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IN business, there is endless debate about “strat-
egy”. Yet the term is often confusing or misun-
derstood. In many businesses, strategy refers to 

anything ranging from business goals and target 
markets to specifi cs such as website management. 
A scattergun approach often ensues.

There are broad business strategy considerations 
for any business before it develops a go-to-market 
strategy. Will you be a cost leader, will you gain an 
edge through differentiating yourself from rivals, 
or will you take a highly targeted line?

Whatever you do, don’t try to have a bet each 
way. Bring into play a consistent strategy - what 
renowned Harvard Business School professor Mi-
chael E. Porter calls “focus”.

If you can’t be a cost leader or offer a differenti-
ated product to the whole market, then focus only 
on a market segment in which you can achieve 
these goals.

Think, too, about factors that will transform 
your business from being good to great. Why will 
your business stand out? And why will it accelerate 
past other rivals in the long run?  

In our experience, this last point is crucial. Mo-
mentum is a great outcome, but how do you get it? 

In business-to-business (B2B) marketing, organisa-
tions often come up with a great idea, try it once 
and then go looking for another great idea. This is 
fatally fl awed. Not only is it hard to get good at any-
thing this way, but the market becomes confused. 

Consumer marketers know that perceptions 
take a long time to build. They create ads and sell 
their message consistently. As B2B marketers, we 
have to do the same. 

Back to our question, though: what is strategy? 
First, it needs to be seen in the following context. 
• Objectives  (what do you want to achieve?)
• Strategy  (how?)
• Tactics  (what will you do?)
• Plan (in what order, how often and who?)
In this context, go-to-market strategy boils down 
to three points:
1. What are you going to sell?
2. To whom?
3. Through whom?

>> Choose where to play
Your fi rst priority is to choose where to play 

(which product markets do you participate in, 
which do you ignore, and how much of the budget 
do you allocate to each product market). 

Regardless of your decisions, make sure you 
have broad internal support for this market strat-
egy so everyone in the business is on the same 
wavelength.

>> Choose how to play
Next, identify the correct strategy for each 

product market. 

This requires a careful allocation of the market-
ing budget to factor in:

Environmental Marketing (EM) - getting the 
market ready through advertising, PR and other 
positioning activities.

Channel Readiness (CR) - getting the channel 
ready through recruitment of direct and/or indi-
rect channels, creating collateral for them to use, 
training them and managing their skill and motiva-
tion levels.

Demand Generation (DG) - getting the market 
and the channel together through seminars, white 
papers, tele-prospecting and so forth.

Decide how to allocate a scarce budget and build 
a matrix.

This is always a crucial part of t he equation, 
getting the numbers right.

The last thing you need to do is to build this into 
a matrix that refl ects:
• The priority for each of the product 
markets in which you participate
• The maturity of each of these product markets
• The “correct” allocation of budget to 
EM, CR and DG for each stage 
of buyer maturity.

The result will be a strategy 
that translates into a budget 
that refl ects the maturity 
of your buyers.

WHEN you work from your car, sales ex-
ecutives need not only all the accoutre-
ments of a modern offi ce but also some 

things that aren’t to be found there too. The size 
and mobility of your vehicle-based offi ce will raise 
issues that you don’t have to deal with in an offi ce 
that is made from bricks and mortar. 

For most people involved in sales, keeping in 
contact while on the road is crucial and that means 
a computer, Internet service and a mobile phone. 
The Thinkpad R, T, X and Z series from Lenovo, 
incorporate built-in mobile broadband facilitated 
through the company’s partnership with Vodafone. 
With the latest high speed HSDPA connectivity 
inside the machine, a 
mobile broadband 
connection is avail-
able whenever the 
laptop is turned on 
and a Vodafone sig-
nal is available - in 
HSDPA, 

3G and GPRS coverage areas.
Most mobile devices can run for a certain time 

on battery power, but sooner or later you’ll need to 
plug them in or top them up. The Motorola Por-
table Power P790 is a stylish device, small enough 
to fi t in your pocket and smart enough to charge 
at the same time as your mobile phone. When 
needed, it supplies the equivalent of two charges 
for compatible phones and up to ten for a Bluetooth 
headset. 

