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Dimension Data
Passport ~ used as
part of the new
employee
induction process

¢ Design, artwork
and production.
Four page AS
document,
printed 4 colours
plus silver

The Dimension Data
Passport is designed to

help you settle into your
new role.

We appreciate that to
operate effectively, there
is a lot to learn. This
Passport will make your
journey to success
easier.

By the time you have
covered all the steps
inside, you should have
acquired most of the
information you need.

Good luck and please be

assured that the people
around are only too
happy to assist and
answer your questions —
you only have to ask.

DIMENSION
—DATA

DIMENSION
—DATA

Design for Print

You have attended the Initial
Induction meeting and have
been shown round the office

You have sent all necessary
forms to Payroll

You have been provided wi
all necessary equipment and
facilities

You have links and access to
all necessary systems and
databases

|
|
N

You are familiar with Lotus
Notes, Email, Company forms
and applicable Databases

You are familiar with the
functionality of your desk
phone

You are familiar with the
financial systems such as
SAP and CMS Open
e

You are familiar with LHotse

1: Dimension Data Passport (front and back cover)

You have the information
required to do the job

‘You have met and are
comfortable with your team
members

You understand what your
department does and how it
fits into DiData’s operation

e

You have attended the
Orientation Seminar

‘You understand DiData’s
business

——
e ——

You understand your
obligations regarding OH&S
and work ethics

You appreciate and buy-i
DiData’s culture

e

YYou have had an end of
probationary period review
with your Manager

Yooua:;a;/:dd:sezuzsnesciibﬁ%:txﬁ, You are familiar with know who's who in You have successfully
g 7 DiData’s Intranet DiData completed your
your Manager probationary period!!

You have attended a ‘New
Starters’ Lunch

After 3 months, we would expect you to have completed the
familiarisation program. You should by now be comfortable
both with your position and with Dimension Data.

By the end of the first week
we anticipate that you will
have accomplished the above.

2: Dimension Data Passport (inside spread)
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Com Tech (now

Dimension Data)
Facets quarterly

Newsletter

® Masthead design

¢ Design/layout,
artwork and
production.
Four page A4
newsletter,
printed 4
colours

Design for Print

Welcome to Facets. In this second edition, we take a look at

a quality seemingly

so abundant and natural in high achievers.
Motivation is said to be the ing of i zeal and

The more we are

inspired by such feelings, the more we will achieve.

EMOTIONAL
NTELLIGENCE

ing to Daniel the highly
I

author of Working with Emotional Intelligence,
motivation is one of the 5 key components of emotional
intelligence.

He believes 1Q and technical skills are important but
emotional intelligence is the master aptitude, a
capacity that profoundly affects all other
abilities, either facilitating or
interfering with them.

His five key components
of emotional intelligence
are:

o Self-awareness
o Managing emotions

MOTIVATION

o Empathy
Social skills

[=x]
o
1
="
(=3
a.
7}

Welcome to the fourth edition of Facets. In this edition we consider the concept of integrity.

It is interesting to think that the thing that makes us most human is our conscienct

our ability to differentiate between good and bad. We are most human when we are most

conscious of our actions.

We are at our best when we consider what we are doing and choose the right thing.

THE SEVEN
DEADLY SINS
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Facets Newsletter (front covers)
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Goodman Fielder
Food for Thought
bi-monthly
Newsletter

® Masthead design

¢ Design/layout
artwork and
production.
A4 newsletter
printed with 4
colour cover
and 8 x 2 colour
internal pages

we thought we'd follow
suit with a new look
Food for Thought. We
hope you like it!

changed at Goodman
Fielder? On March 9

we announced a range Pataks. > page 2 10
of new initiatives as - Champion introduces 10 years of ESP
their first certified GF Volunteers Answer ~

New Chairman for GF
Edition 25 )

July 2 marks

Love Match for Uncle

Tobys and Tennis

‘New Year’s Resolution’ ;

Day-Glo Saved Me!

