategic formulas people are trying to sell. In my opinion these strategy guides are largely a bunch of
junk; however some may have valuable information. Most bidders with a good command of math can probably
figure out the odds of winning and when to quit bidding on a given auction. | recommend taking advantage of the
free bids most of these Entertainment shopping sites give new members for signing up.
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Virgin Blue 'most reliable airline’
Reliable ... Virgin Blue passengers more likely to depart and arrive on time than those on other domestic airlines

Virgin Blue passengers have a greater chance of departing and arriving on time than those using other major
domestic airlines, an industry report shows.
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Melbourne City Council launches Australian First for food retail

A new pilot program launched by Melbourne City Council is designed to help consumers to make healthy choices
about what they eat.

The ‘green light, eat right’ program, running at QV Urban Market from May 2009, provides consumers with a colour
coded indication of the nutritional value of food they are purchasing and encourages food outlets to improve healthy
food practices.

The basis of the scheme is a traffic light system that encourages consumers to eat green coded foods as often as
possible, as they have the highest nutritional value. Amber foods like vegetarian pizza should be consumed in
moderation and red foods such as chips and donuts eaten occasionally or as a treat.
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The City of Melbourne engaged Nutrition Australia to develop and implement an innovative program for food outlets
to help them improve the types of cooking oils used, swap full fat dairy products for low fat options, use more lean
meats and introduce more fruits and vegetables into their menus.

Based on menu assessment undertaken by Nutrition Australia, the participating food outlets receive program
accreditation and a certificate to award them either Gold, Silver or Bronze level. That is on the agenda of the
Preventative Health Taskforce in Australia.

More information is available at: www.melbourne.vic.gov.au/
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New food and drink products on the wane
Fewer new products are showing up on supermarket shelves this year as companies temper innovation in an
uncertain environment.

New data from the Mintel's Global New Products Database (GNPD) shows total food and drink product launches
have been cut in half since last year (a 51% decline from Q1 2008 to Q1 2009). New product introductions also
dropped markedly from the last quarter of 2008 - by 32%.

Manufacturers typically release fewer new products during the first quarter of the year, but 2009’s fall is stronger
than that seen in recent years, according to Mintel.

“Faced with low consumer confidence and reduced spending, many food and beverage manufacturers cut back on
product development and new product launches,” Lynn Dornblaser, leading new product expert at Mintel, said.
“Many companies face internal budget cuts that affect everything from new product ideation to development and
marketing.”

Mintel has tracked new products through three major recessions, discovering that new product launches
consistently decline in the beginning of a recession, then quickly increase once signs of recovery are on the horizon.
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Private labels as relevant as national brands in some categories?
Private label share has risen dramatically across retail channels and product categories during the past two years as
consumers struggle with high food prices and other economic pressures, new research from America has indicated.

According to the latest research from Information Resources, Inc. (IRI), “The 2009 Private Label Report,” this trend
is expected to continue through 2009 and beyond, representing an unprecedented opportunity for retailers and a
threat for branded manufacturers.

“Since many private label products are truly becoming mainstream these days,
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The report discovered private label's strongest growth performance tended to be in such categories as cream
cheese/spread, paper napkins, refrigerated entrees and shortening and oil. While pet supplies, cold/allergy/sinus
tablets, refrigerated salad/coleslaw and salad dressings were listed as developing categories.

“The evolution of the U.S. private label market has accelerated in the face of growing financial turmoil,” Sean
Seitzinger, senior vice president, IRl Consulting and Innovation, concluded.
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40 per cent of grocery purchases made on impulse

The majority of shopper purchasing decisions are made in the supermarket, according to new research from
Germany.

Just below 70% of purchasing decisions are made at the point of sale (POS) itself and the brand strength has
considerable influence over whether or not a product makes it into a customer’s shopping trolley. The GfK Store
Effect fast-moving consumer goods survey, in which GfK Marktforschung carried out around 800 interviews at its
test market MarketingLab, solidified a theory that has been circulating among marketing insiders for some time.

One in three consumers plans their purchases in advance and go into the supermarket with an actual or “mental”
shopping list. These lists become increasingly important in proportion to the age of the customer and size of the
store. In addition, half of all consumers collect information on current offers prior to doing their shopping, often
with the help of retail advertising brochures.

Fewer than 10% of customers initially plan to buy a particular brand, but then change their minds once in the store
and switch to a rival brand and a similar proportion ultimately don’t even buy the category of product they had
intended to.

Spontaneous purchases are the most common, with almost 40% of purchases not planned in advance.

A strong brand makes a product more likely to find its way onto the shopping list

Whether or not consumers actually follow through on their intentions to buy a particular product depends a great
deal on brand strength, that is, the emotional value added that brand products have in contrast to no-name
products. Six out of every ten planned purchases are made because of an established brand preference and in these

cases, customers know exactly which brands they want to buy.

The number of planned purchases therefore increases with brand preferences.
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Kellogg’s profits from low cost ‘at-home’ breakfast options
Kellogg Company, the world’s largest cereal maker, reported higher first quarter profits overnight, as more
consumers opt for low cost ‘at-home’ breakfast options.

The producer of Corn Flakes and Coco Pops advised that their relatively recession-resistant product range and
strong focus on cost reduction had assisted in overcoming the worst of the troublesome economic environment.

“By remaining focused on our business model and strategy, we performed ahead of our expectations during the first
quarter despite cost pressures and the difficult economic environment,” said David Mackay, Kellogg’'s CEO. “We also
continue to focus on cost-savings initiatives and reinvestment for the future. We now plan to increase our up-front
cost investments to achieve our ambitious $1 billion savings target.”

Their Asia Pacific division, which includes Australia, Asia and South Africa, saw internal net sales rise by 11%, but
currency fluctuations put a dampener on the results.
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Made in Japan

Mushi Guard Bug repellent

Kiribai is a Japanese company that specializes in high-function products like pocket warmers, pressure activated ice
packets and bug repellents.

The Mushi Guard Clip is a convenient way to keep pests away. According to the package, you just clip it on your cap
or a pocket and bugs will stay at least one meter away. It works for a month and costs around 600 yen retail.
Washable wool garments

In Japan, dry-cleaning has tended to be preferred over regular washing for many. However over the past couple of
years, washable wool has become big in everything from men's suits to sweaters and now it turns out those
manufacturers of women's suits are getting in the game too.

In tough economic times, shoppers start thinking hard about justifying each purchase they make and providing a
"reason why" allows them to spend more freely. "Just think about how much | can save on dry cleaning costs. . ."
Japanese find another way to get tight

Spavino is a kind of liquid bath salt that contains wine as one of the main ingredients. Apparently the brand was
inspired by European spas (hence the name) which have been using wine-spiked soaks as part of their treatments
to give women tighter, smoother ski.

Japan is one step closer to making every surface an ad
Japanese printing companies have started offering advertisers the ability to display moving pictures on paper
advertisements.

One ad announces the debut of a new mascara from Lancome that uses a vibrating applicator brush. The poster is
made from electronic paper — a technology that allows paper to be written and rewritten repeatedly. So what
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you're looking at is essentially a paper poster hanging from the ceiling of a subway train in which the image
changes.

Similarly some train stations are now equipped with poster banks for electronic paper ads that can refresh with new
images at specific intervals. If you're an advertiser and you rent the space, you can replace the ad whenever you
want while sitting right at your office desk, since the wall frames are connected to PHS phone networks that tap into
the internet.

"Air's new Doritos product from Japan Frito Lay. . ."

You get a nice light crunch from these air filled triangular pockets just released under the Doritos brand by Japan
Frito Lay.

Want a FREE beer? Try Kirin

No, they're not giving away free brews "Kirin Free" is a malty tasting beverage that's free of alcohol (the package
shouts "0.00% alcohol").

Kirin is positioning FREE as "beer" for people who want to drink and then be able to drive and for sports enthusiasts
who like to quench their thirst with a beer, but don't want to get hammered on the golf course or tennis court.

Smaller Japanese supermarkets get smarter

With today's difficult economic environment, a lot of Japanese consumers have been pinching pennies So major
Japanese supermarket chains have been slashing prices and this has put a lot of pressure on smaller operators who
lack the same economies of scale and bargaining power with suppliers.

A couple of smaller chains have stopped wringing their hands and have been fighting back with a clever approach:
subsidized price cuts.

Here's how it works:

Let's say a supermarket chain wants draw people into stores with an outrageous sale on certain items (TODAY
ONLY! 90% OFF!). In order to subsidize the promotion, which is going to mean a significant loss on every sale item
sold, the company finds another retailer who wants to reach their customers with non-competing goods. In
exchange for promotional fees, the second firm gets to have its mini ads, coupons or promotional announcements
placed directly on the supermarket's sale item packaging (using stickers), as well as on merchandising tools like
POP. So every time a shopper buys, he or she encounters the second retailer as well.

Michael Fiorella

Mike Fiorella has lived and worked in Japan for more than 20 years.

spark-productions-online.typepad.com
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Mobile marketing takes off in India

Cell phones have become a powerful advertising tool in India and once 3G and MVNO launch there, mobile
marketing will be big business

The reach of the mobile phone in India that makes it significant for marketing efforts there.

www.marketing.org.au 20 info@marketing.org.au



Th

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

NEW ZEALAND

In India, there are over 330 million mobile subscribers and the number is growing each day. This has encouraged
several FMCG companies, banks, magazines and TV stations in the country to extend their promotions to the mobile
phone platform.

No other medium has this reach. Since it's a very personal device, a basic form of advertising like SMS can be
effective if used in a more targeted and contextual way.

For long, marketers in India wanted to do more targeted advertising, but focus on traditional media—such as print
and television—stopped them from doing so.
From advertising to invertising

Though mobile is a powerful tool for targeting consumers, marketers have been cautious about tapping this medium
since it often intrudes into the consumers' private space. Besides, the National Do Not Disturb (NDND) Registry of
telecom regulator TRAI (Telecom Regulatory Authority of India) seeks to curb unsolicited commercial
communications (UCCs). The NDNC Registry is a database of telephone numbers of subscribers who do not want to
receive UCCs.

As they tap on this growing medium, SMS marketing companies must also overcome spamming. To do this, they
have created various platforms designed to satisfy the needs of both advertisers and consumers.

It is suggested there are two ways to ensure no messages are sent to subscribers on the NDNC Registry.

One, scrubbing the messages with the NDNC list. Two, subscribers explicitly opt-in to any service or messages. This
concept, known as invertising or invited-advertising, seeks to prohibit spam.
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Singapore Airlines launches mobile check-in

Singapore Airlines has introduced a new service which will allow customers to check in for their flights with their
mobile phones.

Passengers can check in using their handsets in the two days before their scheduled flight and up to two hours
before their departure time.

The service is compatible with a wide variety of devices, including iPhones and BlackBerrys and has been tipped to
make travelling more convenient and hassle-free.

Singapore Airlines has confirmed that it is planning to expand its mobile services further down the line, possibly
allowing people to book tickets with their handsets.

The application can used by most web-enabled mobile phones and can be accessed anywhere in the world.

This comes shortly after SAS Scandinavian Airlines started a trial which involves passengers using their handsets to
check in via text message and obtain a mobile boarding pass.
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New ad calls for junk food ad ban

The debate over food advertising intensified with the release of a new viral campaign calling for a ban on junk food
advertising to kids, created by an advertising agency.

Creative agency 1.D.E.A.S has created the ad calling for a ban on junk food advertising to children for the Coalition
on Food Advertising to Children, whose members include The Parents Jury, The Cancer Council, the Australian
Medical Association and the Obesity Policy Coalition.

The ad is hosted at the site burgercorp.com.au and shows a man dressed as a burger and smoking a cigarette, as a
door-to-door salesman. The “Shamburger” character knocks on a door and tells the man answering the door that he
is “here to see little Nicholas” and tries enter to see the man’s son. The “Shamburger” is kicked out of the house
and the ad says “You wouldn't allow it on your doorstep, why allow it on your television?” The ad ends with
“Shamburger” saying “And you get this free toy!” and a “Ban junk food ads to kids” message.

Viewers of the ad at the site are then encouraged to send a message via the website to the Minister for Health.

The Advertising Federation of Australia is fighting a proposed food ad ban to kids, believing it will not work. Despite
this AFA executive director Mark Champion said he understood why an ad agency would take on such a client: “The
Coalition has gone to the professionals to make sure they get a professional product. Each agency has to decide to
about their acceptable clients and it may or may not be philosophy based.”

