What a sauce! Heinz
scoops brand Oscars
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THE HIVES
Have they made 2004's
greatest rock album?

MOST POWERFUL
PEOPLE IN MUS'C

THEULTIMATE ROCK N EOLLMAGATINE

AUGUST 200# £140
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Who has his own private mountain
Who's the $300 million yoga freak
Who's got George Bush on speed diat
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Fancy a high-flying night

Hey Clever Clogs! out? Then get studying

Which album sleeve ks this this maonth's crosswaord for

mini morsed from? a chance to catch an
unforgettable view of
London's dazxling sprawl!

We have three great prizes
on olfer: one hucky winner
will get to wow their friends
in n private capsule (for up
lo 20 people) on the British
Alrways London Eye, where

e . they'll be treated to cham-
vy ey A pagne & cenapés as they
;_*‘.T.”-;.:,;I':? gy ot soak up the sights.
b e We also have two lop-of-
the-range Muji bookshelf
CD players (worth £295 each)
. = leaturing 3D surround
. sound and a built-in woofer
' speaker - to give away.
‘ Sa get purzling ... and don"t
[orget to include your prize
mftmm on your entryl
J ,r F e TS "PRL RS

RIP ON THE LONDON EYE OR A MUJI CD PLAYER!
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EAST ANGLIA

26 JUNE-2 JULY 2004

- I . T www.radiotimes.com 90p

Watch the Olympics
MARTINA . ; :
NAVRATILOVA In style with this

*Tennis is a mess . _ QT e
and we need help” ) ’ R Superb I Y

IAN ,' e R PLUS FIVE RUNNERS-UP WILL RECEIVE DIGITAL RECEIVERS

MCKELLEN | _: . :' .. : 1_L'—'-".' | erg & Oshyen, mansocaton with How To ENTER

' . L - | Cool Brandieadars, are pving
G Pl : e - W plog. AT readers the chance o watch PHONE 0% 111 0728 (calls cones 25p).
Frﬂ[ﬂ Hndalf o x - T { e Oy isteractively with these TEXT RT COMPand then ydur answer 10

Widﬂw Twan [‘(IE! s | . .‘ " "-'- ” a o f : hantaste prizes Al pouhaveto don 87272 (25p phus riandard operator charge).

3AWE S ONC 1Ty gaeson OMN LIME 2t wrw redrolmeL comwen

Competrtron clones 9 july 2004
T e avon THE PRIZE

’ . - 1, | P "; ’ : 4 o o, wan i the 2000 Otympscs 10 Sythaey ! The winnier will receive a Bang & Gludren
| Fﬂb”lﬂus Y : i ¥ BeaVaon Avant mtegraced home cmema

state-of-the-art L TR y, AN o = RS Ao ANt w bl VD phyer ronih o

Bang & Olufsen TV ¥ | - ) B than £3,000). piun » gzl s¢1-10p bo
ang - ' 3 ] A i . C SpA dusigApiaEs The

worth over £5,000 ‘ 3 s _ vy

o4 iU S TMooth
“swvall”, wiveh acdds an
exgepthonal vyl
hghtnew o the TV
The sytern han an
Blem/ 2wy real-flay
169 sereer, offering 2
pictsre quabny thaty
second LG none, and an
anti-reflcctive contran
streen to enivre
perfect wev g - cven in
broad delrhie Andthe
clectronc curtams that
glide assdo when you turn
on tull you you re in for 4
home Wl CXDerpre
that's our of the oedmary!
For mare informaton goto
werwe bang -odufser com,
Bang & Olufien wan voted 2 Codl
Brundlaader Uy the Superbrands
Crgenaation For more informatan,
£O Lo wrwew s pt rbrands.org.

Frve runness-up wi i cach
receive & digital vet -t bon
snabhing them to acceas M this
year's interactive Olympsc sernces

(¥ recopmon atows —set
"Going Digral” on page 12),
Ul KT competiton
ﬁ ru'es aoply — soe pape 137

Ra=s

'RT EXCLUSIVE

When Steve
met 0zzy...

..they BOTH revealed their secret Olympic ambitions. See pl8! ' 5o

Sir Steve Redgrave and Ozzy Osbourne appear in the Olympic Torch Concert, Sarurday BBC
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won an award fc:r hIS Walkers crisps TV adverts

Celebrity endorsement

Marks & Spencer's success in the poll of UK consumers will
come as a welcome boost for the company's board, which

faces the task of convincing shareholders that it was right to

reject Mr Green's £9.1bn ($16.9bn) takeover approach.

o — e e e T

‘Celebrlty endorsement helped Gillette - which is promoted

by England football team captain David Beckham - come top
in the clothing, household and healthcare product category.

However, the Superbrands
survey revealed that
CONSUMErs Were more
influenced by a company's
environmental policy than
celebrity endorsement of its
products.

Despite recent criticism for Sary Lineker hae boe
promoting crisps, Gary promuoting fally foods

Lineker's Walkers adverts were the consumers' favourite in
the food and drink category.