for Goodman Fielder

to the customer, to
ell us what our
power brands are.
In the meantime, we
will focus our
energies on our key
brands, such as
Uncle Tobys, White
Wings, Mcadow
Lea, Praisc,

asia @ home”™, and

Genetically Modified
Foods Policy

GF says N to
Genetically Modified

Foods

BIG BITE Muffins

N line with the
‘new look’
Goodman Fielder
launched on 2 July,

So what exactly has

Champion goes

o |

Members of the Consumer Foods Senior

part of our Strategic Review
action plan. July 2 marks the
culmination of many of these

organic Product -
Organic Bakers Flour

the Call

i

Team, from left to right: Jim Van Bruinessen,
Rob Gordon and Andrew Mclver.

new initiatives, including the Hand-in-hand with GF J Wiﬁaams‘ on the Go
. . pack in our easy

integration of all our New Consumer Foods is our competition

Zealand businesses, and the  Marketing & Innovation . - Goodman

merging of Uncle Tobys and  group, who are also now fully ] G Fielder

Meadow Lea into Goodman  operational. In New Zealand, N

Fielder Consumer Foods. We
like to think of it as a ‘new  quite advanced with power
years resolution’ - with all brands already identified (scc
the tough decisions behind us,  chart). In Australia, the M&T
we can now look forward o team are
a fresh and exciting new start.  about to
As reported in Issue 7 of ~ embark on | Baked
In Focus, Goodman Fielder ~ an exciting

the work of this group is

2: Food for Thought Newsletter (cover). Edition 28
Goodman Fielder joins in

2

Quality Bakers, Ernest
Adams Brands

Consumer Foods is GFs period of | Snacks  Bluebird, Uncle Tobys | Mg Senior
newest business, bringing consumer | Meals Diamond, Edmonds Team, from left

’ o right: Steve WIN HAMPERS with
together the combined rescarch, | Feac & Eat Irvines I ekt Sern

e ot White Wings and
businesses of Uncle Tobys and  in which Spreads  Meadow Lea Miles, Mark Barr, Big Bite Muffins

Meadow Lea with a total we will Brunc Madonna
turnover of over $1 billion. look New Zealand Power Brands and lan Shaw.
Goodman

& Fielder

1: Food for Thought Newsletter (cover). Edition 25

GETTING DOWN TO BUSINESS GETTING DOWN TO BUSINESS

‘New Year’s Resolution’

< page 1

LTHOUGH we've

definitely got plenty to
celebrate, it’s also been a
time of difficult decisions.
As you are aware, we
released a statement to the
market in carly June,
advising of a revision of our
2001 profit forecast. Tt
became clear late in the
second half of the financial
year that a deterioration in
trading conditions were
going to affect our full year
carnings. This in turn
forced us to bring forward
many of the Strategic
Review initiatives, including
the closure of GF Fresh.

As you can sce from the
table to the right, we've still
got a little way to go, but
the hard work is done, and
there are positive and
exciting times ahead. Look

... Design for print

S you all know, the
Goodman Fielder
Board has initiated

management succession
plans as the company
moves into the next phase
of business development.
“As the next phase
requires a dedicated
management direction for at
least the next five years, and
as David Hearn's contract

out for further updates in
Food for Thought and In
Focus.

COMPLETF

* New Zealand integration

* New Zealand power
brands

* Meadow Lea & Uncle
Tobys merged and
operating as GF
Consumer Foods

© M&I structure complete
and operational

* GF Fresh closed

IN

0G

« IT integration

« Australian power brands

* Back-office restructures
for Milling, Food Services
and Corporate (Australia
only)

White Wings

learn to

T the recent
Disney Mouse
Car awards,
White Wings were
presented with an award for
outstanding achievement for
“New Disney product
launch 2000” for the Learn
To Bake range that was
launched in May 2000.

The “Learn To Bake’
range features Pooh, Tigger
and Mickey & Gang on
packs, and all of the great

inclusions that are provided
encourage collectivity, and make
baking a fun and enjoyable learning

Goodman Fielder says

In response to
widespread consumer
concern about
genetically modified
foods, Goodman
Fielder has developed
a policy to ensure its
food products contain
no genetically modified
material.