Champion also pointed to “scientific evidence”, that consumers are actually taking in less calories than 30 years ago
and it is energy expenditure which has changed in that time.
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The Public Relations Institute of Australia and Reputation TV launch ‘PRTV’

Practitioners from PR agencies, corporations, not-for-profit organisations and academia discuss issues ranging from
the economy, online communication, corporate governance, to ethics. The program is hosted on the Public
Relations Institute of Australia’s website www.pria.com.au.
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AOL launches social networking aggregator

AOL is rolling out a social network platform called Socialthing that will allow users to communicate with each other
as well as broadcast their activities to other social networks like AOL’s Bebo, Twitter, Facebook and MySpace.
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The global web company has used its social network assets including Bebo and instant messaging products AIM and
ICQ to develop Socialthing, which essentially gives AOL'’s network of 75 websites an added social media dimension
by inviting visitors to create a profile and engage in conversations.

Socialthing creates a tool bar at the bottom of a website that allows both group and private chat in the form of pop-
up boxes. There is also a content stream that shows the latest articles and comments, as well as a personal stream
of activities from other websites. Publishers are also able to inset their own content, such as news articles, into
user’s feed and create conversations around it.

While Socialthing users are able to join public or private conversations with other users on Socialthing-enabled
websites, AOL’s Lifestream Platform enables users to broadcast their activities through Socialthing to their Bebo,
AlIM, ICQ, Facebook, Myspace, YouTube and Twitter friends.

With this social networking aggregator, AOL is hoping to tap into the growing popularity of real-time updates, which
has been the source of Twitter’'s recent success.

Socialthing enables users to converse, connect and broadcast messages and their activities to friends on the web.

It features “unified sign-on” so users can log into Socialthing using their AOL username and password and then use
their Bebo, Facebook, Gmail, or Yahoo! without having to repeatedly sign in.
www.bandt.com.au/news
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SBS researches drugs and alcohol audience

SBS has conducted a series of research reports into consumer TV viewing habits, which have been drilled down as
far as to determine that heavy coffee drinkers prefer Dateline, while World News Australia attracts red wine
drinkers.

‘SBS Connections’ is targeting advertisers and media buyers, who can use the research to connect with key
audiences in specific product categories. The latest reports delve into the habits of consumers of beverages and
pharmaceuticals.

Researchers investigated the SBS audience profile including gender, age, occupation, income and determined ‘light,
medium and heavy’ viewers of SBS and then matched the data across the product categories and SBS programs
using OzTAM data and Nielsen Media Research panorama data.

For example, consumers of red wine considered World News Australia, Food Safari and Global Village as their ‘must
see’ SBS programs, while heavy consumers of coffee nominated Dateline, Food Safari and Cutting Edge.

Those viewers who purchased painkillers weekly, nominated their ‘must see’ SBS programs as Thalassa, Sunday
Science Documentaries and Cutting Edge, while heavy purchasers of vitamins watched Sunday Showcase Movie,
Saturdays movies and World News Australia most often.
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Stella Artois rebranding logo

Stella Artois is rebranding with a 'decluttered’ logo by Pearlfisher. The design, intended to increase standout and
boost the lager brand's premium credentials, will launch globally this month.
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Ad Trade Group Wants to Rehab Adverising’s Image

At a time when some associations are struggling for relevance, the American Advertising Federation has added new
corporate members and is looking to burnish its image with a new reality TV show and a presence on Facebook and
Twitter.

James Edmund Datri, CEO the American Advertising Federation wants to improve the industry's image. He spoke to
a breakfast meeting and "State of the Industry"” luncheon hosted by the Cincinnati Ad Club. When he came on
board in November, had to make changes fast. Mr. Datri said the group had a $500,000 budget deficit and about a
month of operating expenses in reserve. In response, he said the group reorganised, instituted purchase orders,
"made a slight reduction" in staff, cut pay 15% at the VP level and above

The Reality show

Mr. Datri said he's in talks about turning the AAF's National Student Advertising Competition into a reality TV show,
to give both students and the general public a better idea of what the industry actually does.

"One of the issues we have when it comes to public policy is that people don't have a very good perception of us,"
he said. "I want the public to see that advertising is so much more than [Madison Avenue] and 1 think by
showcasing NSAC on a reality TV show, we're going to generate a positive perception of our industry that could
really be a game changer."

Despite the recession and revenue reductions for the group, Mr. Datri said the AAF has had a net gain in corporate
members on his watch.

AdAge.com
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Google breaks $100bn brand value threshold

Google has become the world's first $100bn-brand, according to the latest BrandZ survey.

The study found that the internet search giant has reached a brand value of $100,039m, a 16% year-on-year
increase. It is trailed by Microsoft and Coca-Cola, which took the second and third spots respectively.
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Despite the economic downturn, the value of the top 100 brands has risen by 2% in the past year, to $1.95tn.

There is also remarkable stability in the market - 85 of this year's 100 most valuable brands were also in the Top
100 last year.

China Merchants Bank, BlackBerry and Amazon posted the biggest rises in value. In the UK, the top-ranking brand
by value was Vodafone, followed by Tesco and HSBC.

It proved to be a good year for fast-food, cigarette and alcohol brands, as consumers suffering from recession
depression appear to have sought quick pick-me-ups. McDonald's (34%), Marlboro (33%) Budweiser (23%) and
Johnnie Walker (42%) all recorded solid increases in brand value, year on year.

The most valuable category was mobile telephone operators; its value grew 28% year on year. This was followed
by soft drinks and coffee.

The insurance sector experienced the biggest decline in brand value, dropping by 48% year on year. Car brands
also suffered a significant fall, declining 22%.
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DJs' sales down
DJ's CEO, Mark Mclnnes, has been encouraged by April and May sales figures that are so far on par with last year.
But he was not willing to say the downturn in the retail sector had come to an end.

The upmarket department store yesterday reported a 10.8 per cent decline in same-store sales in the quarter ended
on April 25, compared with the same period the previous year.

David Jones has continued to predict sales will fall by 3 to 5 per cent in the first half of next year before flattening in
the second half.
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What Does Google Know About TV?
What does Google know about TV? Well, that women watch more ads than men; that about 5% to 15% of TV
audiences flip channels during the ads; and that virtually no one records cable-news programming on DVRs.

These are among the first insights Google is drawing after analyzing more than a year of from 13.7 million Dish
Network set-top boxes.

The viewing data come from a subset of Dish subscribers described as "millions"”; the DVR data come only from Dish
Network subscribers who have DVRs.

www.marketing.org.au 25 info@marketing.org.au



T?J'C

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

NEW ZEALAND

Among Google's revelations: breaks scheduled on the hour and half-hour retain far fewer viewers than those in
between; some networks retain viewers during the ads far better than others; good and bad ads follow consistent
performance patterns across networks; and people consistently avoid bad ads.

The biggest audience drop-off for the ads is during live sports, when ads come during scheduled breaks, such as
half-time and during time-outs.

The data are directionally consistent with Nielsen Media Research, as well as other sources of set-top-box data such
as TNS, Rentrak, TRA and the cable networks themselves. "Second-by-second data can provide important learnings
into how to program pods better, how to produce better content for programs and ads, how to schedule ads to
optimise commercial ratings," said Debbie Reichig, a former NBCU and Court TV research exec who is president of
In-Focus Media.

AdAge.com
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Luxury 'Arab cities' to be built in Malaysia

Investors will spend $303 million on building two "Arab Cities" to lure Middle Eastern tourists to the historic
Malaysian town of Malacca.

The $1.1 billion ringgit project includes an Arabian bazaar, Middle Eastern restaurants, shopping complex, five-star
hotel, water theme park and a unisex Arabic health and beauty spa, the Star daily said.

One of the “Arab Cities” will be built on a small island lying south of Malacca town, while the other will be located at
a beachside resort just west of the historic port, it said.

Agence France-Presse
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Predictions for second half of 2009

1. Marketers will be cutting back on advertising spending this year.
A look at the latest projections for total ad spending growth in 2009 reveals a consistently downward trend and
that's after negative growth in both 2007 and 2008.

2. Among traditional media, newspapers, radio and magazines will see the worst declines.

The economic recession, while severe, is only exacerbating an existing trend. Consider the plight of newspapers,
whose collective revenues will plummet nearly 16% in 2009, after an even more brutal 16.4% decline in 2008,
according to eMarketer.

While advertising on television has held up remarkably well so far, the cracks will begin to appear in 2009, with
most researchers predicting a 5% or greater decline in spending. Similarly, radio is expected to see an ad revenue
dip of between 5% and 8%, depending which source you look at.
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3. Advertisers' pull-back in overall marketing spending, coupled with a serious re-examination of traditional media,
will set in motion a series of permanent changes that will affect how media is planned and measured, as well as the
media mix itself.

4. The Internet will continue to grow during the economic downturn, though at a far slower rate.

eMarketer projects online ad spending will rise 8.9% in 2009, after an already ratcheted-down rate of 11.3% in
2008. That's considerably lower than 25.6% growth in 2007. eMarketer's 2009 growth estimate of nearly 9% is
relatively conservative; projections from many researchers, analysts and media shops are far more bullish.

5. Growth in online display advertising will be sluggish

While eMarketer predicts display ad dollars will grow by a relatively anaemic 6.6% in 2009, behind the scenes there
will be much innovation as the industry figures out how to creatively deploy, integrate and measure the value of
display ads for branding purposes.

6. Ecommerce will see growth slip even further

There likely won't be a decline in the number of online buyers, but rather a pronounced decrease in their average
annual spend as consumers cling ever tighter to their purse strings. Look for retailers, as a result, to whack prices,
push deals and flood the Internet with digital coupons.

If you enjoyed this article, you should also read Digital Marketing Now: Seven Strategies for Surviving the
Downturn. For your free copy. www.emarketer.com/7Strategies.aspx
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McDonald's $100 Million Coffee Launch

McDonald's is about to outdo itself with its long-awaited national campaign for its new coffee line, touted as the
biggest launch in its history -- no small feat for a company that regularly drenches consumers in marketing.

While the Golden Arches won't detail how much it's spending on McCafé, the new product platform is expected to
receive an outpouring of more than $100 million fanned out across TV, print, radio, outdoor, internet, events, PR
and sampling beginning early this week. There's a lot riding on that budget: McCafé is expected to add about $1
billion to McDonald's bottom line in the U.S. -- about $75,000 per restaurant -- and the chain is banking on national
advertising to realize that lofty financial goal.

Suffice it to say the creative will be hard to miss.

"This is one of the bigger drum roll moments in McDonald's marketing for some time," said UBS analyst David
Palmer. He said initial trial for the products could dent rival Starbucks as much as 5% in revenue and same-store
sales. But it won't all be bad for rivals, he said. The massive media weight from McDonald's could lift the entire
category, since specialty coffee has never had the benefit of big bucks before.
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McDonald's understands that it faces a quality-perception hurdle with first-time buyers, so it's focused on "making
the product the hero" in TV spots with what Ms. Peleo-Lazar calls "chocolate-cake shots."

McCafe's African-American and Hispanic campaigns reflect preferences based on consumer insights. African-
Americans are more interested in sweeter beverages, while Hispanics tend to be coffee and espresso experts, so
they need assurance on quality.

The chain sees Twitter as "a key opportunity for listening, responding and conversing with our customers about
their experiences with McCafé,"
AdAge.com
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Personality predicts media usage

According to data from psychographic-research company Mindset Media, personality is a more effective prediction
tool for media usage than age, gender and income.

Sarah Welch of Mindset Media says "Demographics have long been thought to be [the indicator for] media
consumption. Young people use the web and watch TV, for instance. But there are so many different effective ways
to reach people ... using whatever psychographic your target segment has."

The study did include demographics and those overall findings reinforce common notions such as younger people
consume more new media, like the internet; older generations prefer print; high earners are most likely to read a
newspaper daily; and women read magazines more than men.

However, Mindset execs said the real discoveries are the findings based on personality. For instance, people who
have a lot of "bravado™ -- who prefer to leap before they look -- are 50% more likely than the average person to be
heavy consumers of all media. The same is true for people who rank low in "compliance" -- those who chafe at rules
and may be sarcastic. They are 60% more likely than the average person to be high consumers of all media.

Mindset Media works with 21 "standard elements" of personality it's come up with, including leadership, openness,
perfectionism and dynamism. Survey respondents are ranked in those attributes on a one-to-five scale. Leadership
ones, for example, are follow-the-crowd types, while leadership fives blaze trails.

Mindset surveyed more than 5,000 respondents via Nielsen's Online Panel in late 2008 and plotted their media

proclivities along with those personality traits.
AdAge.com
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Microsoft’s ‘Magic Wand'

Microsoft has applied for a patent on a hand-held controller that can be used to control devices in the home and
elsewhere.

Many users of technology want something like a Magic Wand -- really a high-tech universal remote control -- to help
them interact with the world around them via gestures and other movements.

Microsoft has applied for a patent on a "Magic Wand" -- literally.

The "magic" will actually be provided via multiple communications technologies and various types of controllers,
including video cameras, accelerometers and other velocity sensors, as well as location and direction sensors.