"Competitive advantage”

Dove's 'Real Women' advertising campaign and adverts for
Tesco featuring Prunella Scales were other consumer

favourites.

Heinz, Duracell, and Tesco were the brands consumers
would miss most if they were no longer available, according
to the Superbrands survey.

Jaguar cars, Virgin Atlantic and Duracell were voted the
three brands consumers would most like to work for.

Stephen Cheliotis, chairman of the Superbrands Council,
said: "Brands are still vital in the eyes of consumers and in
the long-term give real competitive advantage, for example

- we have seen that consumers are still happy to pay a
premium for their favourite brand.”

content of externa!

TOP BUSINESS ST

Five months in jai
BAT enters Chine:
Barclays closes B
Insolvencies rise



Source: Daily Telegraph
Date: 14.07.05
Circulation: 912,497
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There’s J

co0l.

By Alexandra Frean
Social Affairs Correspondent

[F YOU find yowself cruising
along in your Audi today,
liskening to The Streets on
vour Bose stereo with a copy
of The Times in your bag,
decked in Diesel clothing on
your way to catch a flight for
New York, then you could be
the coolest person in Britain.

[f you are then assigned the
seat next to Johnny Depp, you
will be in excellent company.
For the mercurial Hollywood
actor is pretty much the
coolest parson on the planet,
according to a survey of the
coolest brands of 2004.

Do not be disturbed,
though, if 2 coumpled-looking
bear of a man with haystack
hair flumps down on the other
side, papers flying and shirt
tails untucked. For this is
Boris Johnson, Tory MP for
Henley, the only politician to
make it on to the "cool list”,

L I .

BEING COOL

¥ Audi AB 6.0 Quattro

£72,075.00

S SoENES, Bose Acoustic Wave Music

I:' ..- . o 5 -.-‘. R
=13 “"r"'-‘ 'u..-i.i:-".'r_- :

8 Zathan jeans
o £126.00

8 Kill Bill DVD,

i and two

| The Streets, A

' System

Virgin Atlantic return flight to

7773 New York this weekend,
L8 Premium Economy class

et T PR RN TR R PR TR ARR R R DT AR AL R AL L

COOLEST DRINKS
BRANDS

1. Stella Artois

2. Stolichnaya

3. Guinness

4. Budweiser Budvar

5. Innocent smoothies

COOLEST

q "l n “mwmwmmuWLHUﬁu ’ ” o P

Diese! Mean's

Harry Fofter |
hardback box i
set, 5 volumes ||
£47.60 ;

volumes one

£26.98

L -
iy = S ._+r.__

Grand Don't

Cool fashion: Agent Provocateur

TECHNOLOGY BRANDS
~— 1. Bose
2. Nokia

oS B @ | 3. Denon

4. Sony Ericsson
5. Blackberry

A | COOLEST
' i| VENUES

| 4. London Eye

2. Selfridges

3. Somerset House
4. Design Museum
5. Maimaison hotels

Come for Free
£8.10

! Steila Artols lager, 20 x 330 ml

bottles
£159%

The Times compact edition
50p

COOLEST FASHION
BRANDS

4. Diesel

2 - Q8 2 Agent Provocateur

BORIS JOHNSON

published teday by the market-
ing company Supeibrands.

Mr Johnson, 40, is living
proof that coolness is not just
about being sleek, good-look-
ing and young. It is also,
according to Stephen Cheli-
otis, chairman of Superbrands,
about “being able to zig, when
everybody else zags”, being
innovative, original and true
to yourself.

“People like Boris Johnson
because, quite simply, there
isn't anybody else ﬁ&ﬂm like
him. And because he'’s funny,”
Mr Cheliotis said.

The survey coincides with
the publication of a Dbook
called Cool BrandLeaders,
which names the cutiing-edge
brands of the moment. The 63
brands featured in the book
were chosen from an initial
list of 1,300 by experts on the
Cool BrandlLeaders Council,
wiich includes leading design-
ers, advertisers, marketing gu-
rus and journalisis. From the

3. Chanel
4. Puma

§. Topshop

4 e

final list they picked five
brands considered the coolest
of the cool.

The top choice of the ex-
perts went to Selfridges, which
has a store in Oxford Street in
London as well as branches in
Manchester and Birmingham,
where the store is housed in
an iconic new development In

COOLEST MOTORS

e — — T BT —
e s B b J.f‘
e

2. Vespa scooters
3. Saab
4. Land Rover

COOLEST MUSIC
ARTISTS |
1. The Streets

2. Damien Rice
3. Lenny Kravitz
4. Ushei

B. Joss Stone

the coolest for clothes, while
The Streets emerged as the
coolest performer Audi took
pole position for the best cars,
the audio equipment specialist
Bose produced the coolest
technology and Stella Artois
was the coolest drink,
Quentin Tarantino was
named the coolest film direc-

‘It’'s about being able to zig when
everybody else zags, being
innovative and true to yourself”

the Bull Ring. Next are the
magazine Dazed and Confused,
the upmarket lingerie brand
Agent Provocateur, the Hak-
kasan restaurant in London,
and Goldsmiths College "art
department in London.