>> Phones that announce your voicemail
For your mobile phone, Bluetooth headsets and 

car speakers are almost standard. Vehicle-based 
options range from simple speakers to smart solu-
tions that identify incoming calls, and dial by voice 
such as the Motorola Bluetooth Car Kit IHF1000. 
This device works with a range of manufacturers’ 
phones, offers hands-free operation and is backlit 
for easy viewing in dark conditions.

John Demezieres, business manager, Motorola 
MobileME Australia explains that “a user can dial 
by speaking the phone number, calling up one of 

the 20 stored contacts or using the phone’s key-
pad”.

He adds that incoming calls with Caller ID are 
announced, as are voicemails and SMS messages. 
If your audio system supports it, the device will 
mute the car radio during a call and start it again 
when you hang up. Similar Bluetooth technology 
is now integrated into top of the line vehicles such 
as the new VE Commodore range, and the WM 
Statesman and Caprice from GM Holden.

Microsoft Windows “mobile” versions of famil-
iar programs such as the Outlook email program, 
Internet Explorer, Word, Excel, PowerPoint and 
MSN Messenger are also available on 
the new DoPod phones market-
ing through the 3 Network, 
Australia’s fi rst 3G service. 

>> Where the hell am I? 
Your car knows

On the road, a global positionin-
ing satellite (GPS) system ensures you 
get to where you’re going without getting 
lost on the way. Many new vehicles have 
GPS options such as the factory-fi tted satellite 
navigation, or “sat nav” solution available in GM 
Holden’s WM Statesman, Caprice and VE Com-
modore lines.

If your car isn’t fi tted with satellite navigation, 
you can buy either a standalone GPS unit or buy 
GPS as one of a series of functions in a device such 
as the Mio A701. The Mio A701 is an all-singing, 
all-dancing combination GPS receiver, tri-band 
GSM phone and a personal digital assistant (PDA) 
running Microsoft Windows Mobile 5.0 (allowing 
access to Offi ce applications such Word, Excel and 
Outlook), 1.3 Megapixel 8x digital zoom digital 
camera, MP3 and movie player.

All this is squeezed into a package the size of a 
mobile phone that can be clipped to a car mount or 
carried in your pocket. 

>> For whom the road tolls
The proliferation of toll roads, in particular, 

in and around Brisbane, Sydney and Melbourne, 
make paying tolls an issue of convenience. By reg-
istering with your state’s toll system such as E-toll 
in NSW and Queensland, and CityLink in Victoria, 
you can automate the process and get access to de-
tailed records for accounting and reimbursement 
purposes. Toll registration is compatible from city 
to city so, if you’re travelling interstate a CityLink 
device works in Brisbane and Sydney and the E-toll 
tag works in Melbourne.

In future, expect to see services like CityLink 
extended to cashless parking. The new CityLink 
PLUS service lets you scan your Smartdisk as you 
enter and leave a car park and have the cost of 
parking charged to your nominated account with 
a receipt being forwarded to you via email. An ar-

rangement has already been made with Federation 
Square and there are discussions to implement 
similar car parking arrangements at other popular 
Melbourne sites.

On the road, fuel and maintenance record keep-
ing for your vehicle can be managed using a service 
such as Motorpass. This card can be obtained by a 
business for its employees or by an individual with 
a salary packaged vehicle or a vehicle allowance 
and is used to pay for and manage fuel and other 
vehicle expenses. Motorpass provides access to all 
major fuel brands and a network of independent 
service stations and its reports are ATO approved 
so you don’t have to keep tax receipts for GST pur-

poses.

>> Alternative fuel revolution
Rising fuel costs are likely to im-
pact your next new car purchase. 

According to Bruce Stevenson, 
Dealer Principal, Bruce Ste-
venson Toyota, “the fl ip side 
of the trend away from six-
cylinder and large four-wheel 

drive (4WD) vehicles has been 
an upsurge of diesel-fuelled vehicles, 

particularly from Europe, and the popularity 
of LPG (liquefi ed petroleum gas) conversions”.