The patent application's abstract reads:

"The architecture can exist in whole or in part in a housing that can resemble a wand or similar object. The
architecture can utilise one or more sensor from a collection of sensors to determine an orientation or gesture in
connection with the wand and can further issue an instruction to update a state of an environmental component
based upon the orientation."

"A number of devices exist that are intended to operate or control objects in the environment, even some that are
specifically intended to leverage, simulate, or promote the appearance of magic," the application said.

"However, systems or devices in this technological area as well as even much broader market segments aimed at,
say, consumer devices in general often suffer from a variety of difficulties that stem from two market-driving factors
that are distinct and sometimes at odds with one another. In particular, consumers want devices that have a very
rich feature set. On the other hand, consumers also want devices that are small, convenient (e.g., to carry) and
easy to use," it continued.

Microsoft has been patenting inventions at a breakneck pace for the past decade or more.
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McDonald’s marketing boss defends ad strategy for kids

McDonald’s director of marketing Helen Farquhar has hit out at attempts to ban the advertising of ‘junk’ food,
claiming that the image portrayed of the fast food giant “isn’t reality”.

An alliance of groups called the Coalition on Food Advertising to Children (CFAC), including the Cancer Council and
The Parents Jury among others, recently created an online video to support its campaign to ban TV ads of
unhealthy food before 9pm, in order to protect children.

The video, called ‘Shamburger’, shows a man dressed as a hamburger attempting to visit a child at his home, only
to be forcibly ejected by his parents. The push was timed ahead of a government taskforce report into the issue,
due next month.

Farquhar criticised the video, saying: “It doesn’t represent our policy of responsibly marketing to children. It's so far
removed from what we do.
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Analyst: Apple execs outline future of iPhone

What's the strategy for increasing market share for the iconic iPhone in the long term?

The answer: lower the price, add more functionality, expand access overseas and pack any future models with
software that has a wow-factor.

This roadmap for where the iPhone is headed comes from applied technology analyst Yair Reiner of Oppenheimer &
Co., who told InternetNews.com that's what top Apple executives, including CFO Peter Oppenheimer, relayed to
him during a recent meeting.

"There's a lot of room to grow market share and Apple says the way to do that is by adding value in a number of
ways. One is by lowering prices. Then, by adding more functionality. They've always used a combination of these
two levers in their portfolio. And there's more runway in terms of geographical extension and by that, | think they're
passively acknowledging that China, with its population, might be a good target," said Reiner.

A smartphone showdown

News on the future of the iPhone comes at a time when the summer smartphone showdown is heating up on all
fronts and rival Research In Motion shows signs of gaining market share by aggressively entering the consumer
market.

Handset makers are all gearing up for key product releases, with the (NASDAQ: PALM) Palm Pre set to come out by
July. Some recent reports indicated it may go on sale before the Apple developer conference June 6, which is when
Apple is rumoured to planning the rollout of new iPhones.
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CIM aims to help marketers strengthen their influence

The Chartered Institute of Marketing (CIM) is using its latest policy document to address claims made in a Cranfield
School of Management study that marketers are "unaccountable, untouchable, slippery and expensive".

The CIM unveiled a white paper on Wednesday (20 May) called “Marketing’s decline: a wild exaggeration?”
designed to help marketers strengthen their influence and value in a company.

David Thorp (director of research and professional development at CIM, says: “Sometimes marketers are their own
worst enemy, failing to account for their often large budgets, falling back on dull and uninspiring campaigns and
being unable to explain the financial impact of their strategies.”
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However, the white paper found there was no significant difference in the proportions of either chief marketing
officers or CFOs that recognised the strategic importance of marketing (68%) or the exceptional importance of
branding (80%) to their business.

While 74% of CFOs agree marketing has its place in an organisation, they also say that the marketing department’s
primary responsibility is marketing decisions and nothing else.
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Burberry breaks billion barrier
Total revenues at luxury brands group Burberry have jumped by 21 per cent, breaking the £1bn barrier for the first
time, for the year ending 31 March.

Burberry chief executive Angela Ahrendts says “We also took rapid action to mitigate the impact of the economic
slowdown, aggressively reducing inventory, executing a £50m global cost efficiency programme, resulting in a
strong financial position and operating profit in line with guidance. We continued to refine and implement our key
brand strategies, adding innovation to core outerwear and accessories, while making significant progress on our IT
and operational initiatives,”
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UK High street predicted to sell legal services by 2011
The UK Legal Services Board is to open the market for legal services to 'alternative business structures' (ABS) in
2011.

Examples of ABS might range from a high-street firm offering both legal and accountancy services to a law firm
floated on the stock exchange. Consumers should get more choice, better value and more responsive services from
a market-place open to such diverse and innovative models.
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Online retailers missing sales

More than eight out of ten shoppers still leave ecommerce websites without making a purchase, according to new
research.

The study was carried out by industry analyst Redshift Research in conjunction with content optimisation specialist
Maxymiser. It found that 82 per cent of shoppers have abandoned an online shopping basket in the last year and 69
per cent would not return to a website if their experience had been unsatisfactory. As many as 63 per cent know
the addresses of their favourite sites and do not need to use a search engine.
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Slow websites, attempts to find cheaper products elsewhere or a simple change of mind were cited as reasons for
abandoned purchases. The research also found that 56% of respondents feel security is the most important factor
when shopping online, while 31% believe cost to be more important.

However, the research does show online shopping continuing to grow in popularity, with 57% of respondents now
regularly purchasing products on entertainment websites; 41% regularly buying electrical goods; 33% regularly
buying from clothing websites and 19% buying groceries online.

The research also suggests that retailers may need to rethink their Search Marketing strategies this year, as 63% of
respondents now go directly to their favourite websites rather than using a search engine.
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MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Interactive Ad Bureau issues PPC guidelines

New guideline issued today by the Interactive Advertising Bureau (I1AB) are aimed at reconciling what constitutes a
legitimate click in terms of online pay-per-click campaigns, in which advertisers pay publishers for each time a user
clicks on an ad.

To an Internet user, a click is a simple action, but for online advertisers who pay for them, accurately counting
those clicks is a complex task. In the past, advertisers have argued that often they pay for fraudulent clicks, usually
conducted by malware programs, though publisher sites counter that they have steps in place to prevent marketers
from paying for bogus clicks. Google was sued over click fraud in 2006 and agreed to pay an online advertisers $60
million, though it was in online ad credits and not cash.

Currently, Google and other search engines generally credit advertisers' accounts for click frauds they filter out
before sending advertisers bills, making it a passive, self-regulation.

The IAB set out to change that today by issuing its Click Measurement Guidelines, which establish parameters for
the accurate buying and selling of cost-per-click advertising.

Highlights of the new guidelines include: Defining the technical life-cycle of a click; including provisions for
identifying invalid or fraudulent clicks; established standard terms that will help streamline the buying and selling of
click-based media; and increased transparency and consistency in click measurements.
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Google relaxes AdWords trademark policy

Google has loosened its trademark policy for AdWords, the auction-based program where advertisers bid on
keywords to place text ads alongside search results. Under the new policy, Google will allow advertisers to include
trademarked names in their text ads, even if the trademark belongs to someone else.
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In a blog post detailing the change, Google likens the old policy limiting trademarks to a supermarket only being
able to advertise with generic terms like "discount cola" or "snacks for sale."

So this means that an online clothing retailer could include trademarked brand names like "Hugo Boss" in its text
ad.

There are limitations, which Google spells out in its trademark policy. Retailers, for instance, must sell the product
corresponding to the trademark, or the component parts relating to it.

The policy change brings Google in line with online competitors Yahoo and Microsoft, who have already adopted
what is a standard practice in the offline world.
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Australian Competition and Consumer Commission Clarifies New Pricing Requirements
Information to help business and consumers to understand the 'Clarity in pricing' amendments to the Trade
Practices Act 1974 has been issued by the Australian Competition and Consumer Commission.

The amendments, which took effect on 25 May, require if businesses choose to advertise a part of the price of a
particular product or service, they must also provide a single figure that reflects the total price to be paid.

This does not mean that businesses cannot show the various components that make up that price, but does mean
that if they do, they must also show, in a prominent way, the total price to be paid.

"The new law will not only mean consumers have accurate price information, but also that businesses have a more
level playing field on which to compete when it comes to price representations,” ACCC Chairman, Mr Graeme
Samuel, said today.

In addition to its industry-specific material, the ACCC has produced a general guide, News for business - component
price advertising, to explain the new provision and its application across all industries.

The consumer pages on the ACCC's website, www.accc.gov.au, also contain new information to explain the changes
and what consumers can now expect to see in advertisements.
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Marketing law - GAF'S gaffe over small appliances warranty cards
Buyers of small electrical appliances will be better informed about their statutory rights following Australian
Competition and Consumer Commission action.

GAF Control (Sales) Pty Ltd supplies a range of products, including small electrical appliances such as heaters, fans,
beauty appliances and kitchen goods under brand names including Tiffany, Avanti, Sunair and Heller.
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The ACCC raised concerns that the warranty card GAF supplied with its small electrical appliances breached the
Trade Practices Act 1974 as it contained misleading and false information about consumers' warranty and refund
rights.

The ACCC was concerned that in purporting to describe consumers' express
warranty rights, GAF had produced a card which could potentially lead a consumer to erroneously believe they had
no other rights — most importantly the statutory rights implied by the Act into consumer transactions.

Although suppliers of products can provide their own express warranties that enlarge a consumers' warranty rights,
they must not exclude or restrict consumers' statutory rights, or mislead consumers about their statutory rights.

The Act provides that consumers have certain statutory rights relating to goods bought from a retailer. For example,
if a good is defective the consumer may be entitled to request a refund from the retailer rather than simply accept
an offer of replacement or repair. Such a right is usually available for a reasonable time after the consumer received
the goods. The Act also gives consumers the right to seek compensation from a manufacturer or importer for loss or
damage suffered as a result of breach of statutory rights.

GAF has admitted that the warranty cards contained false and misleading statements about consumers' statutory
warranty rights.
www.accc.gov.au/content/index.phtml/item1d/322947.
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ESOMAR Launch of new professional guidelines

ESOMAR has released three new documents that give up-to-date guidance in line with the revised ICC/ESOMAR
International Code on Market and Social Research.

The new ESOMAR Guide on Distinguishing market research from other data collection activities: to ensure that
respondents and legislators perceive a clear difference which will help protect response rates and ensure the
industry does not attract inappropriate restrictions.

(NEW) Guide on Passive data collection, observation and recording clarifying the responsibilities of researchers
when collecting information from respondents including observation and ethnography in private or public places as
well as online, database enhancement, retail tracking, as well as audio and video recording of interviews and group
discussions.

The Codes & Guidelines can be accessed via the MAANZ website ~MAANZ is a supporter of the ESOMAR code...
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Events and Adverts

June

4th Annual PR & New Media Conference: Brisbane 2009
Dates: Tuesday 2nd and Wednesday 3rd JUNE 2009

Venue: The Stamford, Brisbane, Queensland

Website: www.frocomm.com.au

brainmates

brainmates will be running Strategic Product Management Training on the 18th and 19th of June for
Product Managers wanting be more strategic in the planning, development and marketing of their new and existing
products. The training provides attendees with practical knowledge, useful tools and skills to be more effective as a
market-driven Product Manager. Call us on (02) 9232 8147 for more information.

brainmates is also passionate about building a Product Management community. We invite Product Managers to join
us at our free networking event, Product Talks, on 14 May, to discuss the “Challenges of Developing and
Launching a New Product”.

Web 2.0 Within Business

29 - 30 June 2009

Holiday Inn, Perth

Whether you are in a large or small organisation, Web 2.0 evolution can be made possible provided that you employ
the right tools and strategies to reach your organisational goals. The task for practitioners is to move past all the
hype of Web 2.0 applications (Facebook and Twitter) and embrace the opportunities that these ideas present for
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the workplace. The power source of the Web 2.0 revolution lies in transforming e-business and giving a voice to all
stakeholders.

July

University of Queensland Business School

Women Executive Leaders 15 Jun - 19 Jun

Web 2.0 in Government
A one day conference exploring how the web is transforming Government
Date: 24th June 2009

Venue: Watersedge, The Rocks, Sydney
Researched & Produced by Frocomm www.frocomm.com

Strategic
Corporate
Communication

14.- 16 July, 2008
Melbourne

STRATEGIC CORPORATE COMMUNICATION

14 - 16 July 2009
Novotel Melbourne on Collins

Corporate communicators need to look for opportunities to refine and improve communication processes, cultivate a
more diverse range of skill sets and put in place plans that will not only see their organisations better placed in a
volatile market, but also lay the groundwork for success well into the future.