In a separate poll ot 3,000
adults commissioned to"ac-
company the book, the fash-
ion label Diesel was named

tor for his recent Kill Bill mov-
ies, while J. K. Rowling topped
the list of authors.

New York was the world’s
coolest city, just ahead of Lon-
don, and the coolest business
person was the Virgin entre-
preneur Sir Richard Branson.
The Times, in compact format,
was nafturally the coolest news-
paper. The poll of 18 to

- — _—— —
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COOLEST MOVIE
DIRECTORS

1. Quentin Tarantino

2. Peter Jackson (Lord of the
Rings)

3. Sofia Coppola

4, Michael Moore (Fahrenheit
9/11)

5. Pedro Almodovar (Bad
Education)

- 1
ol T

44-year-olds from the main
cities also found that the key
ingredients to being cool were
style, innovation, originality,
authenticity and uniqueness.
The best way to become a cool
brand was said to be by word
of mouth; the worst was

through “celebrity endorse-
ment.
Although.the idea of a cool

list smacks of playground
rivalry, and a number of the
expert panelists’ own brands
happen to appear in the final
list of 63, Mr Cheliotis insisted
there was a serious purpose be-
hind the exercise; “We are not
saying that you have to own
all of these brands to be cool.
But by compiling this list we
are saying, here is a collection
of brands that have done a
good job in the way they
project themselves.

“Now others can learn iroin
this. While ccol is very
subjective, we have gained a
great snapshot of who, what

=
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COOLEST AUTHORS |

- — e ————— = ———

u... J .x.. Rowling (Harry Potter)

2, Dan Brown (The Da Vinci Code)

3. Philip Pullman (His Dark
Materials)

4. Christopher Brookmyre (Be
My Enemy) |
5. Michael Moore (Stupid White
Men)

COOLEST BUSINESS

e ———— e e i & -

1. Sir Richard Branson (Virgin)
2. Stellos Hajl-loannou (easyJet)

3. Philip Green (Arcadia)

4. Roman Abramovich
(Chelsea FC)

5. Steve Jobs (Apple compulers)
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ohnny Depp cool and Streets
And then there’s Boris Johnson

and where has that X factor

Tight now.”

Mr Cheliotis said that it was
not all about expensive prod-
ucts, citing the example of In-
nocent Smoothies, which the
poll placed as the fifth-coolest
drink, as a perfect example of
an innovative brand that was
constantly updating itself by
adding new and interesting
flavours to remain at the cut-
ting edge. “Being cool is 2
hard currency to keep, but
they seem to have managed
it,” he added.

The lesson for manufact-
urers and marketers, he said,
was that, even if they are big,
to be cool they must think like
a small organisation and take
the same kind of risks. “That
will allow you to innovate and
to be original,” he said.

Is Boris Johnson cool?

Send your e-mails 1o
debate@thetimes.co.uk
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SR AP DA Top brand name gives staff sense of pride m hoverspee
By Richard Tyler (Filed: 14/07/2005) » Business the fastest
Superbrands Coundil sea crossings

Money home
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People working for one of the country's 83 "super brands"

s have significantly higher levels of commitment, loyalty, Ads by Google  [¥g
Small business trust and pride than their peers at lesser known
Alex companies, Maintenance
- Brand Valuation :
SN Co— advertisement New financial & Production
) City diary dvertisement | valuation tools

Millward Brown
Optimor
vy, milkwardbrown.com

The week ahead
The week that was

Business Colour

Business travel
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- Check-in online branding
Microsoft Office Business Link has
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Personalised
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| Tﬂ“g:::h Bl Research by the Business Superbrands Council examined Barclays

' . the attitudes to work of more than 800 staff from the 83 Premier
companies, which include BT, P&0O and Prontaprint,

Top brand name gives staff sense of pride

People working for one of the country's 83 "super brands" have significantly higher levels of commitment, loyalty, trust and pride
than their peers at lesser known companies

Research by the Business Superbrands Council examined the attitudes to work of more than 800 staff from the 83 companies,
which include BT, P&O and Prontaprint.

It found that employees of these companies were almost twice as likely as the national average to trust their employer and
recommend the company to their friends.

Some 82 per cent said they were proud to work for the company, compared with only 52 per cent of the country's workforce as a
whole and more than three quarters said they had "strong attachment” to the company, compared with a national average of 39

per cent.

Stephen Cheliotis, chairman of the Business Superbrands Council, said: "This is further proof of the argument that a company's
brand is its most valuable intangible asset and sends a message to employers that taking the time and effort to develop and build

the brand will benefit the company in nhumerous ways."

The council selected the 83 superbrands this month from a list of 1,000 companies.
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UK’s 'business superbrands’'revealed

Charge Checker Special awards identify best in class for customer focus, innovation, keeping
Business Finance promises, reputation and the ability to attract talent.
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UK's 'business superbrands’ revealed

Special awards identify best in class for customer focus, innovation, keeping promises, reputation and the
ability to attract talent.