He explains that, while smaller vehicles are op-
tioned well for use in the metropolitan areas, for 
extensive rural and long distance driving, medium 
and larger-sized vehicles offer superior driver com-
fort. 

If you’re in the market for a new vehicle, there 
are plenty of options for securing fi nance for its 
purchase. These include novated leases where the 
cost of the car is paid for by your employer out of 
your pre-tax income and hire purchase which can 
be used if you’re purchasing a car yourself for busi-
ness use. Andrew Reid, accountant at Phillipsons 
suggests you talk to an accounting professional be-
fore deciding on a fi nancing option. He explains, 
“there are implications in terms of deductibility 
of payments, depreciation and FBT that make it 
important to get knowledgeable advice tailored to 
your particular circumstances.” 

Looking into the future at the “nearly but not 
yet” technologies, expect to see convergence of 
navigation systems with all sorts of tools you’re al-
ready familiar with. Adam Game, CEO, Intelemat-
ics Australia explains, “in the next 12 months or so, 
you’ll be able to download your day’s appointments 
from your calendar to your navigation system and 
it will plot your route for you and it will have ac-
cess to live traffi c data so you can choose to detour 
around problem areas and better estimate arrival 
times”. He adds, “you’ll also see applications using 
location information to automatically report your 
position and timesheet data so you don’t have to do 
the paperwork yourself.”
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is written about the sales 
industry in Australia as a 
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interest in the business 
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To be a part of this new 
dedicated environment 
contact the sales team 
at The Australian.

Vehicles for 
making money

TOOLS OF THE TRADE

written by
HELEN 
BRADLEY

DID YOU ?QUICK QUOTES

BROUGHT TO YOU BY

KNOW

Success is not something you aim for - it is 
something your achievements attract.

Malcolm Forbes

THE IMAGE MAKER 

THE primary pillar of style is quality, which 
implies a degree of perfection. It separates the 
magnifi cent from the mediocre. Before you can 
even try to distinguish fashionable gimmicks, 
you must realise that quality is the key to good 
taste.

Superb fabric, expert tailoring and classic sil-
houettes are the outline to style. Without quality 
in style, your quest for achieving the most out 
of life may be thwarted. Without quality it is al-
most impossible to dress with style. 

Style and quality go hand in hand and add up 
to “the infl uential sales professional.” Style with-
out quality is like marriage without love, or sex 
without passion.

What is style? Briefl y, it is taking your own 
raw identity and polishing it and smoothing it. 
There is a rough diamond in all of us.

Your wardrobe should be planned with your 
specifi c needs in mind. Your checklist should 
take into consideration, the event, seasonal, 
cultural, geographical, religious and personal 
aspects about your lifestyle, including budgets, 
occupation, and strategic goals and outcomes 
that may be necessary. Style never goes out of 
fashion.

The images displayed are a great example 
of what works for the stylish male and female 
sales executive. They are a general guide only 
- your complexion, hair and eye colour and body 
shape also play an integral part when choosing 
the colours, designs and shapes. They need to be 
congruent with your needs.

Always dress beyond your current job and 
lifestyle - you deserve it.

Here are my 10 steps to dressing for infl u-
ence:

1. Dress to refl ect the competent person you 
are - Make sure your visual message as your ver-
bal message also communicates “competence”.

2. Dress to look as if you mean business and 

be strategic - business is a game. Learn the “un-
written” rules.

3. Resist fads in styles, clothes and fabrics - 
fads are mostly designed for fashion victims.

4. Dress to make an impression, not to cause 
a stir about the way you look - and if you choose 
to cause a stir, be prepared to pay the price!

5. Follow your company dress code and fol-
low your company leaders if they project the 
style you admire. And do what successful people 
throughout history have done - dress sharp! Dis-
card politically correct opinions and do what 
works best for you.

6. Wear trans-seasonal fabrics that travel 
well and won’t make you look rumpled - if you 
look rumpled, you feel rumpled, you perform 
rumpled.