The policy is divided
into three sections:

Goodman Fielder will not

supply food products that
contain generically modificd
material.

Goodman Fielder will
abide by all labelling
requirements of food and
other regulatory authoritics.
New labelling laws come into
effect on 7 December this year.

Goodman Ficlder will
regularly audit all suppliers to
ensure the ingredients or
products they provide do not
contain generically modified
material.

to genetically
modified food

Entries are

in for

New Zealand

School
Awards

NTRIES for the fourth

Goodman Fielder School of

GFI (PNG) recently conducted
a two day training seminar for 17
of its Regional and Sales Managers
at the Islander Hotel in Port
Moresby. Al regions of PNG
were represented including
Momase, the Sepik,
Rabaul/Kokopo, Papua and
Bougainville.
Activities and

experience for the kids.

12 months after the launch,

the Year Awards have closed
with more entries received

rigorous discussions
~ conducted during and

FOOD FOR THOUGHT Edition 25, July 2001 2 3

this year than the past two years!
Judging involves leading
educationalists short listing all entries
with the judging panel, chaired by
former New Zealand Prime Minister

the Learn To Bake range has a 55%
‘market share and is continuing

" to grow. White Wings
5 hopes to

after presentations
provided an opportunity
for the sales team to
share their ideas and

{ experiences and to learn
as much from cach other

will expire before that time, L™ as from the trainer.

it is therefore appropriate fantastic the Rt Hon David Lange, selecting o The major purpose of
that the Board search for a performance in the final winners from 30 short listed the seminar was to
new Chief Exccutive,” said the children’s entries. develop the managers’ coaching

Goodman Fielder Board
Chairman, Jon Peterson.

An international search
has already commenced, but
David will stay on as Chief
Executive until an
appointment is made to
ensure a smooth transition.

skills and to impart a systematic

approach to training and
performance management for
their sales and merchandiser saff.

The training was well received

by our staff and we look forward
to enhanced results in PNG as a
result.

15 finalists were named at the end
of May and a special awards
ceremony in Wellington in late June
will announce the winners and
runners-up of the five comperition
categories and the overall 2000
Goodman Fielder School of the Year.
We'll keep you posted!!

novelty cake mix
segment with three
more new

- products duc for
launch next
February.

Edition 25, July 2001 FOOD FOR THOUGHT

3: Food for Thought Newsletter (inside spread)
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Goodman Fielder
In Focus
Newsletter

® Masthead design

¢ Design/layout,
artwork and
production.
Four/six page
A3 newsletter,
printed 1 colour

Goodman Fielder
Interim Report to
Shareholders

¢ Cover design

* Design/layout,
artwork and
production.
12 page 1/3 A4
report, printed 2
colours

Design for Print

IN FOCUS

KEEPING YOU INFORMED ABOUT THE GF STRATEGIC REVIEW IN

IATIVES

David Hearn

July 2 seemed a long way away when we first
announced our Strategic Review action plan on March
9 carlier this year. But here we are and I am very
pleased to be able to provide a very positive scorecard
on our progress.

Uncle Tobys and Meadow Lea are now fully
integrated as Goodman Fielder Consumer Foods.
Bluchird, Milling & Baking NZ, and Meadow Lea NZ
are now fully integrated as Goodman Fielder New
Zealand. Our new Marketing & Innovation group are
up and running in both New Zealand and Australia
with some very exciting work already begun on our

power brands. Our restructuring of the food services
business is also underway and we expect to announce
the results of the review of the Milling business very
soon.

Unfortunately, the news hasn’t been all positive - it
was with great sadness and regret that we made the
decision to shut down GF Fresh. It was, and remains, a
good idea that is probably ahead of its time. I would
like to take this opportunity to thank Alison Pederson
and all her team who have done such a good job in
developing the business this far, as well as for the
professional way in which they are handling the
closure.