B&T Digital Bootcamp 2009

Perth Tuesday 22 July 2009
Brisbane Thursday 13 August 2009
Melbourne Tuesday 15 September 2009
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Sydney Tuesday 20 October 2009

University of Queensland Business School
Leadership for the Not for Profit Sector 6 Jul - 10 Jul
Supply Chain Management 13 Jul - 17 Jul

The Leadership Challenge 27 Jul - 31 Jul

Digi Tech:
The Future Face
of Marketing

Digi Tech: The Future Face of Marketing

30th — 31st July 2009

Sydney

The 21st Century is the age of technology! As a result the new sophisticated savvy consumer is now increasingly
prioritising green and environmentally safe products. It is vital marketing campaigns successfully integrate digital
initiatives into their existing marketing mix developing a unique approach in an arena focused online, reaching to
your consumer on a global scale.
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MAANZ Good Marketing Ideas

New Benefits for MAANZ members. In about a week the members section of the MAANZ web site will feature a
new type of information available free to members.
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Called MAANZ Good Marketing Ideas these will typically be short PowerPoint presentations of between 15 — 40
slides on a wide range of business, marketing and sales topics. Provided in a pdf format, these can be viewed on a
computer or pda type device.

It is expected that within a few months, about 60 MGMI’s will be available.

MGMI’s will also be available to non members for a small download fee at a later date
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Articles

Book Review: Waking the Giant. Revitalising the mature brand.

By Dr. Peter Steidl. John Wiley and Sons ISBN 9781742169521
Release date July 2009
Reviewed by Dr. Brian Monger

Most books are about launching new products and brands. But the simple fact is that most marketing managers will
never launch a really new product or brand. Most will be concerned with the care, feeding and revitalising of
existing brands. “More often than not, mature brands are owned by mature companies — companies that use
outdated processes and tools, being able to absorb inefficiencies and second rate strategies because of their size
and market power”

This is Peter Steidl's second publication about revitalising mature brands.

I particularly like and support his observation that strategy development (while important) is not the key success
factor — implementation is.

“...strategy selection deserves special attention. It is, actually, not that difficult to identify a range of revitalisation
options. It is much more difficult to select the strategy or bundle of strategies that will deliver the best return.”
Contents:

Part I: making the commitment
(Before we start, is it really worth the effort?; Abolish work practices that cause maturity; Adopt new work
practices; Move from expert to intuitive strategy.)

Part 1l: revitalisation strategies
(Deliver delights; Throw your master brand into battle; Brand vision archetypes; Use symbolism; Move from
exposure to engagement; Don’t engage in channel-neutral planning; Change the rules of competition)

Part 111
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(Is your brand revitalisation strategy aligned with the industry’s evolutionary path?; Is your brand revitalisation
strategy aligned with the consumers evolution?; Is your brand revitalisation strategy changing the brand construct
in the consumers mind?)

This is a very good book, well thought out and written and | recommend it to all marketing managers.

The following is an extract from Dr. Peter Steidl’s new book Waking the Giant. Revitalising the
mature brand

The Fallacy of Spending More

There are, of course, plenty of case studies and analyses that suggest companies should spend more rather than
less in a recession, and that it is, in fact, simply a matter of outspending competitors. They typically refer to
examples showing that companies that increased their advertising spending during recessions gained market share
and outperformed the competition once the recession was over.

This applies not only to advertising spending. Other case studies show that companies that spent more on research
and development (R&D) or product development pulled away from their traditional competitors. Even with respect
to acquisitions we can find this pattern. An analysis by management consulting firm McKinsey & Company of 1000
mainly industrial US companies over an 18-year period (1982 to 1999) showed, ‘Successful challengers maintained a
greater appetite for acquisitions during the recession than did their less successful former peers’.

Common sense would dictate that a company able to outspend its competitors significantly should reap benefits
with respect to market share and revenue. The problem does not lie in this overall assertion, but rather in the
implicit idea that simply spending more will deliver these results. Many of the examples cited are highly selective
and imply a causal relationship between a particular budget item, such as advertising spending, and an increase in
market share or capitalisation. However, the real world is hardly ever that simple. Rather, when delving into these
success stories we typically find a complex bundle of strategies, often executed by the management of a financially
sound company that entered the recession with a strong balance sheet. Sometimes we see a company succeeding
beyond expectations because a competitor dropped the ball, being totally unprepared for the economic downturn.

For example, an Intel versus AMD (Advanced Micro Devices, a company designing, manufacturing and marketing
chipsets and video cards) case study shows that Intel significantly outspent AMD during — and in particular coming
out of — a recession, laying the foundation for the former’s rise to dominance. Yet it is often overlooked that AMD
invested heavily in R&D and product innovation and was making progress with gaining market share when the
recession hit. The market slowed down and became risk-averse, which meant that AMD did not get the expected
returns from its aggressive investment into R&D, but rather found itself cash-strapped, having invested heavily into
what turned out (only with hindsight) to be the right investment at part of Intel's success do we then ascribe to its
increased advertising spend, and what part to AMD’s cash situation and unfortunate timing?

Another frequently quoted example is that of US cataloguer and retailer Talbot, which successfully strengthened its
market position while outspending competitors significantly on advertising. Yet Talbot had already taken important
action during the pre-recession period when it increased its flexibility through the extensive hiring of contract staff .
While advertising well above competitive spending levels most likely contributed to Talbot’s success, it is interesting
to consider how the company would have fared had it not addressed the flexibility issue to start with, which allowed
it to adapt quickly to changing demand by keeping its cost structure aligned with revenue flows. The point to be
made here is this: it is dangerous to simply apply one element of a complex strategy that has worked for some
companies during past recessions.
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Firstly, we need to keep in mind that the most successful companies have taken multiple steps and the combined
effect of (some of) these steps is likely to have contributed to the outcome, rather than a simple increase in
spending in any particular area.

Secondly, we need to accept that each recession, each industry sector and each company is different. Moreover,
even the timing of a strategy or initiative usually has a significant impact on its effectiveness. What works leading
up to a recession is often not effective during the early phases of the recession, and what works at the height of the
recession tends to be the wrong strategy when the recession draws to an end or during the post-recessionary
period. In other words, this is a complex situation that can hardly be addressed by simply pulling out the cheque
book. But it is not only complexity that makes this environment so challenging, it is also unpredictability. We do
know that certain changes in consumer and competitive behaviour will occur, but we can’t be sure when, nor how
significant these changes are likely to be. All of this demands a different approach to gathering insights, making
decisions and, most importantly, executing the resulting strategies. Nevertheless, we can learn from past
experiences. The past allows us to identify ideas, strategies, thinking directions and processes that are worth
exploring further. Thus, learning from the past can be extremely useful, while simply applying a particular, isolated
strategy that seems to have worked at some stage for some other company rarely leads to success.
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Marketing ldeas
The four things a service business must get right

Recommendation from a Frances X. Frei article in the Harvard Business Review

Frei recommends an additional step to selling services profitably: acknowledging and dealing with the fact that
customers themselves can erode the quality of your services merely by using them and thus jeopardise profitability.
For example, a customer dithering at a service counter slows things down for everyone behind him, introducing
frustration that can lead to lost business. How to consistently deliver service excellence despite customers' potential
to muck things up? Strategies include articulating which behaviours customers must demonstrate to get the most
value from your service, then designing services specifically to foster those behaviours. For instance, to get
customers using new self-check-in kiosks, airlines ensured that travellers could complete transactions with far fewer
keystrokes than check-in personnel used to need.

Silo Busting: How to Execute on the Promise of Customer Focus

Recommendation from an article by Ranjay Gulati Harvard Business Review
May 2007

Gulati affirms that if you decide to augment your products with added services, you'll need to be prepared to
manage customers in new ways. This may mean reorganising internally to support your new offerings. Why?
Knowledge and expertise reside in organisational silos and many companies find it difficult to harness their
resources across those boundaries in ways that customers value and want to pay for. This article presents
suggestions for internal reorganisation--including replacing traditional silos with customer-focused ones, developing
new customer-satisfaction metrics and incentives and giving people who are closest to customers authority to act on
their behalf.
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The Customer-Centered Innovation Map

From a Lance A. Bettencourt and Anthony W. Ulwick article Harvard Business Review May 2008

To refocus managers on customers' problems, break down the objective that customers are trying to accomplish
when using your products and services into eight steps: planning, gathering resources, setting up the environment,
verifying readiness, executing, assessing execution, making changes to improve execution and concluding the
process. Then look for ways to make one or more of these steps easier, faster, or unnecessary. For example, U-
Haul makes the "gathering resources" step easier by providing customers with pre-packaged moving kits containing
the right number and types of boxes required for a particular move.
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Sales Promotion to the Sales Force and the Trade

Brian Monger

While sales promotion directed at consumers is relatively recent, this is not the case for sales promotion targeted at
the sales force and resellers, which has a long history. In fact, in the case of resellers, sales promotion is the norm
rather than the exception. This topic provides an overview of these two sales promotion techniques.

Sales Force Sales Promotions

Sales promotion activities directed at the firm's sales force is intended to motivate salespeople to strive for the
optimum sales goal: the increase of overall sales levels. Short-term goals encompass securing new dealers,
promoting sales of new or seasonal items, communicating special deals to retailers, increasing order size and
decreasing sales expense, to name a few examples. In general, these sales promotion devices build enthusiasm for
the task at hand.

It should be noted that the sales force can be employees of the firm, a broker salesperson, or an independent sales
representative. This diversity in the organisation of the sales force makes the design of a sales promotion more
difficult. Building enthusiasm across all these possible sales force arrangements is quite a challenge. Yet
enthusiastic salespeople usually work harder at supporting the marketing effort. Often these programs are as much
to raise the morale of the sales force as they are for the creation of a sale.

Sales promotion activities directed at the sales force are classified in two ways. The first set of activities deals with
programs that better prepare salespeople to do their jobs. This includes sales manuals, training programs and sales
presentations as well as supportive materials such as films, slides and other visual aids. The second set of activities
are concerned with promotional efforts or incentives that will motivate salespeople to work harder. The types of
incentives employed have greatly expanded during the last decade.

Supportive programs

Training, the first set of activities, tends to be closely related to the job of the sales manager and will be covered in
greater detail in the topic on personal selling. However, in some firms, the sales promotion staff actually has the
responsibility of training and equipping the sales force and designing the actual presentation employed by the sales
force. This might include the sales manual, product catalogues, visual aids, photographs and other materials. Of
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course, depending on the needs and orientation of the company, the sales promotion staff might be involved in a
small part of this effort or not at all.

Probably one of the most common and popular activities under this heading is the sales meeting. These meetings
can take place at the local level or internationally, although national meetings are the norm. Depending on the
company and its objectives, the meeting will be some combination of business and pleasure. Often local and
regional meetings will be for business and the national meetings will be primarily educational and social. Although
social elements are important and can be an effective form of motivation, training and educational elements tend to
be more meaningful.

Since firms spend millions of dollars on training and education, it is important that these meetings are planned and
executed properly. They should be designed to meet the particular objectives of the group attending. For relatively
new salespeople, these meetings might involve emphasis on product training and sales skills. For more experienced
salespeople, the subject might be motivation or morale. In either case, the meeting must be customised to the
audience and every detail should be settled before the meeting begins. It is important that the participants
understand the extent to which each meeting is to be business versus pleasure.

Another part of the training-related process developed for the sales force is supportive materials, illustrative
materials that provide information to the salesperson or materials that can be used directly in the sales
presentation. Typically, the sales manual is the most useful to the salesperson because it contains elements of both
product information and the sales presentation. In the case of technical companies with extensive product lines the
sales manual might be several volumes long. It usually contains product descriptions, prices, manufacturing
processes, delivery times, product applications and suggested sales techniques. The sales manual is as important to
the salesperson as a playbook is to a professional football player. Because much of the information is confidential
and the salesperson may make extensive notes in it, it is guarded closely. Often, the sales promotion staff has a
large part in the design of this manual.

Sales portfolios and product models

Sales portfolios and product models are devices that are used in conjunction with the sales presentation. The
portfolio can take many forms: a flip chart, a ring binder, slides, photographs, transparencies and so on. It is
coordinated with the verbal presentation to illustrate and highlight certain parts of the presentation. The models
serve the same purpose. Some products demonstrate very well, others do not. A prototype or scale model might
work well for small equipment, but look like a ridiculous toy for a three-story overhead crane. In the latter case
slides or a movie might be substituted or the prospect would be taken to see the product installed and operating.
Here again, sales promotion expertise is employed to develop and design the appropriate materials.

There are also materials that the sales force receives on a somewhat regular basis. One example is the house
organ. Also known as the company newsletter, newspaper, or magazine, its purpose is to relay company programs,
policies, new products, meetings, awards and retirements to the personnel. Larger companies may also develop
special bulletins developed just for the sales force. Such bulletins may highlight certain products, meetings, or
people. In any case, these types of communications can be helpful in keeping the salesperson informed and in
creating higher morale and motivation for the entire sales force.