7. Buy clothes from someone whose style you 
admire - they are out there, keep on looking.

8. Look for and buy quality - because you are 
quality. This is called “investment dressing”.

9. Dress for comfort and the occasion - this 
way you will perform better and be appropriate.

10. Dress for yourself - as long as you know 
what to do. If you don’t know what to do, fol-
low the leader, as you don’t have to re-create the 
wheel. It already works!

JON-MICHAIL IS CHIEF EXECUTIVE 
OFFICER OF IMAGE GROUP 
INTERNATIONAL AND AUTHOR OF LIFE 
BRANDING. www.imagegroup.com.au

FORGET FASHION FADS 
SUCCESS COMES FROM DRESSING 

TO INFLUENCE

>> CLEAN-SHAVEN, WELL-GROOMED

WHITE MULTI-STRIPE EGYPTIAN COTTON SHIRT

NAVY SUPERFINE WOOL SUIT - TWO BUTTONS 
(contemporary style)

OPTIONAL POCKET HANDKERCHIEF

FRENCH CUFFS WORN WITH CUFFLINKS

PURE SILK REGIMENTAL TIE FOR INFLUENCE (BLUE 
SHADE)

STOCKIST INQUIRIES HARROLDS 1300 883 828 OR 
www.harrolds.com.au

>> MUSK MULTI-STRIPED SHIRT FOR ASSERTIVNESS 
(AND A TOUCH OF SENSUALITY). PURE EQYPTIAN 
COTTON.

JEWELLERY KEPT TO A MINIMUM - SIMPLICITY IS 
THE KEY

CLASSIC EARRINGS FOR FOCAL ANCHORING.

COMPLEMENTARY NECKLACE COMPLETING THE 
VISUAL PACKAGE

DARK NAVY CONTEMPORARY CLASSIC SUIT WITH A 
TWIST (SUPERFINE WOOL).

STOCKIST INQUIRIES: GALLERIA, TIFFANY’S , 
RHODES & BECKETT. IMAGE GROUP INTERNATIONAL 
1800 631 311

>> This is the offi ce of Synergy Management Solutions, a niche consultancy specialising in information communications (ICT) 
and  technology (ICT) project and program management and sourcing strategies. Instead of being offi ce bound and struggling 
with the daily commute, Synergy encourages staff and customers to be fl exible. Its mobile offi ce has leather interior, is so-
lar-powered and equipped with wireless broadband. Says business development director Philip Dartnell, “We have customer 
engagements in Sydney’s CBD and nearby regional areas, so our offi ce goes with us – whether that’s working in a park, at the 
beach or somewhere on Sydney Harbour’s foreshore.”

JON MICHAIL             

HOW TO DEFINE A STRATEGY YOUR TEAM UNDERSTANDS

written by
HUGH MACFARLANE

MARKETING & SALES 
MANAGER 

This new pivotal role will suit an energetic and experienced 
Marketing and Sales professional who relishes the challenge 
of business growth and development. You will be accountable 
to the General Manager for all marketing and sales activity in 
the business and for leading a small, experienced team of 
sales support and customer account management staff. 
We are a growing and diversified Australian owned 
manufacturing and import-distribution company based on the 
Northern Beaches of Sydney with a rapidly developing market 
presence and a promising future. 
You will be responsible for maintaining the existing customer 
base, creating new customers, increasing market share, 
increasing sales revenue and promoting the company 
nationally. Your role will involve leading a capable and 
experienced sales team and working closely with 
manufacturing and other functions to ensure a holistic 
approach to the market.  Some training will be provided but 
you will be expected to hit the ground running. 
The successful candidate will have an outstanding sales track 
record and will have the ability to develop and maintain long-
term relationships. Experience in the manufacturing field 
would be an advantage. Excellent leadership, team, 
communication, negotiation and organisational skills are 
essential for this position. 
In return for your ability to open new markets, secure new 
customers and increase sales revenue you will be rewarded 
with a strong, negotiable salary package.  

Please forward your application in writing 
 by e-mail to arrive no later than  

Friday 1st  December 
 relating your achievements to the criteria 

listed above to accounts@isca.com.au   
or contact Belinda on 

 02-9913 8566 or 0419 557 331 directly 