With all this going on, it is very reassuring to hear
people speaking positively of the future and genuinely
looking forward to tackling all the new challenges that

lie ahead. This restructure has been as big as any in the

company’s history. We've made some fundamental
changes to the way we run our business that will
change not only the way we do things, but, in time, the
way that others sce us as well.

As implementation of the restructuring is well under
way, and I near the end of six years at GF, it was
appropriate to announce management succession
arrangements. The next phase of business development
will require a dedicated focus well after my current
important that we find my
replacement as CEO for the next five years. However, it

contract expires, so it

is essential that we remain focussed on our business
goals in the short term to ensure a smooth transition —
that’s what I will be doing and I urge everyone to do
the same.

Thank you all once again for your hard work this
year — T can assure you we'll start to see the positive
results very soon, certainly in the businesses, and
hopefully in the market.

David Hearn, Chief Executive Officer

MONDAY 2 JULY, 2001

Goodman Fielder
delivers BILLION
DOLLAR BABY

N July 2,

2001,

Goodman

Fielder’s
newest family
member, Consumer
Foods, officially
opened its doors for
business.

From now, consumers
and customers
purchasing icon brands
such as Meadow Lea,
Uncle Tobys and White
Wings will be buying them from GF Consumer Foods,
while the previous businesses of Meadow Lea Foods
and Uncle Tobys Company will, to all practical
intents and purposes, disappear.

Following the initial announcement by David
Hearn in March this year to merge the businesses of

Members of the Consumer Foods Senior Team, from left to right:
Jim Van Bruinessen, Rob Gordon and Andrew Mclver.

Uncle Tobys Company
and Meadow Lea Foods
to create a billion dollar
grocery business,
Monday 2nd July marks
the culmination of a
three month intensive
integration exercise to
bring the two diverse
businesses together, and
to shape the operations
and processes for the
new organisation. The
new organisation will
employ over 1700
employees at nine sites
around Australia. Its brand portfolio of

retail products, bya
strong commercial range, is expected to generate
around a billion dollars a year in sales, and
around $100 million in EBIT (profit before interest
and tax). > page 4

Finding the power in
our brands

consolidating marketing,
h and development
into a focused centre of

resears

excellence, is now fully
operational.

M&T is part of a central
strategy to focus investment on
fewer, power brands and to
dramatically increase the
effectiveness of the overall
marketing spend. It is also
the aim of M&I to work on
building deep functional
competencies in areas such as

Goodman

UR new
Marketing &
Innovation
function,

e Fielder

M&J Senior Team, from left to right: Steve
Marshall, Lisa Miles, Mark Barr, Bruno
Madonna and lan Shaw.

consumer insights, advertising,
brand equity management, product
development and technology.

One of the first tasks of this
new group s to establish which of
our brands are power brands. A
common misconception is that our
power brands are the ones that we
sell most of. “However”, explains
M&I Marketing Director, Lisa
Miles, “to find our power brands,
we first have to understand the
relationship berween our products
and the brand cquity of the
product.”

“Power brands are not
necessarily those that make the

most money, they are the ones that
capture the hearts and minds of the
consumer. > page 4

INFOCUS Issue 8, July 2001 1

INTERIM REPORT

3: Interim Report 2002 (cover)

1: In Focus Newsletter (cover sheet)

deliver significantly improved performance.

The sale of Leiner Davis and Germantown is
part of our plan to move quickly to simplify the
business and focus on our core portfolio of retail
branded food businesses.

‘The next major step will be to integrate our
three major businesses in New Zealand; GF
Milling & Baking, Bluchird and Meadow Lea
into a single powerful national food business.

We will then move quickly to replicate that
process in Australia by combining Uncle Tobys
and Meadow Lea into a billion dollar retail
grocery business that will have the resources to
more than match any competitor in Australia.

These organisational changes will enable
Goodman Fielder to focus on and increase our
investment in fewer ‘power brands’ such as Uncle
Tobys, Meadow Lea, Praise, Buttercup,
Sunicrust, Helga’s, Country Bake, Quality Bakers
and Blucbird in Australia and New Zealand.