Motivational programs

Developing incentive programs for the sales force is very much the domain of the sales promotion department. It is
not difficult to understand the popularity of this device for improving sales performance. The sales force of any
company represents a more or less captive audience-measurable and capable of being reached most readily. This is
the most direct point at which one can apply stimulus to add profitable volume.
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Although the prizes or awards given to a salesperson as part of the incentive program are very important, they are
only a part of the incentive program. There are several other considerations in this process. The first step is to
determine the objectives of the incentive program. The overall objective of any incentive program, whatever its
specific orientation to sales goals, is to get a little more sales effort from everyone in the organisation. To do this,
the incentives must obviously be keyed to each participant's individual past performance and present potential. This
suggests, of course, the setting of quotas as a basis for awarding incentives and a majority of sales incentive
campaigns do indeed base awards on quotas. In fact, the wisdom and equity of quotas may very well determine
the success of the entire program. While specific objectives are as individual as the sales manager's name, common
objectives are to:

Introduce a product to a new distribution area
Reduce selling costs

Improve working habits

Offset competitive promotions

Increase total sales volume

Another value of defining objectives lies in the fact that it forces a closer examination of just how the incentive
campaign is going to arrive at the objective. This is the second step in the process-to communicate clearly to
members of the sales force precisely what they are expected to achieve and how they are to achieve it. This begins
by specifying the basis of awards. Four broad methods are used to provide award credits to salespeople.

1. A fixed number of awards are given to the top producers in terms of total volume (a head-to-head contest).
2. Awards are tied to unit sales on an absolute basis (no consideration for territory potential or previous
record).

3. A fixed number of awards are given to those performing best in relation to their individual quota.

4. A quota is set individually for each salesperson and awards are based on the percentage of quota
performance.

A third step in designing an incentive program is deciding just which members of the sales force should participate.
In some cases, all salespeople may be the obvious answer. But if there are several categories of salespeople,
divided by product line, by type of account, or in some other manner, it may be appropriate to limit the campaign to
one or two groups or to provide different goals and rules for different classes of sales personnel.

The fourth step involves several time decisions. Three time factors are important: the specific break time of the
promotion, the duration of the campaign and the planning lead time allowed to prepare for the push.

The promotion break date has to be dictated by marketing decisions. For example, if the sales incentive program
backs a trade or consumer promotion or if a new product is being introduced, these factors will determine when the
campaign begins. How long to run the program is influenced by the user's product distribution, type of salespeople,
program objective and the executives' experience or feeling as to what works best for their particular organisation.
The average length is slightly more than eighteen weeks. The other aspect of incentive timing is how much time is
required for advance planning. Average lead times fluctuate quite a bit, between twelve and twenty weeks. During
times of economic uncertainty this time frame is substantially reduced.
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Determining the type of awards and prize structure is the fifth step in the incentive planning process. This decision
is closely interrelated with other factors such as budget, length of campaign, theme and nature of the salespeople.
While all salespeople may be subject to approximately the same group of emotions, not all respond to the same
stimuli. It is important to know salespeople as individuals, to understand their income level, social and economic
status, personal interests and tastes and anything else that will help plan a successful prize selection.

Initially, the decision begins with a choice of travel, merchandise, or a combination of the two. Travel has come to
be the glamour incentive award in recent years and users will probably wish to consider it if they are planning a
relatively long-term promotion with a budget that can be tailored to offer trips to a fair number of winners at the
top, with merchandise awards for lower qualifiers.'

In looking at specific types of merchandise utilised in sales incentive programs, there are no particular rules except
the obvious ones of fitting types of items to the people involved and of matching budget allocations. It may be
useful to see what merchandise is selected by large numbers of salespeople when they are given free choice from a
catalogue of thousands of items. Besides merchandise and travel, there are two other forms of prizes used-cash and
honour awards. Cash has several drawbacks associated with it. It has motivational power to the same degree as
the salary or commission income of the salesperson, but no special stimulus or recognition value. There are also
practical arguments against cash awards. First, cash will buy from a third to twice as much when put into
merchandise form. Also, awards offered to salespeople are usually in a class the recipients look on as luxuries.
Thus, these awards are special, while the cash may not be. However, during economic down times, cash awards
may gain in appeal.

Honour awards appear to be a more positive form of reinforcement. They provide recognition in its purest form,
although they usually lack the intrinsic value of tangible awards. A weakness in the use of honour awards alone is
that they must be few in number if the honour is to have real meaning. As a result, honour awards may often be
an ideal recognition element to add to a merchandise or travel incentive program, enhancing the psychological
effect of winning at small additional cost to the company.

The sixth and final step in developing a sales incentive program is selecting a theme. Confronted with an important
objective, a realistic quota, workable rules and attractive awards, one would think that the average salesperson
would be ready to work hard. However, it doesn't work that way. The salespeople may know all the right answers
as to what they should do and how; they may have a clear view of their own self-interest in the program; and they
may still just stand there. They have to be sold and sold hard, at every step throughout the campaign Their
imaginations have to be sparked and their enthusiasm fired up.

All the things a sales manager and promotion manager do to promote a campaign stem from one or more words
that are called a theme. The theme of a sales incentive program is much the same as any other theme, except it
may appear a bit more outlandish in some cases. A theme provides a frame for the whole picture of the incentive
program, gives unity to the promotional materials and adds a little extra fun. Popular themes have been related to
games or sports, travel, company honour club and sales objective tie-ins, to name a few.

Trade and Dealer Promotions

Everybody knows what a middleman or dealer is, but it's hard to find agreement on how to move this person to
desired action. A dealer, to generalise, is someone with a very hard head full of gross margin figures, with a store
full of absolutely priceless shelf space and with very little imagination when it comes to merchandising a
manufacturer's product. While the stereotype may be overdrawn, it is still basically true that in most fields the state
of dealer relationships is a source of major frustration. The retailer's perfectly good arithmetic tells him or her to
get the best dollar movement out of every square foot. The manufacturer is certain he or she has an appealing
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formula, if the dealer will only push it. Bringing the two points of view closer together is partially the responsibility
of sales promotion

Goals of trade (Dealer) sales promotions

The objectives of sales promotions that are aimed at the trade are different from those directed to the consumer.
Trade sales promotions hope to accomplish four overall goals:

1. Support, in-store merchandising, or other trade support

Strong retail support at the store level is the key to closing the loop between the customer and the sale. Retail
support can be in the form of feature pricing and point-of-sale materials, or superior store locations for the product
(usually shelf space).

2. Control inventory

Sales promotions are used to increase or deplete wholesaler and retailer inventory levels. Sales promotions can also
help to flatten the peaks and valleys between seasonal items.

3. Expand or improve distribution

Sales promotions expand product distribution to new areas of the country or new classes of trade. Sales
promotions are also used to distribute a new size of the product. If existing outlets stock the new size while
maintaining the old, the sales promotion will have been most effective.

4. Motivate the channel

The motivation of the sales and distribution channel can be achieved through sales promotions. The goal is to
generate excitement about the product among those responsible for selling it.

The ultimate gauge of a successful trade promotion is whether more product is purchased by the end user as a
result of improved reseller effort or superior product presentation. The responsibility of planning the trade
promotion is usually that of the senior marketing officer or product manager. The actual decision as to the amount
of the deal and its timing is made jointly by the marketing officer, sales manager and campaign manager. Since
these deals have such a direct bearing on the pricing strategy and ensuing profitability, deals may have to be
cleared by top management as well.

Types of dealer sales promotions

There are many promotional devices available to the manufacturer that hopefully will convince or motivate
middlemen to engage in certain activities. The appropriate devices to employ depend on a myriad of factors such
as type of middleman, services offered, product distributed, price structure, margins, competition and so on. These
promotional devices include:

Point-of-purchase displays
Contests

Trade shows

Sales meetings

Push money

Dealer loaders

Trade deals
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Point-of-Purchase Displays

The forms POP displays take can include special racks, display cartons, banners, signs, price cards and mechanical
product dispensers. In an industry such as the grocery field where a consumer spends about three-tenths of a
second viewing a particular product, anything that can give a product greater visibility is valuable. This is even
more important when evidence suggests that a large percentage of consumers' choices are actually made in the
retail store. And as most retailing is totally or partially self-service, displays play a big role in the decision-making
process. Several displays designed by Harbour Industries show the variety available.

However, it is one thing for manufacturers to know POP displays are good for them, but quite another to convince
retailers that they will benefit as well. Unfortunately, this is not always accomplished, as judged by a recent
estimate that as much as 50 percent of the free point of-purchase material is never used by retailers. Probably the
most effective incentive for a middleman to use a POP is for the manufacturer to take great care in planning and
designing every detail of the display. If a retailer is willing to use your display there must be a high probability that
it will generate greater sales for the retailer.

It is important that the theme shown on the POP material coordinates with the theme used in advertisements and
:)y salespeople. In addition, the display should be designed with the physical elements of the retailer in mind.
Since shelf space is at such a premium, the display should not waste it. Many of the most successful supermarket
displays are end-of-the-aisle structures that take up no shelf space.

The display should also be well-designed. Structurally, it should be constructed of quality materials so that it is
sturdy, will not fall apart and can be easily assembled and unassembled. Aesthetically, the display should use
colours, pictures and shapes that are attractive and that harmonise with the general theme of the store.

Finally, one of the most successful ways of promoting POP materials is through a professional, well-planned
presentation. In the case of General Electric, this involves many hours of preparation which would include
supportive statistics, examples of the POP, a discussion of the promotional strategy and good selling techniques.

Contests

As was the case in motivating salespeople, contests can also be developed to motivate middlemen. Thus, much of
the criteria described earlier applies equally to channel members. The prizes tend to be the same and there is often
a need to customise the program for the particular reseller group one is trying to motivate. Typically, the prize is
awarded to the organisation or person who exceeds a quota by the largest percentage.

Great care is necessary in designing contests. Although there is a need to involve as many people as possible, the
rewards offered may be so stimulating that the possible winners might engage in activities that are detrimental to
their companies. Retail salesclerks have been known to push the product of the contest company to the total
exclusion of competing brands. These practices can cause serious conflict between channel members. Also, the
length and quality of contests need to be carefully governed. Contests are only effective if they take place
periodically. This notion of "something special” should also be displayed in the manner in which the contest is
promoted and organised and in which the prizes are awarded. Contests can provide ;short-term benefits and can
help improve the relationship between the manufacturer and other middlemen if conducted properly.

Trade Shows

Hundreds, if not thousands of manufacturers of consumer and industrial products display their wares at trade
shows. For many types of' businesses, trade shows provide the major opportunity to write orders for their
products. For others, it allows them to demonstrate their products, provide information, answer questions and be
compared directly with their competitors.

www.marketing.org.au 46 info@marketing.org.au



T?J'C

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

In turn, trade shows allow manufacturers to gather information about their competition. Since all the companies
are attempting to provide a clear picture of their own products to potential customers, this same information is
available to competitors. Consequently, quality, features, prices and technology can be easily compared.

The motivational aspects of trade shows cannot be underestimated. The booths need to be staffed by the
manufacturer's top salespeople. The trade show brings these salespeople into direct contract with top executives
representing various middle agents. The salesperson can meet these people, introduce the product, demonstrate it,
field questions, gather information and establish future contests. The social aspect of trade shows is also important.
The atmosphere tends to be relaxed. Free products are distributed. Parties are sponsored by most manufacturers.

Although the trade show is less formal than the normal selling situation, it does not mean that any less care should
go into its planning.

Sales Meetings

Somewhat related to trade meetings, but not nearly as elaborate, are sales meetings sponsored by manufacturers
or wholesalers). Usually, these meetings are conducted at the regional level and are directed by sales managers
and their field force. In some instances, a major marketing officer from corporate headquarters may direct the
proceedings.

The purposes of these meetings are varied. Often they occur just prior to the buying season and are used to
motivate middle agents, to explain various aspects of the product or the promotional campaign, or simply to answer
questions.

Besides annual or semi-annual meetings, there are also periodic meetings that may be called for additional reasons.
A common set of reasons revolve around the need to stimulate through contests or facts and figures, to discuss
problems and to announce new products (advertisements, etc.). Sales training is also a major part of these
meetings. However, a company must be careful any time it takes employees away from their job. In many cases,
special incentives must be offered just to guarantee attendance.

Push Money

Although the term push money has acquired a negative, almost illegal interpretation, it is a common technique used
by many manufacturers. It simply means that for a given period of time, a manufacturer will pay a retail
salesperson a monetary bonus for every unit of product sold. For example, a manufacturer of refrigerators might
pay a $30 bonus for model A, $25 for model B and $20 for model C, between May 1 and September 1. At the end of
that period, the salesperson would send in evidence of these sales to the manufacturer and would receive a cheque
in a few days.