From a shortlist of over 1,000 brands 83 brands have been selected by the independent and voluntary
Business Superbrands Council, as part of a programme to reward excellence in business-to-business

branding.

The companies come from a range of sectors including technology, entertainment, food and drink,
construction, logistics, marketing, energy and utilities. Major global corporations are included — such as 02,
Shell and Sony - along with smaller names such as Eddie Stobart and Office Angels.

Stephen Cheliotis, chairman of the Business Superbrands Council explained: "To qualify, as a Business
Superbrand a company has to have established the finest reputation in its field. It needs to offer customers
significant emotional and or tangible advantages over its competitors, which — consciously or sub-consciously
— customers want, recognise, and are confident about investing in.

"Each of the 83 companies identified by the independent panel do all of these things and more."

As part of the launch Sony, Thames Water, IBM, Eddie Stobart and JWT received special awards for
excellence in key brand attributes. The awards were based on independent research by BMRB that questioned

more than 800 employees from a host of business superbrands.

Top 3 companies listed by brand attributes

Is a responsible member of the community
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1. Thames Water

2. BT
3. Costain, Royal Mail and Slough Estates (all joint)

Attracts highly talented people

1. JWT
2. PriceWaterhouseCoopers

3. Deutsche Bank

Excellent reputation

1. IBM

2. Sony
3. F1

Keeps its promises

1. Eddie Stobart
2. DHL
3. Towers Perrin

Focused on its customers

1. Sony
2. Q)2
3. DHL

Innovative

1. Sony
2. |IBM

3. Intel

Stephen Cheliotis added: "These awards recognise the brilliance of each of these brands in a critical area of
their business operations. To receive these awards from a survey of your peers is a true recognition of
excellence and demonstrates that each of these companies are leaders in their chosen fields."

The awards were presented at an event at Tate Britain, 5 July 2005. The event was attended by 350 of the
UK's leading professionals from the UK's marketing and branding profession.

The programme is endorsed by the Chartered Institute of Marketing, the Institute of Practitioners in Advertising
and the British Brands Group.
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Stperbrands

Brand rankings. NO AFFINITY
WITH RIVAL

Brand rankings NO AFFINITY WITH RIVAL The publisher of an
established guide to leading SA brands has come out fighting against a
new competitor.<p lede="true Affinity Publishing's Ken Preston, who
compiles the annual Sunday Times Encyclopaedia of Brands &
Branding, has labelled his new competitor publication an exercise in
vanity publishing. He claims that one of the most important qualifications
for inclusion in Superbrands SA currently being compiled is cash. Only
companies willing to pay for inclusion will make it into the directory.

The newcomer will be published by a UK company, Superbrands, which
has been in operation for 12 years and claims to work in more than 40
countries. SA companies already signed up for its local project are
understood to include MTN, Vodacom, Sasol and IBM.

In principle, companies will make it into the book only after vetting by a
council of advertising personalities. They include brand expert Andy
Rice, analyst Chris Moerdyk and MTN marketing director Santie Botha.
Others listed by Superbrands are former politician Denis Worrall,
advertising industry executives Happy Ntshingila and Reinher Behrens,
Proudly South African CEO Martin Feinstein and Peter Mckenzie, MD of
TV sales house Oracle.

Superbrands' Simon Goddard says 3000 SA brands identified for
possible inclusion were reduced to 1200. He says the council then
ranked these according to market dominance, longevity, goodwill,

customer loyalty and overall market acceptance. The top 20% have been

approached by Superbrands for inclusion in its directory. The first 100 to
confirm their participation will be featured alphabetically in its first local

volume.

But how do they confirm? By paying money for inclusion, says Preston.
That devalues the whole concept of an independent guide, he argues.

Goddard concedes that companies will not be awarded superbrand
status if they do not pay. The cost is R60000, which includes a two-page
editorial spread in the book, public relations and media coverage, and
awarding of a superbrand logo that can be used on packaging.

The content of these cuttings is subject to copyright and may not be reproduced or resold without prior permission
of the publisher or relevant licencing agency, details of which are obtainable from Durrants Press Cuttings Limited.

Pack Page 10 of 17
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Cuperdrands

Brand managers and marketing directors of potential participants say
they have no choice but to take part. If a rival is in, they must be, too.
According to a participant, R60000 is small change to cover one's

backside.

Preston claims that his encyclopaedia, in its 11th year, is more
authoritative because it features the results of an independent survey of
3500 participants by market research house Markinor. Goddard counters

that his company's selection method is well established internationally.
He adds that he is not offering a ranking, merely a directory of top

brands.

Markinor notes that it has no formal relationship with Affinity and that
Preston's content is provided by the Sunday Times.

Superbrand council member Rice acknowledges the new project is not a
robust piece of research and says he has raised his concerns with the
Superbrand publishers. But until definitive research methods are
devised, he says, there is room for two products in the SA market.

