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In this issue we review the exciting new advertising campaign in th i S iSS ue

being undertaken at present by Ross Human Directions, as well

as our new, simplified brand structure that we hope will make co- exciting brand

ordinated delivery of the range of services we offer easier for our restructure at Ross

clients. Your relationship managers and consulting team as well

as the Ross executive team will be able to tell you more about . .
S . : , advertising campaign

this exciting progression so please do ask them next time you're . q

in touch. We also offer our congratulations to the winner of the eoonomlo upaate

Ross Human Directions Award for Innovation in Recruitment and leglall bnefs

Retention at the recent HR Awards. training tips

mounties group wins

Ross HR award

innovative new Ross

For almost two years, we have been positioning seven Ross Human Directions brands in the market:

e Ross Human Directions Limited (parent company and group identifier) e \erossity (ICT recruitment)
e Julia Ross hot (admin, hospitality and customer support recruitment) e Ross Logic (Technology Solutions & Outsourcing)
* Ross Calibre (professional and specialist recruitment) * Ross Navigate (Career Transition, PPD, Managed Training Services)

e Firstwater (executive recruitment)

The next generation of our branding story is about streamlining and rationalisation. Moving forward, all the services delivered by Ross Human Directions
through its seven brands will remain as active and available as they are presently and indeed some will grow; however, services will now be presented
through three brands only:

Ross Human Directions Limited — parent company and group services

Julia Ross — exactly the same offering as previously with no changes services or teams

Ross — the brand that will combine all the other services previously represented under Ross Calibre, Firstwater, Verossity, Ross Logic and Ross
Navigate.

These changes will have no impact on office locations or the teams from whom our clients and candidates receive services. Your relationship managers
and consulting team as well as the Ross executive team will be able to tell you more about this exciting progression so please do ask them next time
you’re in touch.

Innovative New Ross Advertising Campaign

Between now and mid next year, you’ll be seeing a lot of Julia Ross and Ross brand awareness advertising that promotes our business to candidates. In
an environment of widespread global economic growth, identifying quality candidates for our clients remains the top priority for your Ross and Julia Ross
teams and our new campaign is designed to do just that.

The campaign is fresh, vibrant and
innovative — all features that we
believe characterise our business.
Some of the advertising imagery
appears in this newsletter.

www.juliaross.com www.juliaross.com www.juliaross.com

The key advertising message is
that at Ross and Julia Ross,
what we do is all about you
— the client and the candidate.
We believe this encapsulates our
core promises of trying harder,
being more committed and
offering flexible services - being
focused on what our client or
candidate needs rather than our
Own issues.

The campaign will roll out with
a range of high profile street
furniture and posters as well as a sequence of print media ads and additional internet presence. We are confident that this investment will generate
substantial candidate flow and brand awareness for our clients.
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economic update ErErayEeareTe

Business confidence remains stable after falling significantly in recent months and forward orders continue to weaken, whilst business conditions are
broadly unchanged, albeit below the levels of early 2006. There is also evidence that capacity utilisation may finally be turning down, whilst wage and
price pressures remain well behaved. Despite these initial indicators that the recent interest rate increases have had an impact on the economy, recent
retail and unemployment data has called this a ‘no further increase’ scenario into question. This is particularly reflected in the recent speech from the new
RBA Governor, which seems to signal a rate rise is imminent, most likely a lift of 25 basis points in November.

The marked differences in business conditions across industries and states continue. Mining leads the way with transportation, business and personal
and recreational services all recording solid on-going growth. Retail and wholesale are reporting slightly better, but still low business conditions, following
earlier RBA rate rises. Manufacturing continues to weaken, and the construction sector has seen a marked lowering in activity (again RBA rate related).
By state, WA and QLD continue to lead the way with stronger business conditions, although these states no longer appear to be accelerating from the

rest of the country.