As is the case in most of marketing, there are certain situations in which push money is more effective.
Undoubtedly, it works much better when the salesclerk has an inherent responsibility for the sale of the product.
Products that have to be demonstrated, explained, or have a high unit cost would be best. This strategy also
requires the complete cooperation of the retailer. If retailers feel that push money would be bad for morale or
would cause a disproportionate emphasis on a particular brand, they will more than likely veto its use. There are
also some ethical issues related to push money that have not yet been resolved. Still, the technique can create a
great deal of enthusiasm and motivation at the middle agent level and will continue to be used.

Dealer Loaders

A dealer loader is a premium that is given to a retailer by a manufacturer for buying a certain amount of product.
Although there are several possible combinations, two types of dealer loaders are most common. The first is a
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buying loader, typically a gift given for buying a certain order size. The second is a display loader, in essence a
display that is given to the retailer after it has been taken apart.

Both strategies can be successful in the right situation. Buying loaders are most often used as a door-opener in
order to get shelf space in a new retail outlet, or when an exceptionally large amount of product must be sold.
Display loaders are used in conjunction with special promotions when it is important to get the point-of-purchase
display into the store. The underlying motivation for both is to move large amounts of product in a short period of
time.

Trade Deals

Trade deals incorporate a series of strategies that have one common theme-to encourage middlemen to give your
product special promotional effort that it would not normally receive. These promotional efforts can take the form
of special displays, larger than usual amounts being purchased, superior store locations, or greater promotional
effort. In return, retailers sometimes receive special allowances, discounts, goods, or cash.

The money spent on trade deals is substantial and in many industries, such as groceries, it is a fundamental way of
doing business. As such, trade deals are expected in many businesses and may provide the primary incentive in
receiving retail support. In addition, these programs are flexible and can be changed from day to day or even more
frequently if necessary. The largest problem is making sure that everyone in the organisation is aware of these
frequent changes. There are many examples of companies that created bad will or lost customers because not all
the parties processing the sales order were aware of these changes. Finally, trade deals can be combined with
other promotional strategies that provide an irresistible packet for a particular middleman.

The negative aspects of trade deals are also real. The most serious has been alluded to earlier. In many industries,
trade deals are expected and a manufacturer who did not offer such incentives would be doomed to failure.
Obviously, these deals can get out of hand quite easily. In some situations, where the retailer may dominate the
channel, manufacturers may be played against one another-r until some have reduced their profit levels to an
untenable point. There are also the problems of retailers either not passing the discount on to the consumer or not
meeting their end of the agreement. In the former instance, the program developed by the manufacturer may
revolve around a lower price. If the retailer does not cooperate, the manufacturer is put into a disadvantageous
position. The latter problem exists because it is so difficult to monitor the many retail outlets involved in the
promotion.

Even if retailers are suspected of pocketing allowance money, there is a great risk in confronting them with the fact.

There are two general types of trade deals. The first type is referred to as buying allowances and includes
situations whereby a manufacturer pays a middleman a certain amount of money if a certain amount of product is
purchased during a certain time period. With this strategy, meeting the specifications of the deal is all that is
required of the retailer. The payment may be given in the form of a cheque from the manufacturer or a reduction
in the face value of an invoice.

The count and recount technique is one approach used as part of the buying allowance. This is the offer of a
certain amount of money for each unit of product moved out of a wholesaler's or retailer's warehouse during a
specified time period. The title comes from the fact that the local sales representative will take a count of
merchandise on hand at the beginning of the period and a final recount at the end of the time period. Thanks to
the computer, this counting process can be greatly simplified.

A buy-back allowance is another type of buying allowance. This allowance immediately follows another type of
trade deal and offers a specified amount of money for new purchases of the product based on the quantity of
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purchases made on the first deal. Its purposes are to motivate repurchase of a product immediately after another
trade deal on the product has served to deplete warehouse stock.

The final type of buying allowance is referred to as a free goods allowance. This is the offer of a certain amount of
product to wholesalers or retailers at no cost but based on the buying of a stated amount of the same or another
product of the manufacturer. The middle agent is given free merchandise instead of money. A manufacturer might
offer a retailer one free case of merchandise for every twenty purchased.

The second category of trade deals relates to advertising and display allowances. An advertising allowance is a
common technique employed primarily in the consumer products area. In this situation, the manufacturer pays the
wholesaler or retailer a certain amount of money for advertising the manufacturer's product. The money can only
be used to purchase advertising, although policing this process may prove difficult.

Many manufacturers will require some evidence of performance in order to assure themselves of proper behaviour.
Nevertheless, middlemen may view this as a type of personal bonus and engage in devious behaviour such as billing
the manufacturer at the much higher national rate rather than the local rate. Several types of criteria can be used
to determine the amount of the allowance, from a flat dollar amount to a percentage of gross purchases during a
specified time period.

Closely related to an advertising allowance is cooperative advertising. This is a contractual arrangement between
the manufacturer and the middle agents whereby the manufacturer agrees to pay a part or all of the advertising
expenses incurred by the middleman in advertising the manufacturer's product. The deal is usually restricted to
newspaper, radio, or television advertising. Here again, because of a few dishonest middlemen, manufacturers
normally do not pay for the advertising until they get some verification from the medium or a copy of the
advertisement.'

Another form of display or advertising allowance is a dealer listing. In this instance, a manufacturer may be
announcing a new product or running a special promotion. As part of a regional or national campaign the
manufacturer will provide space on the advertisement to list all the retailers at which the product may be

purchased. This technique not only generates traffic for the retailer but also makes the retailer feel that he or she is
receiving a direct benefit from the manufacturer. There is also a certain prestige involved when a local retailer's
name is associated with a national advertisement.

A display allowance is the final form of promotional allowance. Retailers are shown many displays by manufacturers
every week. Some manufacturers will pay retailers to select their display. This payment can be in the form of cash
or goods. Retailers must furnish written certification of compliance with the terms of the contract before they are
paid. Again, because so many manufacturers offer this allowance, retailers tend to select displays that yield high
volume and high profits, as well as being easy to assemble.

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Keys to Conflict Resolution,

This article addresses the risks posed by the common concept of the ‘personality conflict’ and identify ways to
intervene for a positive outcome. This information may be useful to the person directly involved in the conflict, but
is directed specifically at the supervisor or manager who may have to take a problem-solving facilitation role with
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the involved individuals. “Personality conflict” is common conversational shorthand for the complexities of a poor
relationship, so it's not surprising many an employee will explain his or her difficulties with a fellow employee or
supervisor with those words. But the savvy manager, seeking to resolve conflicts and restore cooperation and
collaboration in the work-group, should recognize that the circularity of the “personality conflict” concept is a
potential trap for all concerned. For example, Bob doesn’t like Paul “because we have a personality conflict”. Why do
they have a personality conflict? “Because we're just too different; we don’t get along!” Why don’t you get along?
“Because...we have a personality conflict!” And so it goes, seemingly unsolvable and perpetual and the frustrated
supervisor or manager may be prone to ineffective shortcuts (“Just work it out!”), while the involved employees
become increasingly polarized and their fellow employees increasingly uncomfortable. The antidote is relatively
simple, but requires an investment of unwavering persistence by the person facilitating resolution of the dispute:

Do not allow either party to use the “personality conflict” explanation without gently but firmly rejecting it.
Make it clear that “personality” is a label for the judgments we make about people based on what we observe them
doing or not doing.

Personality labels are umbrella terms for our assessments of others’ behaviours, but personality labels are too
general to be helpful.

Emphasise that the conflict can and will be solved by examining specific changes that each party may request of the
other. What, specifically, has each party done (or failed to do) that has contributed to the breach and what can
each party change in his or her behaviour (not “personality”) to improve the relationship? It is only this path that
allows the manager-as-mediator to steer the conflict resolution process away from the murkiness and circularity of
personal styles and preferences and instead toward shared goals (mutually respectful and cooperative behaviour, a
more tolerable working environment) and productive negotiation. Typically, the discussion will intermittently regress
back to personality labels and generalisations (e.g., “He’s too much of a control-freak” or “She’s just unfriendly™).
Each time, the facilitator should label the drift (“that’s a label and it's too general”) and steer the discussion back to
specific behavioural incidents that require resolution and identified goals for an effective working relationship. In
many cases of conflict, effective resolution is greatly enhanced by use of the two Keys discussed to date:

Back to top
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7 Tactical Reasons To Use Mini Campaign Websites

Jerry Bader

How many websites should your company have?

That's a question that comes up often in discussions with clients, but perhaps the idea never crossed your mind.
Why would any company need more than one website? Not to be glib but the answer is as many as you need, but
how many is that?

If you're a large corporation it is fairly obvious that you need a separate site for each brand you offer and a
separate site for corporate background material and perhaps investor information.

But what if you're a small or medium-sized company with a limited number of products or services? Then the
question becomes, do your products relate to one another? Does one item flow into the next? Is your audience for

www.marketing.org.au 50 info@marketing.org.au



T?J'C

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

each product or service the same? And what about totally different audiences for the same product: audiences that
need to be approached with totally different tactics? And then there are special circumstances like
new product launches, time sensitive marketing campaigns and limited availability offers?

Mini Campaign Websites and Alternative Marketing Websites are an effective method of enhancing your marketing
efforts and targeting optional audiences you would never have otherwise reached using your traditional sales
marketing approach.

7 Tactical Reasons To Use Campaign Websites

1. Focus Your Presentation: eliminate distraction and non relevant clutter

It is human nature to want to get your money's worth, but when it comes to website marketing this can be counter-
productive. Wanting to cram everything you offer into one website aimed, or more to the point not aimed, at every
interested audience only creates clutter and confusion.

Forcing visitors to sift through reams of material only creates frustration and irritation and with a click of a mouse
they're off to the next competitor listed on their favourite search engine before they even get to your relevant
information.

A campaign or brand specific website allows you to get right to the point. Greet your targeted audience with a
signature video Web-host supported by appropriate images and text. If a lot of text material is required then have it
turned it into an audio presentation so the material is made more accessible, understandable and easy to absorb.

A focused brand or campaign site shortens the sales cycle by making what you offer clear and distinct; it provides
visitors with the sense that you are both competent and innovative in what you do and how you do it.

2. Use Alternative Tactics: experiment with non traditional campaign and sales' approaches

Most companies follow a consistent sales approach that they have found successful. This is both a good thing and a
bad thing: following a plan that has worked in the past aimed at your traditional customer base makes sense,
except that it also limits you in reaching new audiences for your products and services.

There may be markets for what you offer that you have never thought of, or that you are afraid to approach
because they conflict with your current methods, promotions, or initiatives.

Why give up on these potential customers when you can create an audience specific Web-presentation on a
separate campaign website aimed specifically at that market. With a series of highly targeted websites you speak to
the needs of specific audiences and at the same time insulate your regular clients from the alternative approaches.

In a highly competitive marketplace, your competition will be looking for every opportunity to take advantage of
markets you ignore. Don't let them. You can get to them first and establish your company as the niche leader.

All it takes is a little imagination, effort and a budget to implement. This way you can have your cake and eat it too.
3. Create Urgency & Impact: campaign sites urge quick response, while creating a memorable impression

Website visitors are always complaining how much time it takes them to search for and find the products and
services they need. This often translates into complaints about download times, but the fact is, with the extensive

availability of broadband, it's not download times that frustrate people, it's having to search through multiple pages
and
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levels, in a hide-and-seek game to find what they want.

A campaign or brand-specific alternative marketing site gets right to the point and delivers the information or the
promotion referenced in your email, banner and print ads, or television and radio commercials.

And if you use a signature video Web-host to deliver the information, you are making sure the presentation has
impact; so even if a visitor doesn't view everything, they at least get the core message in a way they won't forget.

Your targeted marketing sales pitch won't get watered-down by extraneous information that just gets in the way.
Depending on how the site is constructed and what the marketing objectives are, a campaign specific website can
create a sense of urgency by building in a time sensitive expiry date.

4. Target New & Alternative Audiences: create new markets for old products and services

Not every audience for a product can be approached with the same tactics. Specific brand or campaign sites allow
you to customise your approach for new or alternative audiences appealing to their specific lifestyles or behaviour
patterns.

If you've had experience running a sales staff or rep network, you know that salespeople who call on one specific
market are rarely successful when asked to simultaneously call on another. Different markets require different
approaches. Like a one-size-fits-all hat, it rarely fits anybody. Customise and isolate your approach to different
markets, so you can speak directly to that market's needs and attitudes.

The marketplace is often more innovative than the marketer in finding new ways to use old products; ways the
manufacturer never realized existed. Ask your customers how they use your products and then go after that market
with a direct campaign that takes advantage of that specific niche.

5. Isolate & Differentiate Brands: target specific audiences with specific tactics

Companies that offer a large number of products or services often confuse potential customers by presenting far too
many options and alternatives.

