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THE latest version of Adobe Acrobat enables sales-
people to convert brochures, presentations, spread-
sheets and contracts into a single, cohesive sales 
proposal - or simply combine a bunch of documents 
to take with them on the road.

You can drop them on to a USB drive or memory 
stick and take them with you, or email them to pros-
pects or colleagues. Acrobat 8 Professional is the 
full-strength application which will convert almost 
any document into a PDF which can then be ready 
by anyone who downloads the free Acrobat Player.

With the full version of Acrobat you can convert 
previously unsupported software including Micro-
soft Publisher and Visio - and can even turn a Web 
page or part of a Web page into a PDF. 

The ability to share Microsoft Visio fi les (includ-
ing the program’s layers) with colleagues and friends 

who don’t have it is particularly useful. No longer do 
you have to print and physically distribute a Visio 
fi le, or twist their arm to buy the application - you 
just convert it to a PDF and email it for their com-
ment and mark-up.

You can add notes to the searchable PDF and 
bundle several different types of fi les - Excel spread-
sheets, Word documents or Internet Explorer pages 
- into a single fi le.

Heaps of forms are also available in various tem-
plates - you can create your own system of tracking 
the steps along your sales pipeline so you can see at 
a glance where your prospects are at, and what steps 
top take next.

“Sticky notes” and other forms of mark-up can 
be used to increase the collaborative capacity of this 
powerful Adobe application.

If you’re working on a brochure, you can start 
an email review, updating the fi le and then merging 
into a common document. It’s much easier than the 
“track changes” function in Word, because you’re 
dealing with a visual document, made by visual 
people, for visual people - and isn’t that all of us?
>> MICROSOFT PUBLISHER TIP
Upon installation, Acrobat just adds a button to the 
supported software, be it Explorer or Publisher. Be 
aware though, that Microsoft Publisher will turn off 
all pictures in its program without warning when 
you install the rival software. To see your disap-
peared Publisher images, you need to go to “tools, 
options, security tab, macro security” button in Pub-
lisher and then to the “trusted publishers” tab. En-
able the “trust all installed add-ins and templates” 
option to solve this issue.

UNTIL recently anyone who wanted a 
functional mobile computing device and a 
phone lugged a personal digital assistant 

(PDA) or notebook computer around in addition to 
their mobile phone. If you wanted a camera, you 
took that too. By the time you’d amassed the tools 
you needed to get your day’s work done and their 
respective battery chargers and sundry cables, you 
felt like a perambulating electronics store.

But thanks to advances in technology, your 
next mobile purchase could include all the tools 
you need bundled into one tiny device. Enter the 
world of smartphones and PDA phones. 

PDAs are morphing from “early adopter” devic-
es embraced by enthusiasts and those who foresaw 
their potential benefi ts into mainstream mobile 
devices.

According to Neil Aitken, product manager 
for business markets at Vodafone, PDAs make up 
around 5 per cent of the Australian mobile phone 
market, but that base is increasing by a massive 40 
per cent a quarter. He says that while most PDAs 
share a common feature set of email, phone, cam-
era, and media player, devices are typically led by 
one feature. So, for example, Vodafone’s BlackBer-
ry Pearl is primarily a mobile email device but has 
the other features as well. 

The market is changing rapidly and, accord-
ing to Aitken, the trend is toward PDAs with GPS, 
higher megapixel cameras and mapping software 
in addition to larger interchangeable memory 
cards.

“You’ll also be get more for less”, he says. “At 
Vodafone we’re about to release a device that uses 
Microsoft Windows Mobile 5, which can interface 
with Microsoft Exchange Server 2007 and which 
costs less than half the price of the equivalent prod-
uct which was in market only one year ago.”

There is a large range of smartphone and PDA 
phones from both well known names and some 
new ones. They include the ubiquitous Blackberry, 
Apple’s yet to be released iPhone and some less well 
known but equally well endowed devices. Operat-
ing systems include those from Palm and Apple as 
well as Microsoft Windows.