Publication: Financial Mail; Copyright of Times Media Ltd.. Source:
Financial Times Information Limited.
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programme, headed by President
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its renowned cultural strengths,
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1355, 33 1§
AR E

) 36 aircraft.
the second yearj

of a three-year strategic recovery inthel

Source: Travel Retail Business
Edition:

Country: UK

Date: Saturday 1, January 2005
Page: 62,63,65,67

Area: 1533 sq. cm

Circulation: 2000 Monthly

BRAD info: page rate, scc rate

Phone: 020 8547 3444

Keyword: Superbrand

o

......

-.;1. " et l-:h

~and professional management team

which have been developed over

more then half a camum sﬁw a

glabat campamwa anmmnment. :
- Gulf Air was mwgm&ed wsth the

prestigious Airline Turnaround of the
Year ﬁwaré iay tha Centre for ﬁtsea |
F’aczﬁ:: ﬁw&ﬁﬁn EG;"';_'_‘%PA} m 29'3 and
it was se!ectﬁﬁ as one of the

leading and most rec“‘f_'nm&d brands
JAE by the St;;_j’f rbrands Council.

The airline also received the top
honour of a platinum award for being
voted the Best Middle East and
North Africa Alrline at the 2004
Arabian Travel Market's inaugural
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a e
%
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{Cemrej A victorious Michael Schumacher celebrates his wctary at last years debut Bahrain Granc! Prix, mth Guif Air Ceo James Hogan ffar left) iooking on.

MENA Awards. Gulf Air was also
named winner of the Excellence in

‘:f,}uaisty Improvement category of
 the 2004 Skytrax Airline Excellence
: Awards th& world’'s largest survey
_ --_mf passeng&r attitudes towards airlines.

Revenues at Gulf Air increased by
to $1.02bn in 2003, while
the ai ﬁmﬂ reduced its losses by 51%
Guif Air credits the
success of its ongoing “Proiect Falcon”
turnaround plan for reducing its
net losses and Ceo Hogan says he
is hoping for a break even result at
the airline by the end of the current
financial year. O
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M 10D [ TGO 11 highlights of the year They are a big design consultancy and
QOOF aﬂd J[h@ |r‘]* Q = for the Gulf Air obviously priority has been to the core
. inflight programme? product, so it has been tough for inflight
nflight duity free To date. ssles are  du
, ty free.
Drog amime — L,,Gl”u[ =& up about 72% Gulf Air is also one of the only airlines
S - year-on-year and we are now coming
by Aer Rla? T[d | into the second year of the operation,
Ntemational Migale so it is now becoming like for like.
:aSJ[ - B grO‘“ng ﬁrDlT] Passenger numbers are also up 40%

The content of these cuttings is subject to copyright and may not be reproduced or resold without prior permission . 4 —
of the publisher or relevant licencing agency, details of which are obtainable from Durrants Press Cuttings Limited.
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SUperbrands

in the region to publicly announce their
trading year, so there is a very Important
benchmark that they have to meet
continuously.

The current Ceo James Hogan seems to have
done a good job?

Very much so. He is very driven and he
has got a great team that are driving it
all forward in all sorts of areas... they are

all very focused.

Do they recognise the importance of inflight

duty free at the top of the company?

We are getting the message across.
John Sutcliffe (IMD ARIME), myself and
Maurice Burke (Bahrain Duty Free
General Manager/ have undertaken a
number of presentations to Gulf Air and
there is now a senior vice president in
charge of duty free to drive it forward.
This is great news for us because Gulf

Air do see that there is an opportunity.
So all in all we've done well over the
last 18 months, but there is always room

for improvement. We've got to put the
correct range onboard and there

are other areas we can develop. We
are very keen to tap into the flight
attendants. We've also created a brand

for the magazine called Priceless and
| think the dictionary definition is ‘so

valuable that you can't determine its
worth’. So that is the product and it

doesn't matter whether it is a cuddly
toy priced at $20, or a piece of jewellery

at $150, because a cuddly toy for a kid
IS just as priceless.

In terms of pricing we benchmark
against Bahrain Duty Free and that
sometimes annoys my

to the crew who are core to it all.

How do you work with the crew?

General
Manager, but we will usually be at
the same price or less than Bahrain
Duty Free. So that gives a message

We are really pushing them. We have
trained about 600 out of the 1800
crew so far and we train them on a
weekly basis. | do the presentations and
I've just taken on a trainer to specialise
In that area.

We've given away around about

Source:  [ravel Retall Business
Edition:

Country: UK

Date: Saturday 1, January 2005
Page: 62,63,65,67

Area: 1533 sq. cm

Circulation: 2000 Monthly
BRAD info: page rate, scc rate
Phone: 020 8547 3444

Keyword: Superbrand

$35,000 worth of incentives and that
comes out of the advertising and
promotional budget that the suppliers
provide and we've also given away
about $10,000 in cash prizes for six
flight attendants. The suppliers have

also come onboard. Frederique
Constant are giving away watches, Russ

Berrie are supporting us and we link
IN passenger promotions as well.
There are also prizes for the crew
when they sell the product and so on.