The result is the Webvisitor doesn't buy anything because they don't want to purchase the wrong thing, or not get
the best deal. Even if you get the sale, you may lose the customer because they made the wrong decision.

You want to offer prospects a limited number of distinct alternatives, just enough so they feel they have been given
a choice and don't have to look elsewhere. But too much choice within the same product category creates buyer
indecision. If a product or service is aimed at a particular market because it has specific features, create a separate
website to sell it. Isolating a product line on a separate website allows you to create a distinct image and brand
story for that offering.

6. Accelerate Comprehension & Shorten Sales Cycle: be clear, be understood, be direct and sales will follow
Campaign websites get right to the point. They present the marketing message quickly, and promptly direct people
to take action without making them wade through mission statements and corporate histories that for campaign

purposes just get in the way.

The longer it takes for someone to understand what the campaign is all about, the less likely they are to stick
around long enough to make sense out of it. This is why we strongly recommend adding video and audio to the
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presentation. Video and audio allows you to say what needs to be said in the most understandable, persuasive and
memorable manner.

When it comes to website visitors you probably only have one shot at making a lasting impression, so don't blow it
by delivering a boring or confusing presentation.

7. Support Other Advertising Efforts: supplement other marketing material with engaging, viral presentations

Campaign websites can function as landing sites and contact venues for print, television, radio, online video, banner
and display ads, as well as for articles, newsletters and news releases.

By segregating your campaign site you can more easily track responses better than if the campaign material was
integrated into your corporate site. Separating your campaign website from your main site allows you to experiment
with marketing tactics aimed at new or alternative audiences, with approaches that may not be suitable for your
regular site visitors. You may not even want your regular customers to know that it is your

company that's running the campaign, so people will regard it as something completely new.

A Final Word or Two
You've heard about the "Long Tail" and 'niche markets' but what have you done about it?

So many companies sell the same product, the same way, to the same audience, that people no longer pay much
attention. Look no further than the search engine optimisation market, when was the last time you actually read
something truly different, truly innovative about SEO? What makes one company's promise of top ten ranking any
different from the next? And if everyone who paid for optimisation was in the top ten in their category, you'd have
to redefine what the number ten means.

Today companies, especially small and medium sized companies, have to be different to be heard. They have to be
bold and innovative and constantly try new approaches to reach their audiences.

By trying different tactics using different websites delivering alternative presentations, to alternative audiences you
expand and build your business without the concern that these bold new approaches will negatively affect your
more conservative existing clientele.

Jerry Bader is Senior Partner at MRPwebmedia, a website design firm that specializes in Web-audio and Web-video.
www.mrpwebmedia.com/ads,
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Action suggestions for better sales management
Consider telephoning your own office occasionally (or asking someone to do it for you), to get some objective
feedback about just how your clients and prospective clients, are received.

One action which may help early on to persuade those senior members of an organisation whose commitment
needs to be given before action can flow easily, is to make information available in manageable or palatable form.
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While it may be asking a good deal to expect everyone to take in a large volume of information reading this topic,
for instance - circulating some information, in the form of charts for example (which can also be used at a meeting -
as a visual aid), can begin to win others over.'

If you appear more attuned to the client's thinking than others, you will create a better and easier, basis for
everything you do.

Preparation in all its forms is often skimped so, while pressure of work (not least client pressure) may make it
difficult, it is a very worthwhile investment and an important, easy step towards positive differentiation to make sure
it happens.

Resolve to get hold of the meeting, ensure you are in the driving seat. Run the kind of meeting you want and
clients find they like preferably like better than they do any competitors' and you will give yourself a head start.

Those who find out more about client needs, really find out and are seen to do so by the client, have a head start
on everything else that follows. It can be the first step to beating competition.

In a technical business, the aspect of making things understood, clearly understood, can be easily overlooked (you
may feel you need some help in making things more persuasive, but surely not simply in explaining the
organisation, its services or a particular approach.) Make sure you really do explain clearly. At least as many
prospects are lost solely because they are confused as because they are inadequately convinced. Check if you are
not sure.

Talking benefits is always a basic component of an effective sales approach; it translates the case into clients' terms
and makes it absolutely clear you are seeing things from the client's point of view. Check you are doing it justice;
all the briefing and much of the thinking about the organisation and its services will be introspective and may
prompt an introspective view and approach, unless you do so.

Obtaining feedback, maintaining a two-way aspect to the conversation (yet maintaining control) is crucial. Some of
it is as simple as making sure you listen. 'Pardon?' Listen, really listen and use and be seen to use, the information
you are given to tailor your case. Anything else will seem like the 'standard patter'.

You should rarely be caught out by objections you have not foreseen, at least in general terms. Thus, handling
them effectively is another result of good preparation. There will always be some, however, that demand you are
‘quick on your feet'. An apparently unexpected objection, well handled, can be impressive and taken as a display of
competence,

Some of the business will always go to those most prepared to tie it down positively. It can be awkward actually to
say 'Right, when do we start?' (probably because we know they could say 'no'), but not asking - or saying 'Please
think about it' leaves us open to more positive thinking competition.

Always consider carefully just what a 'sales letter' actually is. Many kinds of letter have a sales connotation and
need to be persuasive. Some may see them as ‘administrative', as a surveyor or architect may see certain letters
about technical matters on a project, or as an accountant may see the so-called 'management’ letter sent after an
audit - some see this as the final stage winding up the project and see no need for any sales orientation in it, while
others see them as the first communication of a new period and by reviewing matters and flagging action for the
future, it takes on a very clear sales role. This kind of view reminds one of the difference between the person who
sees the glass of water as half-empty or half-full - a sales orientation sees opportunities everywhere.
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Another element that is increasingly necessary (and asked for) is CVs of those who will be involved on a project. It
should be clear that these should be tailored - as the rest of the proposal is - you should resist the temptation to
send out the standard versions, they may well need some editing to ensure they emphasise the appropriate aspects
of staff experience and expertise to each individual prospect.

Proposals are important, time-consuming and too often a weak link. Have a look at the last few that have gone out
within your own organisation, check that you are really happy that they do a persuasive job and, if they need fine-
tuning, give your future proposals just a little more thought.

Spend time improving, if necessary, presentational skills and remember that it is all too possible for a poorer, but
better presented service, to be bought in preference to a better, but less well presented, one.

Talking benefits is always a basic component of an effective sales approach; it translates the case into clients' terms
and makes it absolutely clear you are seeing things from the client's point of view. Check you are doing it justice;
all the briefing and much of the thinking about the organisation and its services will be introspective and may
prompt an introspective view and approach, unless you do so.

Obtaining feedback, maintaining a two-way aspect to the conversation (yet maintaining control) is crucial. Some of
it is as simple as making sure you listen. 'Pardon?' Listen, really listen and use and be seen to use, the information
you are given to tailor your case. Anything else will seem like the 'standard patter'.

You should rarely be caught out by objections you have not foreseen, at least in general terms. Thus, handling
them effectively is another result of good preparation. There will always be some, however, that demand you are
‘quick on your feet'. An apparently unexpected objection, well handled, can be impressive and taken as a display of
competence,

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

The benefits of creating an RSS feed for your website

What is an RSS feed, how do | subscribe to an RSS feed and why would | want to?

RSS stands for Really Simple Syndication and it's basically a computer-readable summary of the content of a Web
page. This summary might be just the headlines of the articles on the page, the headlines plus a sentence or two
excerpt of the articles, or even the headlines plus the entire articles. The real benefit of subscribing to an RSS feed
from a site is that you no longer need to visit the site itself to stay up-to-date with the changes on it. Subscribe to
the RSS feed and your RSS Reader will do all the work, showing you only what's new since the last time you've
checked the RSS feed. And that's the real value of RSS: to be able to stay current with dozens or even hundreds of
Web sites, quickly and efficiently. A feed reader can check all your feeds in seconds for updates without you ever
having to visit the websites. 5 or 500 feeds, it doesn’t matter. It'll do all the work much faster than you can surf to
the website to check manually. This will help you stay up to date with many different sites.

How do | know when a feed is updated?
All feed readers update periodically. You may have to push an update button, or it may happen when you load the

page or open the feed reader. When updating, the feed reader will go out and check for updated information for
you. If there is anything new, the feed reader will alert you; usually bolding new information.
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The big benefit to RSS is that individuals opt-in to content of interest, totally controlling the flow of information that
they receive. If the quality of the content in the feed declines, users simply remove the feed from their RSS reader
and they will not receive any additional updates from that source. The RSS reader acts as an aggregator, allowing
users to view and scan multiple content streams in a timely fashion.

Publishers using RSS as a communication vehicle are able to create keyword-rich, themed content, establishing
trust, reputation and ongoing communication with current and prospective customers.

Benefits of Creating an RSS Feed for your Website

1. Significant improvements to search engine rank and increased traffic from search engines. RSS SEO

2. The fastest way to get your website spidered and indexed by search engines - with an RSS Feed a new website
can be listed in major search engines such as Yahoo in as little as 72 hours! RSS & Search Engines

3. Creates new ways for potential customers to discover your website, products or services. RSS Marketing

4. Provides another way to deliver your newsletter or eZine to subscribers, many of whom are now reluctant to
subscribe to email newsletters for fear of being spammed but will happily subscribe to a newsletter supplied by RSS
feed. RSS Newsletters

5. Encourages potential customers to become paying customers and dramatically increases repeat business from
existing customers RSS Conversions

6. Creates a new income stream from selling advertising space within your RSS feed RSS Advertising Revenue
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Involving customers in product development

Involving customers in product development can result in more targeted products with a greater chance of success,
while at the same time strengthening relationships and creating mutual benefits.

Is there a risk in letting customers evaluate new products before launch?

There are two risks. First, the customer may be extremely disappointed with the product if quality is poor. Second,
there is a risk that competitors could find out about your plans indirectly. The quality issue is one that you should
deal with: if a product is not right, it should not be given to customers in any form—it is not enough simply to
promise future improvements. The security risk of a leak to competitors can be minimised through disclosure and
confidentiality agreements, although these provide no real guarantee. However, the advantages of involving
customers outweigh the risks, so evaluation is worthwhile.

How practical is it for customers and suppliers to collaborate on product
development?

There are different levels of collaboration. Some may involve regular meetings to provide input and review progress.
These meetings can be held on site or remotely, using videoconference links. In some cases, customer staff may
work alongside the supplier team for all or part of the project. Secondment like this can provide other benefits for
the customer by improving the technical knowledge of their staff.

Does preannouncement put new product launches at risk?
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Some companies, particularly in the IT sector, have put themselves under unnecessary pressure by trying to meet a
series of preannounced release dates. The schedule may not allow proper time for development, resulting in failure
to meet the date, or the release of a product that is not ready. Both are potentially damaging.

Ask customers before you launch your product

If you are planning a new product or redeveloping an existing one, ask your customers for their views on the
existing product and what they would like to see in a new one. By explaining your plans and involving customers in
product development, you can strengthen relationships and provide a service that is mutually beneficial. Questions
could include:

How can we improve the current product?

What problems need to be overcome?

What new features would customers welcome?

Do the plans represent an improvement?

Would customers make greater use of a product that included the features they have highlighted?

Set Up a User Group

You can encourage feedback and build a sense of community by setting up a user group. The user group would
operate as a forum for discussing issues of mutual concern to customers such as quality, performance, standards,
future developments and customer concerns. The group would include representatives from your own company and
from a cross-section of your customers. Comments from the user group provide valuable feedback on current
performance and help to identify needs that can be met through new

product development.

Ask Customers to Evaluate New Products

Customer evaluation, or beta testing, is well established in the software industry. Customers test new products or
upgraded versions before they are released to the market. They identify any problems in using the software, thus
providing valuable feedback on product performance. Any problems or practical improvements can be incorporated
before final release of the new product.

Issue New Product Announcements

Another valuable practice from the IT industry is to preannounce new products. For example, a company will set a
number of release dates during the coming year when it will release new versions of products. The company
outlines the new products and gives customers the opportunity to provide input to the development process. The
major benefit for customers is that they can align their own business development plans to the release

dates. They might, for example, postpone a particular project until the latest version of a product is released in six
months’ time.

Work in Partnership with Customers
Product development can be a joint initiative where you work closely with specific customers to develop products
that meet their specific needs. This approach is a valuable one where:

your customers have developed partnership sourcing to take advantage of your technology;

your customers have technology and technical skills that complement your own and a joint project can produce
more effective results;

you want to strengthen relationships with key customers by working in partnership on joint development projects.

Understand Your Customers’ Markets
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The new products you develop could enable your customers to improve their competitive performance, so it is
important to understand their markets. Tell customers about your product plans and ask them for input to your
development process. By building a detailed picture of their markets, you can align your own plans with them and
develop products that are tailored to their needs.

What are their main markets?