Growth forecasts see expectations for GDP at 2.5% in 2006/07, 3.0% in 2007 and an early estimate of 3.25% for 2008. Domestic demand, having slowed
t0 3.25% in the year to June 2006, is expected to slow further to around 2.5% for 2006/07 and thereafter to accelerate to 3.5% through 2008 in the face
of an expected strengthening in the dwelling cycle. With these domestic demand forecasts, employment growth should slow to 1.5-1.75% by mid 2007,
which should mean little further lowering in the unemployment rate, with the possibility of a drift back to 5.25% by mid to late 2007.

legal briefs

by Greg Coolahan, Commercial & Legal Director and
Michele Jones, IR Manager

Rentention Rates of Temporary Staff

Many clients are happy with the employees Ross Human Directions
places with them and may at times be concerned about losing such
employees, to other opportunities as part of staff turnover.  While
the length of service of temporary staff placed at client sites can by
its nature never be guaranteed, there are certain steps that can be
taken to reduce the likelihood of an unplanned turnover. For instance
you may wish to consider providing holidays and sick leave for valued
temporary employees, instead of only paying them for time worked
as casual employees. This would not only be attractive to many
employees, it can also reduce unplanned absences. Of course your
operational requirements would need to suit the holiday absences this
would entail each year.

Ross Human Directions has a number of employment models that it
can employ for its temporary workforce, such as

e Casual employees (the hourly wage includes an extra loading
instead of paid sick leave and annual leave/public holidays)

. Non-casual employees (our employees receive paid sick
leave, annual leave and public holidays)

. Independent contractors — these are not employees but
companies/individuals who supply their services through
invoice arrangements. Paid annual leave and sick leave
provisions do not apply to them.

If you would like to know more about which type of arrangement
would suit your needs best, please contact Michele Jones at
michele.jones@rosshumandirections.com

The information discussed here is a general explanation of the law, and
is not intended to serve as legal advice. Readers requiring specific legal
aadvice regarding a particular situation should consult an appropriately
qualified lawyer.

mounties group wins Ross HR award " *

On behalf of Ross Human Directions, congratulations to Mounties
Group on winning the Ross Human Directions Award for Innovation in
Recruitment and Retention, at the recent HR Awards.

The Award for Innovation in Recruitment and Retention recognises
organisations that have successfully applied fresh and creative
strategies in their selection, recruitment and retention of talented
employees. In today’s competitive environment of low unemployment
and increased focus on business differentiation, access to and
retention of “high potentials” can be the key differentiator. The entire
Ross team would like to congratulate Mounties Group as the winner of
this award. We commend Mounties Group’s focus in this critical area
and we are thrilled that they have been recognised for their efforts.

Pictured is Julia Ross, Managing Director, presenting the award to
Jodi Dickson, Employment Relations Manager of Mounties Group.

training tips
by Mary Strain, National Training Manager
Rehearsing the Presentation

Rehearsing a presentation you’re planning to deliver is a crucial step
to ensure a successful presentation! Your rehearsal will serve two
purposes
e  To check your terminology, to be sure it fits
the audience’s vocabulary
Consider how much the audience knows about the topic.
While you rehearse, jot down any words you use that you
think the audience might not know. Define these words at
the beginning of your presentation.
e  To time yourself
Present each part of the presentation and watch the clock.
Write the time for each part in the outline itself so you will
have it later and can use the timing as a guide.

Timing cannot be checked if you lean back in your chair and let you
mind wander over the presentation. For one thing, you think faster
than you talk. Since you must imitate the actual presentation situation
as closely as possibly, get yourself a clock, a pencil and a lectern if you
will use one at the presentation. Set up all your presentation aids. Talk
out loud and use gestures — and do not let your aids stand idle either.
Practice your entire presentation and record how long each section
takes and your total time.

1. Read the introduction.
Talk through the body of the presentation
Present all aids
Read the conclusion
Write down the total time for your entire presentation.
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Source: "Delivering Effective training sessions” McArdel, Geri
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