So it is all the usual things, but it is
really just trying to keep on top of it all
because without the crew’s support it
would be impossible. As you know, if
someone doesn’'t want to sell duty free —
for whatever reason — then there is
nothing we can do about that on the
ground. So we have got to keep getting
through to them.

How does the offer you have on ordinary
scheduled Gulf Air flights differ from that on
economy only Gulf Traveller?

Well we tried about six months ago to
put a leaflet together of 29 of our best
selling lower-end priced products, but it
didn't work. So we have now reverted
back so that exactly the same product
goes on Guif Traveller that goes on
Gulf Air.

The next stage for us is to look at the
premium end, so that means the first
and business class passengers. Our
passenger spends into places like
Damascus, Beirut and Cairo are up there
with anybody in the region, so we now
need to either heighten the product
range, or look at some additional items.

It must be quite a pioneering challenge to try
to get a programme together for lower-cost
travellers in the region. Has that involved a lot
of expernimentation?

Yes it has and you are absolutely right
about the challenge, because a lot of
passengers flying to India and Sri Lanka
have only a small amount of disposable
income. But having said that, it is

perhaps ironic that when we put
Frederique Constant watches on in
September at $640, the first watch that
was sold was on a Gulf Traveller aircraft.

So you might think that you get the
balance right with maybe Pierre Cardin,
which is highly perceived in India at an
economical price point and which does
sell very well, but then you get surprises

like this.

So what percentage of Gulf Air's flights are
around one hour to an hour and a half?

Quite high. In terms of the number of
rotations it would be 60% to 70% and

that makes it very tough. In fact we are

now looking at hand-held computer
units to help with this. We are in
negotiations with all of the three major
players In that market and we’ve
submitted the price costings to Gulf Air.

S0 you obviously think they will make a big
difference?
We think they will, although | don’t
believe that they are the Holy Grail. But |
do think this will help flight attendants in
many ways, including handling credit
card payments, the bureaucracy and
the paperwork which are very difficult
for the crew. Presently our system is a
ittle antiquated and | think we have to
move it forward.

But of course, there is a price to pay

because these units are verv expensive
waiting for the next magazine which

IS published on a four-month cycle,
we were one of the first to carry that.

How many passengers did Gulf Air carry
in 20037

Around six million and that was 600,000
up on the year before. They are 35% to
40% up this year [2004-Ed], but that is
compared with a year when you
had Sars and the Gulf War. We continue
to see the benefit of that increase
IN passengers.

A lot of people forget that before Emirates,
Qatar, Etihad and other airlines came along,
Gulf Air was the biggest carrier in the region...

That's correct and it was actually one of
the top five airlines in the world. |

remember when | was a kid people
saying to me that they were flying on
Gulf Air in the same way they would
say they were flying British Airways

The content of these cuttings is subject to copyright and may not be reproduced or resold without prior permission
of the publisher or relevant licencing agency, details of which are obtainable from Durrants Press Cuttings Limited.
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ETZ32X3 ONCE THE POPULAR MODE OF TRANSPORT FOR MODS, THIS HUMBLE ITALIAN SCOOTER IS RIGHTLY THE HEIGHT OF COOL

Get cheap

wheelers. The success of the little
‘wasp’ (named for its looks, rather
than ils buzzing sound) was
phenomenal. Before long, a new word
entered the Italian vocabulary:
‘Vespizzari’ - to get somewhere on

a Vespa. By 1956, the millionth

Vespa rolled off the ‘\
production line, fanned by a _
craze for independent
transport among

the young. By .
1996, the 50th '3

mong all the mighty names
that make up the top motoring
cool brands this year, Vespa
seems an odd inclusion. What 1s the
appeal of this odd little scooter, whose
history dates back to World War 117
The Piaggio aircraft factory in
Tuscany was destroyed by Allied
bombers during the war, so brothess
Enrico and Armando Piaggio had to
start again. It was Enrico who first
sketched the idea for a ‘quick and
easy means of transportation’ built

using the small wheels, lightweight anniversary of -
engines and odd pieces of aluminium Vespa, more than
lying around in the factory ruins. 15million had

The streamlined look was a natural been sold \
choice for an aero engineer but alsoa  warldwide. A

The key to the
SCOOLEr’s success over
motorbikes was its clean
lines and easy use. It didn’t
soil your clothing, was easy to
maintain and cheap to run, while the
enclosed leg area protected the rider
from the weather and minor accidents.

Of course, advertising played its part
and no celebrity visitor to Italy
seemed to escape without a photo
posed on a Vespa.

Little has changed in that winning
formula with the current Vespa ET4.

contrast to the oily, heavy motorbikes
that were the competition for two-

AND THE WINNERS ARE...

