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RETAIT BRIGHT TIGHT EMBRACE CONCEPT

Conference
told social
media not a
pass¡ng fad
lAmanda Saunderc

Famiþ businesses have been urgel
to embrace social media.

Social media guru Will FïlIe
told delegates at Family Busines
Australia's annual national cor
ference yesterday that they had t,

"accept the reality that socia
media were not just a passing fad'

Social media were not just abou
marketing but also reputatiol
management, with Austa.Iian
spending an average of 18 hours ,

week online, said Mr F\¡IleL a<

count director of brand commun:
cations agency Fuller.

About 43 per cent ofAustralian
share their opinions of brands anr
products . througùr social media
with 46 per cent using the "liking
tool on Facebook to express thei
views on businesses, he said.

\{hile some businesses did no
need to engage with the likes o
Facebook and Twitte4, others need
ed to start by monitoring their com
pany's presence online by signinl
upfor Google alerts or the like. Hol
often did they get mentioned anr
whatwas said?

The most popular blogs in thr
couatry were focused on travel, res
taurants and white goods.

Businesses could use sites likr
Facebook for customer feedbacl
stock issues and marketing.

IVIr Fuller citedthe example of ar
Adelaide Hills boutique cheese prc
duce4 Udderly Delightrul, whicl
used its 1200 followers on Facebool
to market a big batch of cheese tha
was too ripe to sell at the cella
door.

It offered $50 batches ofthe over
ripe cheese for just $10 over on
weekend. The business more tha:
doubled its online following an'
boosted its customer base by mor
than 1000.

The conference's sponsors ir
clude The West Australian.

banks on WA
I Rechel Donkin

fimes are tough for the nation's
lJépartment stores, but tlere are a
few pockets of light among the
gloom that has shrouded the retail
sector over the past year.

Super A-Mart - the counfry's
biggest discount furniture chain - 

-

is banking on sales to top $470 mil-
lion in 2011-12, up from $402 million
for the year to June 30.

The group is yet to frle its 201G11
accounts but the previous year's
documents show it generated earn-
ings before interest, tax, deprecia-
tion and amortisation of M0.5 mil-
lion in 2009-10.

. The group, bought by private
equity firm Ironbridge for about
$500 million in 2006, has 30 stores
across Australia a.fter opening its
for¡rth WA store in Midland last
week, and is targeting B0 nation-
wide.

The Midland store was scheduled
to open in March but was hit with

, ît-out delays. Butthe setbacks have
not deterred the group from
ploughing ahead with plans to open
a fiftÌr WA store next year, and is
scoutingfor locations in Joonda-lup
andBunbury

"Perth is our best-performing
market - we're doing double-digit
comparable sales gails there,"
A-Mart chief executive Eddie Mac-
Dpnald said.

"\{A is a key part of our growth
strategy - its economy is strong,
population growth continues and
we've established a strong connec-
tion with Perth shoppers over the
past three years. I think we're fill-
ing a void that wasn't there before."

Super A-Mart is effectively a mir-
ror image of the low-cost business
model adopted by suicessful elec-

'tronics retailer JB Hi-Fi: ware
house-style stores, high levels of
floor stock, Iower margins, in-your-
face advertising and low prices.

It sources most of its pro-duct
from China, helping to keep over-
heads about 15 per cent lower -although its earnings margils are
up to 20per centlower at 11 per cent

- than its competitors.
Mr MacDonald said the group

had eqjoyed singledigit same-store
sales growth from all States since
Januar¡¡ except \{A where compa-
rable-store growth was north of 10
per cent.

The sentiment is backed by the
Austrafian Bureau of Statistics'
retail trade figrrres, which confirm
sales of firrniture, floor coverings
and textiles bettered those of most
rival categories for ffie majority of
2011 through to Julr¿

Mr MacDonald tipped a wave of
consolidation among firrniture re-
tailers in \ryA in the coming years,
notÍng it was a more fragmented
market than most other States. Positiye result Supe¡ A-Merfs WA storesa¡e perfomilng well.

TEGAI DELAY

Counc¡l class action holds up Lehman payout
IJoe Schnelder

The Australian creditors of Leh-
man Brothers who agreed to settle
claims in mediation will have to
wait for a judge's ruling on a class
action filed by councils before they
can get any money

The alternative dispute resolu-
tion plan, which had attracted 69
creditors since winning a judge's

approval in December, has stalled
because insurance companies are
not willing to pay claims until the
class action is resolved, Bret Walk-
e4 for,Lehman's liquidators, told a
Federal Courtjudge in Sydney yes-
terday

"Negotiations between the liqui-
dator and various insurers have
not led to any còmmercial
certainty" Justice Steven Rares

said. The insurance payout would
"fall far short of the claims".