We intend to split out our non-retail
businesses which we will run more aggressively
for cash.

As a result, we will separate out GF Milling
from GF Baking to run as a separate and lean,
cost-competitive business on a stand alone basis.
We will also combine all of our food service
operations into a single focused business unit.

The clear objective of the management team is
to implement these changes on time and deliver
the projected bencfits to sharcholders in full.

We will ensure that sharcholders are informed
as implementation milestones are reached.

David Hearn, Chief Exccutive
April 2001

erim Report 2001

Financial Summary
First Half (ASm)

Net external sales

Total trading EBIT

Net Interest

Tax

Minority Interests

Net operating profit

Net restructuring charges
Net profit

" Includes $7.5million benefit from change in
Australian tax rate

Divisional Results

Earnings before interest.
and tax ASM

Cereals & Snacks . 214
Ingredients 3 10.1 -
International ] 120
Other
Trading EBIT
ontinued businesses

Total EBIT
) Food service business of Ernest Adams tran

to Blucbird

Adjusted for the sale of Starch Australasia

4440
19.8 @

383

sferred

@ Discontinued businesses include Steggles, Vetta

and Starch Australasia

Goodman Filder Intrim Report 2001 ~ Chief Executive’s Revew [J9)

4: Interim Report 2001 (pages 8 and 9)
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Goodman Fielder
Nutrition Policy
Handbook

¢ Design/layout,
artwork and
production.
12 page A3
handbook,
printed 4 colour
plus spot
gloss/matt

varnish on cover
o Art direction for

photography

guaranteed

Goodman
Fielder’s
commitment to
nutrition and
health

Goodman

&

Fieldef

1: Nutrition Policy Cover

Design for Print

consum

How does Goodman Fielder

do this?

1
which use our knowledge and
expertise in technology and
marketing to assist consumers in

maintaining or improving nutritional
health while meeting their demands

for taste, variety and safety.

N

nutritional needs of consumers in
regards to specific requirements fo
foods that we can produce.
Ensuring that nutritional claims
made on packaging and in the
promotion of foods are factual,
truthful and where appropriate
relevant to their role in the total
diet. Information and educational

w

We seek out business opportunities

By gaining an understanding of the

Blrs ‘research & technology

Goodman Fielder will support research into nutritional science
for product innovation and promote the dissemination of health
and nutrition advice to support brands and consumer choice.

How does Goodman Fielder
do this?

Supporting the advancement of
nutritional research, both basic and
applied, for the purpose of building
knowledge which can be used in
the development and improvement
of food products for the benefit of
consumers.

Supporting the dissemination of
new knowledge arising from
nutritional research.

N

r

Nutrition Policy in Action

activities are also provided to assist
consumers to make considered and
informed buying decisions and how
to include products as part of a
healthy diet.

1] a—

Nutrition Policy in Action
Nutritional research advancement is

10 more evident than in the area of
lipids. GF supports the collation and
dissemination of key findings on lipids
by supporting publications such as the
MJA Supplement “Essential role of
fats throughout the lifecycle”.

» -
Logicol

Meadow Lea Logicol™ margarine
spread is an effective dietary
management tool in the lowering of
cholesterol absorption. It assists
consumers in maintaining
cardiovascular health.

The “Good 0ils" A vital ingredient used in many Goodman Fielder products.

2: Nutrition Policy (inside spread)

E T H o s
DESIGN & COMMUNICATIONS

Ethos Design & Communications. Suite 203, 283 Alfred Street North, North Sydney NSW Australia 2060.
Telephone: 02 9956 8446 Fax: 02 9955 8406 Email: ethos@ethosdesign.com



NRMA Employee
Share Plan

NRMA Insurance Group Lii

e Allocation
Shares logo

CLAIM YOUR
e HELP SHARE!
Build Our Future :

Other items

designed and

produced

included:

® Miscellaneous
stationery
(envelopes,
letterheads, etc.)