One of the hottest new releases from Research 
In Motion (RIM) is its Black-
berry Pearl smartphone. The 
Blackberry Pearl includes a 
digital camera, expandable 
memory slot and, in addi-
tion to its phone features, 
you can use it for email and 
data management. Weigh-
ing in at a measly 89g it 
measures 107mm x 50mm 
x 14.5mm making it one of 
the smallest and lightest 
smartphones around. 

>> Gidday i-mate
From i-mate comes a range 

of PDA phones including the i-mate JasJam PDA 
running Windows Mobile and supporting mobile 
offi ce applications such as Excel, Outlook, Word, 
PowerPoint, Windows Media Player and Inter-

net Explorer. The JasJam incorporates a slide out 
QWERTY keyboard, microSD card slot, 2 Mega-
pixel camera, a full colour 7cm screen and supports 
Wi-Fi, HSDPA, Quad-band, Bluetooth, and IR 
connectivity. 

Dopod International recently launched its 
D810 PDA phone with GSM Quad-band, HSDPA, 
WiFi and Tri-band WCDMA compatibility. You 
navigate this device using a scroll 
wheel to view email and data on its 
7cm QVGA screen. The device con-
tains a 2.0 megapixel camera and 
runs Windows Mobile 5.0 and mo-
bile versions of Outlook, Word, Ex-
cel, PowerPoint, Internet Explorer 
and Windows Media Player as well 
as other applications such as a RSS 
news reader. Like the JasJam it sup-
ports MiniSD storage cards.

The Mio A710 combines the fea-
tures of a mobile phone, a GPS unit, 
a PDA device, digital camera, movie 
player and MP3 player. It’s the same 
size as a regular mobile phone and 
runs Windows Mobile 5.0 and Mi-
crosoft Offi ce applications. One ad-
vantage to this phone is that, when 
travelling, you can replace its SD card 
with a MioMap for the country you’re in to extend 
its GPS functionality. 

The Treo 680 is a Quad-band GSM phone 
which runs Palm OS. It comes with a web browser, 
organizer, email, calendar, contacts manager and 
can play music and videos. It comes with a pro-
gram that lets you view and edit Excel and Word 
documents, preview PowerPoint presentations and 
read PDF fi les. It includes a camera, a small touch 
screen, a full Qwerty keyboard, it takes regular size 
SD cards and supports Bluetooth but not WiFi.

Perhaps one of the most talked-about devices 
is the iPhone from Apple. While it’s not due for re-
lease for nearly a year, this tiny smartphone has a 
high-resolution display area but neither a keyboard 
nor a stylus. Instead you’ll make your choices by 
tapping  and scrolling your way around the screen 
with your fi nger. The quad-band phone comes with 
iTunes, a Web browser, email and Bluetooth con-
nectivity – and all music features of the iPod. 

>> Driving increased sales
PDA phones and smartphones make email on 

the go a functionally reality. At Sydney City Toyo-
ta, they’re kitting out some of their sales manag-
ers and their Internet salesperson with BlackBerry 
devices. 

According to technology 
manager Mark Botros, 
when a potential cus-
tomer expresses inter-
est in one of the ve-
hicles displayed on the 
company’s website an 
email is sent direct to 
the company’s Inter-
net sales manager and 
lands on his BlackBer-
ry. He then deals with 
the inquiry.

 “Our experience is 
that when someone takes 

the time to inquire about one 
of our vehicles, they’re pretty interested, so if we 
can get back to them quickly, we’re increasing the 
possibility of making that sale.” 

Sydney City Toyota chose the BlackBerry 8707 

which has a full QWERTY keyboard and which 
is well suited to typing emails as well as making 
phone calls.

“We’ve used PDAs in the past, but they weren’t 
the solution that the BlackBerry is,” Botros says. “If 
the BlackBerry doesn’t increase your business, it 
certainly makes it easier to do business.” 

With the vast range of devices to choose from, 
Vodafone’s Aitken offers some cau-
tionary advice. He believes that for a 
device to be of real use, it needs to be 
a good match for the business and 
the person who will use it. “When 
we talk to people about PDAs we 
look at what their business is try-
ing to achieve and what will help 
provide them with a competitive ad-
vantage. We also look at the behav-
ioural traits of the person who will 
use the device and attempt to fi nd a 
match between what they need and 
what they’ll use. It’s vital to get the 
right device to the right person so it 
actually gets used.”