What is their position in the marketplace?

Who are their main competitors?

How are their products regarded in the marketplace?

What are the key success factors in the market?

What are the long-term product trends?

What new technical developments will be needed to succeed?

Could innovation by you help your customers to succeed?

Are your customers considering entry into new markets?

Do you have product development plans that are relevant to the new market?

Understand Customer Strategies

It is equally important to understand your customers’ business strategies: their corporate direction and key
objectives and how they aim to succeed. By aligning your product development objectives with theirs and showing
how your products or services can help them to achieve their strategic business objectives, you can make sure that
your new products will be successful.

There are two possible approaches to customer-focused product development.

Where your customers want to become market leaders through innovation, your new product programs can help
them develop the right level of innovation without investment in their own skills.

Where they want to succeed through competitive pricing, you can help them reduce overall costs by developing
cost-effective products.

Assess the Value of Your Products and Services

Products that help your customers to meet their strategic business objectives can increase the chances of new
product success. The more your customers depend on your new product, the more likely you are to succeed.

For example, if your customer must develop new products quickly in order to retain and protect market share, your
own new products can be critical to their product development program. Other examples are where your customers
must reduce their cost base in order to compete effectively and your new products can help them to succeed, or
where your products can play a vital role in improving their levels of customer satisfaction.

Analyze Your Customers’ Technical Requirements

In assessing new product development opportunities, you should analyze how your products can help your
customers. They can use your skills in a number of ways:

e improving the performance of their own products and services by using your

e design and development skills. They may gain privileged access to your technical skills to improve their own
competitive performance;

e using your technical expertise to enhance the skills of their own technical staff, enabling them to make a
more effective contribution to their own product development process;
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e using your technical resources to handle product development on a subcontract basis. This provides your
partners with access to specialist resources or to additional research and development capacity to improve
the performance of their product development programs;

e using your technical expertise to develop new products that they could not achieve themselves. This
provides your customers with new technology and

e allows them to diversify in line with your specialist skills;

e using your design skills to improve through life costs (the total cost of owning and using a product,
including purchase price, maintenance and any other related costs).

By carrying out value engineering studies on your customers’ products, you may be able to reduce overall costs and
improve reliability by designing
components that are easier to assemble and maintain.

Common mistakes

Insufficient Customer Involvement

Product development should be focused on customer needs. Although most companies carry out research before
development, the research may not provide the detailed input that is essential. Product development may also be
driven by technology, with no clear market focus. The more your customer depends on your product, the more
likely it is to succeed, so involving customers can pay real dividends.

Ignoring User Groups

There are many examples of companies who have set up user groups in response to a crisis and then failed to use
them. This can be frustrating for customers and wasteful for the companies. User groups provide a valuable
perspective on products and service and their feedback can provide real benefits for the product development
process.

Failing to Understand Customer Strategies

Where the supplier/customer relationship is that of a partnership, products are developed and customised to help
customers meet their business objectives. It is essential, therefore, to understand customers’ markets and business
strategies so that your product plans can be integrated with theirs.

Back to top
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Case Study - Nokia - Building A Powerful Technology Brand

What makes the difference between the most successful and less successful brands? It certainly is not what product
features are offered. How, then, do consumers choose? The answer seems to be what the brand names mean to
them.

Nokia Group the Finland-based manufacturer of mobile phones, has been steadily working on its corporate brand
name and the management of consumer perceptions over the last few years. Its efforts have paid off, because it is
now the number one brand in many markets around the world, effectively dislodging Motorola from that position.
The brand has been built using the principles described above and has been consistently well managed across all
markets. Nokia has succeeded in lending personality to its products, without even giving them names. In other
words, it has not created any sub-brands but has concentrated on the corporate brand, giving individual products a
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generic brand personality. Only numeric descriptors are used for the products, which do not even appear on the
product themselves. Such is the strength of the corporate brand.

Nokia has succeeded where other big brand names have failed, chiefly by putting across the human face
technology-taking and dominating the emotional high ground. It has done so in the following way.

Nokia Brand Personality

Nokia has detailed many personality characteristics for its brand, but employees do not have to remember every
characteristic. They do, however, have to remember the overall impression of the list of attributes, as you would
when thinking about someone you have met. As the focus is on customer relationships, the Nokia personality is like
a trusted friend. Building friendship and trust is at the heart of the Nokia brand. And the human dimension created
by the brand personality carries over into the positioning strategy for the brand.

Nokia Positioning

When Nokia positions its brand in the crowded mobile phone marketplace, its message must clearly bring together
the technology and human side of its offer in a powerful way. The specific message that is conveyed to consumers
in every advertisement and market communication (though not necessarily in these words) is "Only Nokia Human
Technology enables you to get more out of life"

In many cases, this is represented by the tag line, "We call this human technology". This gives consumers a sense
of trust and consideration by the company, as though to say that Nokia understand what they want in life and how
it can help. And it knows that technology is really only an enabler so that you-the customer-can enjoy a better life.
Nokia thus uses a combination of aspirational, benefit-based, emotional features and competition-driven positioning
strategies. It owns the "human" dimension of mobile communications, leaving its competitors wondering what to
own (or how to position themselves), having taken the best position for itself.

Nokia Product Design

Nokia is a great brand because it knows that the essence of the brand needs to be reflected in everything the
company does, especially those that impact the consumer. Product design is clearly critical to the success of the
brand, but how does Nokia manage to inject personality into product design? The answer is that it gives a great
deal of thought to how the user of its phones will experience the brand and how it can make that experience reflect
its brand character. The large display screen, for example, is the "face" of the phone. Nokia designers describe it as
the "eye into the soul of the product".

Excerpted from Hi-Tech Hi-Touch Branding by Dr. Paul Temporal. You can purchase this book from Amazon.
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The deadly sins of strategy

Focus: Focusing resources to where they will have the most affect.
Goal: What do we want to achieve?

Competitive advantage: What can we offer that others are not?
Superior Performance: How can we do what we do better than our competitors?
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Sustainable Competitive Advantage: Which of our ideas will stand the test of time?

Creativity and Innovation: Our strategy in the market should reflect the creativity that brought our product into
being

Flexibility: Our strategy must allow for change and innovation as other forces come into play in the marketplace
Basic conceptual simplicity: The marketing strategy should be uncomplicated.

Ability to be implemented: if the plan cannot be implemented in the real world it is not worth the paper it is written
on.
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4 Steps to a website brand

Do you have a plan? Most companies spend a considerable amount of time, energy and money planning what to do
and how to do it.

Let's say you need a website, so you develop a plan, present it to a bunch of website designers and get quotes or
proposals. You're not going to get caught with your pants down like the last time by some nerdy geek, you know
the skinny kid with the scraggly beard, whose techno-babble gave you a headache, or the bizarre young lady
dressed in gothic chic with the black lipstick and tattoo to match - yikes, no thanks, not this time, this time you got
a plan.

Human Motivational Optimisation

You read all the blogs on website design, you know all the ins-and-outs of search engine optimisation and Google
Adwords. No one is going to pull a fast one on you. You know your business, your market and your needs. Or do
you?

How much do you really know about how real people interact with your website? How much do you really know
about what we call Human Motivational Optimisation? All the stats, logs and number crunching analysis that forms
the basis of many website development plans does not truly give you the visceral understanding of how to connect
to an audience and isn't that what you want your website to do?

So maybe your plan is the wrong plan; it's like planning a trip to Home Depot to buy a cabbage; it just doesn't make
sense. So how about a plan that does make sense, something simple, understandable, easy to implement, that is if
you hire the right people to do it.

Branding Starts With Thinking Backwards

Most people like to start a project at the beginning and work their way through until they reach the end. Makes
sense, or does it? If you don't start with where you want to end-up, it's unlikely you'll ever get where you want to
go. Remember our cabbage? Planning a shopping to trip to Bunnings or Home Depot because they got cool stuff,
doesn't help if what you want is a cabbage.
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Branding is no different. If you don't start with how you want your audience to think about you, they will probably
never think about you at all. So now that we got that straight let's start our plan where it makes sense, the end.

The Slogan

Your slogan, you know the thing that sits underneath your logo, that simple little phrase somebody in your office
came up with that makes you sound important, stuff like "the cool air conditioning company." Most small and
medium size companies don't think too hard about this little marketing gem and as a result they either have
something really cheesy, or some meaningless platitude that has no memorable meaning at all, like "the best people
for the best job."

Just because you're small and don't have millions of dollars to spend on television ads promoting your pithy little
motto, doesn't mean you shouldn't have one. That catchphrase is who you are and how you want people to
remember you, short, memorable and to the point. | remember my sons arguing over some complicated bit of
business when one of them in frustration finally said, "Enough already. Give it to me in one word or less!" a demand
to articulate what was important without all the peripheral issues; a lesson all businesses should pay attention to.

The Story Line (Logline)

Mission statements are often a totally dysfunctional marketing element, misused and abused by a bean-counter
attitude, born out of trying to squeeze every last drop of information into a statement that won't offend anybody. A
wise man once said, "If what you're saying doesn't offend somebody, maybe you're not saying anything" and most
mission statements that are full of meaningless platitudes and toned-down amendments, fall into the category of
not saying anything, at least, anything worth hearing.

Okay so let's forget about mission statements, after all this isn't the military and we're not planning the next Desert
Storm. Instead let's think loglines, or what you can think of as your brand story line.

You know those short statements you find in TV Guide, or your weekend television insert, prompting you to watch
the next episode of 'House,' or 'Desperate Bimbos.' They are a short form text version of a trailer, intended to get
you to watch the movie or television show. For our purposes, we want people to go to our website and stay-tuned
long enough to get our core marketing message and not walk out half way through the presentation.

Jerry Bader, MRPwebmedia

www.mrpwebmedia.com
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People buy brands they like

Want to build and maintain strong, emotional connections with customers? Think about this - Every action
associated with brand strategy - Product, Promotion Placement and Pricing has implications for brand likeability
building. Even what seems like an insignificant and arbitrary action to an organisation could be seen as an act of
betrayal by loyal customers.

Brand writers often use the term “love” to describe the brand relationship. Brands aspire to build a strong love with
their customers. However, love can be very volatile and requires a great deal of commitment. Often neither the
brand nor the customer want this level of commitment. So perhaps focus instead, on the lesser (more practical)
relationship “friendship”
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Brand relationships are then about building friendships.

Just like our friends, brands are chosen to be part of our lives and shape our experiences.

Friendships come in many forms and are reciprocal and. As people have many different types of friends, they will
also choose to have many different brands. People’s friends play different roles; brands can try to adopt some of
these roles.

New York Times Bestselling author Tom Rath in his book Vital Friends, The People You Can't Afford to Live Without,
introduced eight friendship roles that shape people’'s home and work lives. The roles are

Builder,
Companion,
Connector,
Collaborator,
Energizer,
Mind Opener,
Navigator,
Champion.

Typically brands want to play the Companion role in people’s lives.

A Companion is intertwined in all aspects of a person’s life, but with this comes a lot of responsibility that some of
the other roles don’t have. It's often too much for a brand to fulfil.

Roles that are perhaps better suited for brands include Connector, Collaborator, Energizer and Mind Opener. These
roles address tangible needs and activities that people can look beyond another person to fulfil and still feel
genuine.

Creating brand relationships like friendships requires maintenance. There are rules to follow in friendship and when
the rules are broken, people will feel hurt and may leave. Close brand relationships have great benefits, but also put
an organisation in a potentially vulnerable position.

Harley-Davidson has embodied what it means to cultivate a community and to form a friendship with individual
consumers. Strong brands form friendships with consumers and can play a number of roles in people’s lives. Harley-
Davidson plays several friend roles: It acts as a Connector by bringing like-minded people together, a Mind Opener
by inspiring people to try new things and a Collaborator by accompanying people in activities. For HD the danger is
in playing Companion — a friend who will eventually disappoint.

Brand managers may discover they need to form and maintain special kinds of friendships.

The following are questions which should be asked:

Does the brand build trust with the customer through every action?

Are you enabling your “friends” the opportunities to interact with and to influence the brand? Friends need to
belong
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Are you offering ways for friends to identify and express themselves through the brand?

Are there shared activities between the brand and friends? Friendships are created and bolstered through shared
events and activities. Websites provide a good opportunity vehicle for this.

Can your friends meet each other to talk about their shared interests and experiences related to the brand? It
doesn’t have to be all about the brand — friends have other interests that when shared may also strengthen the
relationship.

Does the brand grow and change with its friends? Long-term friendships requires brands to accommodate
customers as they grow and develop.
Brands need to play multiple friend roles.

While the Companion role is what many brands will aspire to. There are four other friendship roles that brands are
well suited for. Playing one or more of these friendship roles, not just Companion or love roles, ensures that brands
can continue to grow their business while enjoying an emotional relationship with customers.
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