¢ Display panels
for NRMA
foyer during
offer period

Make NRMA Insurance Group Limited
YOUR business by participating in the

Allocation Share Plan
Make

NRMA Insurance Group Limited
YOUR business
by participating in the
Allocation Share Plan

In general, if you are a full time or part time
employee with a company in the NRMA Insurance Group,
with at least three months continuous service as at
9 March 2001, this Invitation applies to you.

An Explanatory Booklet with an Offer Form will be
sent to you shortly.

Invitation opens Monday 12 February 20
ANY QUESTIONS?

Phone the RPC PlanManagers Hotline on

1800 822 844
ALLOCATION

SHARE

HELP build our future

R nce Group Limited Allocation

ALLOCATION

SHARES

NRMA Insurance Group Limited Allocation Share Plan

are Plan

NRMA Insurance g BN

NRMA Insurance Group Limited ABN 60 090 739

Invitation closes 5pm EST Friday 9 March 2001

1: Explanatory Booklet (cover)

2: Poster

oo, Design for print

7

Your Questions Answered

The Shares you'll
receive will be
valued at
5% of your
Total Salary.

HELP build our future

Participation

Why is NRMA Insurance Group
Limited inviting Eligible Employees
to participate in the Plan?

Eligible Employees are being invited to
participate in the Plan for a number of
reasons. By becoming shareholders staff
will have the opportunity to share in the
future success of NRMA Insurance Group
Limited. It's a tangible way for the
company to acknowledge the loyalty, hard
work and dedication of staff.

Also, as many successful organisations
have shown, an effective employee share
plan is an important means of motivating
and retaining good staff.

Who is eligible to participate?

The definition of Eligible Employee is set
out in the Glossary. In general, full time
and part time employees of the Insurance
Group as at 9 December 2000, including
employees on extended leave at that
time, will be eligible to participate
provided that they remain continuously
employed by the Insurance Group up to
the Closing Date of the offer being Friday
9 March 2001.

How do | participate in the Plan?

To participate in the Plan you must
complete and return the Offer Form by
the Closing Date. If your completed form
is not received by the Closing Date you
won't be eligible to participate.

Issue of Shares

How many Shares will | receive?

If you are an Eligible Employee, the
number of Shares you will receive will be
valued at 5% of your Total Salary. The
actual number of Shares will be
determined on the basis of the weighted
average trading price of ordinary shares
in NRMA Insurance Group Limited on the
ASX in the one week period preceding the
date of allocation. The Trustee will
determine the date on which the Shares

NRMA Insurance Group Limited Allocation Share Plan

are allocated. For example, if you have a
Total Salary of $30,000 per annum and
the weighted average share price over
the one week period preceding the date
of allocation is $2.75, you would receive
545 Shares, being:
(530,000 x 5%) _ $1,500 - 545
$2.75 $2.75

What evidence of ownership of the
Shares will | receive?

There are no “share certificates” in NRMA
Insurance Group Limited. However, you
will receive a holding statement from RPC
PlanManagers (similar to a bank account
statement) in respect of the Shares
acquired by you.

What do | pay for Shares under the
Plan?

The Shares acquired by you under the
Plan will be acquired at no cost to you.
Can | receive cash instead of some
or all of my Shares?

No. The Invitation being made under the
Plan is only for Shares.

Can | acquire NRMA Insurance
Group Limited shares outside the
Plan?

You are entitled to purchase shares
yourself - via a stockbroker for example.
There are no restrictions on employees
acquiring shares outside the Plan (either
instead of under the Plan or in addition to
under the Plan). However, you must
ensure that you comply with the share
trading policy, “Protocol for Dealing in
NRMA Insurance Group Limited Shares”.
Can the Shares be issued in another
person’s name, for example the
name of my partner, child or
parent?

No. The Invitation is made personally to
Eligible Employees of the Insurance
Group.

Will | have to pay any transaction
costs for the Shares?