Competing creditors, including
councils and charities that invest-
ed in synthetic collateralised debt
obligations, those who agreed to
the mediation and others wot¡ld
probably a share of any insurance
payout, Mr Walker said. A ruling on
the council suit might clarify who
had priorit¡1 he said.

The City of Swan in WA, and
Parkes and Wingecarribee shire
councils in NSW sued Lehman in
2(X)7, claiming the compary's Aus-
tralian operation failed to advise of
the risks of the investment they
made.

Wingecarribee had $21.4 million
losses on its investnents. Swan and
Parkes have $15.9 million of losses.
Bloomberg

NOT FOR PROFIÏ

year-round locally organised
events in all the major capital
cities (and beyond) and for the
paltry sum of $130 at the AIA, $115
at the ASA and $%0 at the ATAA
you get access to their resoutces,
their meetings and therefore their
members. Admittedly some of the
meetings such as the annual
conferences are a bit extra but
yourll eat ánd drink your way
through most of those fees while
the speakers, presentations and
etlucation is at cost if there is one.
Rubbing shoulders with

The AIA "exists for one
purpose: to help our members
become more successful long-term
investors" and to "protectand
advance the interests of
Ausþalian investors across all
types of investments and asset
classes including shares, cash,
propert]¿ self-managed
superannuation fi¡nds and
managed funds". It only takes
individuals as members so policy
is formulated for the benefrt of tfie
individual without the influences
ofcorporate purpose.

by "raising the standard of
corporate governance in
Austalian companies". It actively
pushes for "improvements in
transparency and accountability
in relation to company
performance, executive
remuneration, heatnent of
minority shareholders, risk
management and dividend
policy".

The ATAA aims to "promote the
correct use oftechnical analysis"
and "the focus of the association is
the provision ofeducation to
enable members to be more
effective traders and i¡vestors".

Ofcourse none ofthese
associations has the marketing

because they are not for profit. As
a result, the success oftheir
events and the growth in their
membership is not bought by slicl
TV ads and glossy ads but is hard
won by individuals whose
primary motive isn't money

Despite that, they srirvive
because their memberships, once
discovered, persist because on anl
assessment of inbinsic value and
price versus tustability they top
the scales and in a market now
patrolledby a pack ofpredator
products that dress up the

investors off the wrong tack and
on the straight and narrow is ever
more critical now.

So I have given an
unadulterated plug for the three o
them, to redress tfie advertising
imbalance, because too many
people tread the investment
journey alone, too many people
are being picked offand too few
have any opportunity to share
their emotions and e:çperiences
with others. It doesn't have to be
that way

I Marcus Padley is a stockbroker witl
Patersons Securities and the autho
of stockmarket newsletter Marcus
Today. His views do not necessaril¡

The ASA is tlere to "protect and stockmarket as a Porsche-driving
advance the interests ofinvestors" party their role in keeping

A plug for the unsung heroes helping investors

lMarcus Èdley
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had 300 turn up for more than 40
presentations about everything
from the stockmarket, to property
estate planning, superannuation,
managed funds, ETFs, microcaps,
building wealth for children and
stock analysis.

A better looking line-up of
presenters you ¿üe unlikely to find
anywhere else, well not until their
next national conference anyway
$js remarkable the people they
attract, many of whom only ever
come out for this type of
organisation, one that has its
'¡t'embers interests, rather than
their own interests, at heart.
There is some integrity in the
industry after all.

There are only a few
organisations in the stockmarket
that the private investor can trust
and perhaps unsurprisingly they
ffi'seem to be not for prof,rt. They
include the Australian Investors

Shareholders Association (ASA)
and the Australian Technical
Analysts Association (ATAA).
They all offer access, not to a
product, or frading ptrafform, or
leveraged derivative promise that
you too can hansform yourself
into a successfirl forex trader from
the depths of your unit in Woop
Woop, but to people like yourself.

The motto of the AIA sums it up

- Investors helping Investors -and if you've ever attended their
national conference, you'll know
that is true.

Helping hand: Success b hard ¡von by somb with altru¡l¡c motives.