Audi one of the coolest care on the
streel and forced the marque into
thie year's Cool BrandlLeaders

programme. For young, stye-

consdous Brite, to parody Damon
Albam, it's all about the Voreprung
durch Technik, don't you know?'
Stephen Cheliotis, chairman,
Cool BrandLeaders Council

Metro is the official media and research partner
of Cool BrandlLeaders 2004, a unigue initiative

from the Superbrands organisation.
This week, Metro has revealed the nation's

Cool week
iNn Metro

Edited by JONATHAN GODDARD wheels @ukmetro.co.uk

Subject 1o availability in most stores untl 26th October. lems 99p each
Nurolen contains Ibuprofen. Always read tha label. Sales st pharmacst discretion.

Vespa ET4

£
r'-l rj{:’., 3 --{.- ._. |

There's a 50cc and 125¢c version (the
GT version goes up 1o 200cc) and the
body has undergone such gragual
evolution that it is a shock to see it
beside its first ancestor — even though
the similarities are equally siriking.
Today’s Vespa has electric
starting, modern lighting and
indicators, automatic gearbox
- twist and go — and disc
brakes. The modern
scooler market 1S
phenomenally
competitive, with
Japanese technology
fighting tooth and
— nail with Italian
Fo OB style for a share of
o the markel.
: You either love or hate
the Vespa and its ride
takes some getting used to -
its as idiosyncratic as its look for
those used to the safe ride of many
newer cesigns. But no one buys a
Vespa for its gadgels, 1ls power or
handling. No, you buy a Vespa to
make a statement. And, as the Cool
BrandL eaders survey shows, that
statement is still: ‘I'm cool.’
Vespa ET4, from £1, 7380tr (50cc),
£2,349 (125¢cc), www.uk.vespa.com

5 - —
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B Absoluie Beginners
B Amencan Fie
B An American In Parnis

B Austin Powers: International
Man Of Mystery

B La Dolce Vita

B Lovers Must Lean/Rome
Adventure

H Of Love And Shadows
B Quadrophenia (pictured)
B The Happy Road

B The World Of Suzie Wong

Freedom: The popular Vespa is cheap to run and fun to ride

experts in the field of branding. Within each
category, Metro's young ‘urbanite’ readers have
voted for their favourite cool brands.

B Visit www.superbrands.org/uk

coolest brands in a number of calegories, from
fashion to technology. All these brands have
been highly rated by the independent Cool
BrandLeaders Council, made up of eminent

more value at 5=

_|_
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PreSS release [prmt]

Nikon featured in Superbrands 2004

Wednesday August 11, 2004
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Nikon featured in Superbrands 2004
Nikon UK are delighted to be included in the 2004 collection of Superbrands.

The Superbrands book is an insight into Britain’s strongest brands and Nikon
featured in the 2004 publication, thereby achieving the greatest recognition |
competitive market. Superbrands was first published in 1996 and Nikon have
three editions to date.

Brands are central to our everyday lives; they define, distinguish and. reflect .
standard. The huge number of competing brands means that each has to wc
capture the public’s imagination. Many who have been included in the Superl
2004 have fought a plethora of adverse trading conditions to achieve and me
leading positions. Nikon UK’s good advertising and positive press has been re

year’s inclusion.

[Return to Press Office Home Page]

http://www.nikon.co.uk/press_room/pressreleases/111.shtml 25/09/2004
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Evening Telegraph (Peterborough)

Source:
<ol ':Iz'IT'lursday 5. August 2004

o s > Durrants

 ABC 26016 Daily
Circulation:  phage rate £2,295.00
Ad Rates: scc rate £7.52

rui 01733 555111

Superbrand (DB582-1)

Paae 1 of 1

Company now a
Superbrand

PETERBOROUGH-BASED
Hotpoint has been awarded the
prestigious Superbrand status
at the Tribute Event that recog-
nised the UK's most exception-
il consumer brands.
Announcing the award,
stephen Cheliotis, chairman of
the Superbrands Council com-
mented: “The Hotpoint brand
15 a British favourite with a
strong heritage and an estab-
'ished presence as the name
“or domestic appliances in the
JK.

“It is now in the Superbrands
2lite alongside the likes of
—oca-Cola, Jaguar and Virgin.”

3/3 prakum - 36
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The Times {Business}

Source: Friday 6. August 2004
Date: 27
Page:

| ~ ABC 667658 Daily
Circulation:  page rate £39,900.00

Ad Rates: scc rate £57.00
020 7782 5000
Tel:
Superbrand

N
d

(DB582-1)

213

dangre - 48

city.diary@thetimes.co.uk

SUPERBRANDS. a glossy vol-
ume wittering on about the
country’s 108 best consumer
and service brands, thumps on
to my desk. There is a chunky
encomium for Marks & Spen-
cer. “The arrival of Vittorio
Radice as director of Marks &
Spencer’'s home division in
March 2003 signalled a major
change in direction ...” Indeed,
and what a disaster it was, too.
The next change of direction
was his subsequent departure.