>> Secure your data
While some consider that a 

benefi t of using a PDA phone is 
having all your data in one place, others may 
perceive this as a risk – lose the PDA and you 
lose everything. 

When you’re considering a PDA purchase, 
consider the security of the data you store on it. 
Sandeep Joshi, managing director, Australia, for 
mobile device security company Pointsec, cau-
tions that, with PDAs able to store up to 4Gb of 
data they are increasingly been seen as mobile 
offi ces and contain important and often sensi-
tive business and personal data. 

Pointsec supplies enterprise encryption so-
lutions which are centrally managed, making 
the process almost transparent to end users and 
making the data on a PDA unreadable if it’s lost 
or stolen.

“PDAs are easy to lose, they’re small enough 
that it’s not uncommon for them to be left be-
hind on cabs or on planes,” Joshi says.

“Surveys we’ve commissioned reveal that 
some 440 PDAs were left in Sydney cabs during 
a six-month period last year. Clearly protecting 
the data on your PDA so it’s unreadable if lost is 
a vital consideration for all users.”
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It’s more for less as mobile 
productivity devices evolve
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JON MICHAIL             
THE IMAGE MAKER 

SALESPEOPLE often have an instinctive under-
standing of image. They are used to presenting 
themselves in order to make the best impression. 
They are often careful to match the dress of cli-
ent or customer - suits in the city and Akubras 
in the bush.

But it can be an expensive business trying to 
keep up with fashions in stylish outfi ts (women) 
or suits and ties (men).

One of the best ways to dress for success is 
through the artful use of accessories. What’s 
the one thing almost every saleswoman owns 
that regrettably goes unworn?  It’s the scarf you 
bought, but always forgot to wear - or those ear-
rings or shoes you never wear because your style 
has changed.

For salesmen it’s usually the tie or cuffl inks. 
Fashions may change, but one thing remains 
constant – our love for that accessory and the 
over-all importance of it to craft a sharper im-
age. So why must our accessories immediately 
seem outdated? Why should they unnecessarily 
hide in the drawer? It almost seems like accesso-
ries should come with a set of instructions. Now 
they do.

Accessories are often accumulated differently 
from the rest of the wardrobe. We rarely set out 
to buy a specifi c piece such as a cameo, choker 
or antique cuffl inks. Some pieces are inherited 
and others received as gifts - or are impulse buys 
on a holiday. A few items are bought to go with 
specifi c outfi ts. This random acquisition can cre-
ate drawers full of lovely but seemingly unrelated 
pieces.

To choose and use the right accessories, it is 
helpful to divide them into two broad groups - 
“stars” and “supporting players”.

>> Stars
Stars such as the designer handbag or a pair 

of over-sized jewelled earrings will always take 
centre stage. They will be the fi rst things people 
see and the last thing they forget. By virtue of 
their size, shape, colour, or texture, accessory 
stars make a memorable impact. Your clothing 
becomes the background canvas for these “acces-
sories with attitude”.

>> Supporting players
Subtle, but never boring, supporting players 

provide balance and fi nish. Sometimes they re-
inforce a star, such as a pair of small silver hoop 
earrings to balance an over-sized silver and jew-
elled bracelet. In other situations, supporting ac-
cessories are all that’s needed with a spectacular-
ly cut or boldly patterned fabric. A good example 
is those small diamond stud earrings with a sim-
ple black slip dress such as that worn by Audrey 
Hepburn in Breakfast at Tiffany’s.

Here are three simple tips to consider before 
you buy your next accessories:
• They should be fl attering to your age and 
body/face shape
• They need to be classic, contemporary and 
timeless
• They need to fi t within your budget and are 
appropriate for the intended outcomes - personal 
(creative, free spirit) and business (infl uence, pro-
fessionalism).     Stockist: Harrolds - 1300 883 828


The real trick is to invest wisely in your acces-
sories – smart buying will mean your accessories 
will add signifi cant value to your total look and 
create the perception that you are usually worth 
a lot more (read more attractive, intelligent and 
confi dent) than you really are. Look like a mil-
lion and you’ll be treated like a million - or, as 
Socrates once said, “Act as if” you’re there. Or, 
“fake it till you make it” in today’s vernacular.