MARTIN WALLER

Durrants

Paae 1 of 1
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.+ Won an award for his Walkers Crisps TV adverts. FITREIC BE Exaerom|
ay Celebrity endorsement Five months in jai
e | | BAT enters Chine:

Marks & Spencer's success in the poll of UK consumers will Barclays closes B
=%  come as a welcome boost for the company's board, which Insolvencies rise -

I faces the task of convincing shareholders that it was right to

'E;—: reject Mr Green's £9.1bn ($16.9bn) takeover approach.

IES Celebnty endorsement h helped Gillette - which is pmmnted
by England football team captain David Beckham - come top
in the clothing, household and healthcare product category.

However, the Superbrands
survey revealed that
CONSuUMers were more
influenced by a company's
environmental policy than
celebrity endorsement of its

products.
Despite recent criticism for  Gary Lineker has been criticised for
promoting crisps, Gary promoting fatty foods

Lineker's Walkers adverts were the consumers' favourite in
the food and drink category.

"Competitive advantage”

Dove's 'Real Women' advertising campaign and adverts for
Tesco featuring Prunella Scales were other consumer

favourites.

Heinz, Duracell, and Tesco were the brands consumers
would miss most if they were no longer available, according

to the Superbrands survey.

Jaguar cars, Virgin Atlantic and Duracell were voted the
three brands consumers would most like to work for.

Stephen Cheliotis, chairman of the Superbrands Council,
said: "Brands are still vital in the eyes of consumers and in
the long-term give real competitive advantage, for example
we have seen that consumers are still happy to pay a
premium for their favourite brand.”
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The Independent Authority on Zranding

BBC Radio Sheffield
Friday 16, July 2004

Superbrand

BREAKFAST SHOW - 16-07-2004
08:27:01

BBC Radio Sheffield
00:03:15

FINANCIAL NEWS - :MARKS & SPENCER HAS BEEN VOTED
BRITAIN'S FAVOURITE RETAILER IN SUPERBRAND VOTE - The
other winners were HEINZ, DURACELL, BT, JAGUAR CARS and
GILLETTE. VV:STEVEN CELLIOTIS [PHONETIC], SUPERBRANDS
COUNCIL - It takes years to build a superbrand. It can be lost.
‘REPORT STATES THAT SEX INEQUALITY IS STILL RIFE - This is
particularly true in the City. A victim of sexism in the City said that this
shouldn't be done. Reporter - EQUAL OPPORTUNITIES
COMMISSION preapared the report. VV: CAROLINE SLOCOCK,
EQUAL OPPORTUNITIES COMMISSION - Best companies make sure
they have the best policies in place. ;PRIMERA [PHONETIC] MUST
MAKE ITS WH SMITH WITHIN AUGUST THE 9TH OR WITHDRAW
THE OFFER - :WEST BROM ALBION IS SPONSORED BY T MOBILE

AFTER PROMOTION -

[] Please email me a transcript of this broadcast.

'
-.\_! ‘: - -:l.. .r-l,. Ch I:|_r_|- w W IFII.'
P 23 23§ mgx ER S
S Rad 3 W Nl 1 Bl e

(DB582-1)

Page 1 of 1

If you wish to order a tape or transcript of this broadcast, please fill in this form and fax it back on 020 7674 0222 or
email broadcast@durrants.co.uk or call 020 7674 0200 and ask to speak to @ member of the Broadcast Team.

| | Please sendmeaTape / DVD / CD / CD ROM / Streaming Audic or Video (circle one) of this broadcast.

P R

Email ______ Phone Number_

Video (0-15 minutes) £110  Audio (0-15 minutes) E90  Transcript (0-2 minutes) F65

cammecim

add E£20 for a Bush Job
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FIMARCIAL NS - MARKS L BPENCER HAS BEEHN VOTED
BRITAINS FAVCARITE RETAILER I EUPERBHAND VOTE - The
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Silverstone celebrations for MG's 80th birthday
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BRITAIN’S best-loved sports car marque, MG, 18
having its official 80th Anniversary celebration
at the MG Car Club’s massive ‘MG 80’ long
weekend at Silverstone this weekend, July 23-25.

Among the many companies making up the
‘largest MG trade area in the world’ at this
special event is British Motor Heritage Limited.

For nearly 30 of those 80 years, Heritage has
played an important role in nurturing the world-
wide enthusiasm for MG and helping to ensure
its survival through past difficulties.

The Heritage display at Silverstone will include

examples of their classic MGB GT and MG Midget
hodyshells, as well as their special hardtop for the

modern MGF/MG TF mode] ranges.

micsum - 82

B Jaguar took top honours at the
Superbrands annual Oscars, being voted one of
the six most highly rated brands in the UK.

Consumer's voted Jaguar the favourite brand in
the car manufacturer, motor services and travel
services categorv. Jaguar came top in the ‘affinity’
sector cited as the brand consumers would most
like to work for and the brand consumers would
mniss the most if it was no longer around.

The marque also took the top spot in the
‘quality’ sector. |

Brand experts on the Superbrands Council
made up of directors of leading commercial and
financial organisations voted Jaguar one of the
top six brands in the UK.
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