Always present yourself with one foot in to-
day and one foot in tomorrow’s success. You are 
not misleading anyone by doing this - just telling 
them the truth in advance.

>> Ties
The necktie has always been a purely deco-

rative piece of clothing. Despite its lack of func-
tion, it has been one of the enduring masculine 
symbols, and can send a powerful message by 
the wearer. The beautiful colours, patterns and 
fabrics (mostly silk) contemporary ties have, add 
a shot of bright movement to business dressing 
and non-verbally communicate messages before 
you may have the opportunity to speak. As Oscar 
Wilde said, “A well-tied tie is the fi rst serious step 
in life.”

>> Cuffl inks
Men have worn cuffl inks for more than 300 

years, in styles that have ranged from utilitar-
ian to fabulous. Women fi rst snapped on a pair 
of cuffl inks at the turn of the century when they 
traded in elaborate dresses for simple shirt waists 
and long slim skirts. The “career woman” look 
has been with us ever since.

Cuffl inks today are a subtle way of adding 
sparkle and expressing personality. People have 
to get close to catch a glimpse of a cuff as it peeks 
out of a jacket. There is a dazzling assortment of 
both vintage and contemporary cuffl inks avail-
able at prices to suit any budget. You will fi nd 
them in gold, silver, enamel, or studded with jew-
els in styles that range from sporty to formal.

ACCESSORISE 
YOUR IMAGE

“There is a large range 
of smartphone and 
PDA phones from both 
well known names and 
some new ones. They 
include the ubiquitous 
Blackberry, Apple’s yet 
to be released iPhone.”

Presos in your pocket

Are you tired of working hard to make someone else rich? Then start your own 
business with a Mortgage Choice franchise. We’re Australia’s leading mortgage 
broker. More than 400 franchises operating across the nation are fully trained 
and because we don’t sell our own home loans and get paid the same commission 
regardless of what loan or lender we recommend* we have nothing to hide.

NSW/ACT  
Marie Pitton      
(02) 9410 6100 

VIC/TAS  
Jennifer Wong    
(03) 9620 4200 

QLD
Ross Hardcastle       
(07) 3456 0100 

SA/NT    
Helena Manis
(08) 8232 4982 

WA
Peter Neumann          
(08) 9322 2722 

*This information refers only to loans provided by our panel of 28 lenders with whom Mortgage Choice has an arrangement, under which it 
receives commissions and other payments.

Benefi ts include:

Or email franchising@mortgagechoice.com.au or Visit www.mortgagechoice.com.au

Low entry cost
Low fi xed overheads
Comprehensive training
Flexible Business Model

•
•
•
•

There is an easier way. 
Simply sign up to the Weekend 
Sales monthly email reminder. 

Visit www.theaustralian.com.au/sales 
and subscribe for your chance to 
WIN one of ten BlackBerry Pearls

HURRY –  competition closes 
Thursday 1 March. 
Weekend Sales is available on the 
last Saturday of every month, only in 
The Weekend Australian.

Promotion commences at 12:01am AEST 19/02/07 and closes at 11:59pm AEST 01/03/07. Draws will take 
place at Bond Store 3, 30 Windmill Street, Walsh Bay NSW 2000 at 11.00am AEDST on 02/03/07. Maximum 
prize value is $7690. Winners will be notifi ed by phone and in writing within two days of the draw, and their 
names will be published in The Weekend Australian on 10/03/07. Promoter is Nationwide News Pty Ltd of 2 
Holt St, Surry Hills, NSW 2010. A.B.N. 98 008 428 828. Authorised under NSW Permit No. TPL07/O1346 S.A. 
Permit No. T07/572 VIC Permit No. 07/519 ACT Permit No. TP07/00499.