Under the Terms of the Invitation, no
brokerage, commission, stamp duty or
other transaction costs are payable by
you in respect of any allotment or transfer
of Shares to the Trustee for the purpose
of the Trustee holding the Shares during
the Restriction Period. However, when
the time comes for the Trustee to transfer
the Shares to you or you instruct the
Trustee to sell your Shares, you may be
required to meet any transaction costs
associated with the transfer or sale.

Is the Allocation Share Plan
replacing other existing benefits,
such as SIPs?

No. Any existing company benefits you
are entitled to will remain unaffected. The
Invitation to participate in this Plan is an
additional benefit for staff.

Leaving the Company

What happens to my Shares if |
leave the Insurance Group?

If you decide to resign before the second
anniversary of the date the Shares are
allocated to you under the Plan, you will
forfeit the Shares. The period up to the
second anniversary of the date the Shares
are allocated is referred to in this booklet
as the “Vesting Period”. If you resign after
the second anniversary of the date of
allocation you can choose to direct the
Trustee to sell the Shares on your behalf,
or have them transferred to you.

If your contract of employment comes to
an end for a reason other than
redundancy, Retirement, Total and
Permanent Disablement, or death before
the end of the Vesting Period you wil
forfeit your Shares.

What happens if my employment is
terminated?

If your employment is terminated for a
reason other than redundancy,
Retirement, Total and Permanent

Your Questions Answered

Disablement, or death before the end of
the Vesting Period you will forfeit your
Shares.

If your employment is terminated for
serious misconduct involving dishonesty
at any time while the Shares are held by
the Trustee you will forfeit your Shares.
Do any special conditions apply if |
take parental and/or child care
leave?

No. You will stil be eligible to participate
and any time you spend on parental/child
care leave will be included in determining
whether you have satisfied the Vesting
Period.

Can | satisfy the Vesting Period if |
take extended leave without pay?
Extended leave without pay for a period of
up to 12 months will be included in
determining whether you have satisfied
the Vesting Period.

Return on Shares

Will the Shares be a good
investment?

NRMA Insurance Group Limited cannot
give advice about its own shares. A
stockbroker or other financial adviser can
give you investment advice.

What is a dividend?

A dividend is a portion of a company's
after tax profit which is distributed to
shareholders. The level of dividends
depends on the performance and
profitability of the company as well as its
needs for capital and is usually
determined by the Board.

Will dividends be paid to
shareholders and, if so, what is
projected next year?

NRMA Insurance Group Limited has
indicated in the Listing Prospectus that
the Board expects to maintain a proposed
dividend payout ratio of between 40% and
70% of the normalised earnings of the

Any existing
company benefits
you are entitled to

remain
unaffected. This
Invitation is an
additional
benefit to staff.

HELP buila our future

NRMA Insurance Group Limited Allocation Share Plan

7
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Skanska Report
Cover (Tender
Document)

¢ Design/layout,
artwork and
production of a
series of report
covers (digital
output), and
design/supply of
custom-made
presentation
boxes for the
final tender
documents

Stabilator
Promotional
Brochure

¢ Design/layout,
artwork and
production.
8 page
A4 brochure
printed 4
colours

Design for Print

Parramatta Rail.Link

Registration of Interest
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1: Report Cover

Stabilator Australia Stabilator in Australia

Shotcrete, rock bolt and grouting specialist contractor

TABILATOR Australia is a

specialised contractor providing

services for rock and ground
support work. Our main areas of
activity are shotcrete support, rock
bolting and grouting for consolidation
or sealing, We have over 30 years
experience in these filds in over 60
countries, often working in close
co-operation with the main contractor.

Stabilator is 2 member of the ‘Tunnel, wet shotcreting at Ridgeway
Skanska Group (one of the top ten mine, rockbolting at CSIRO.
construction companies in the world) Stabilator also has offices in
Stabilator has been operating in Scandinavia and Hong Kong,
Australia since 1997.

Avariety of Mining and Civil projects
have been completed successfully in
Australia. Projects include dry and wet
shotcreting at Mount Isa Mines, TBM
grouting at the Northside Storage

TABILATOR Australia is focused

on supplying a total ground

support service to contractors and
owners within the mining and civil
sectors.

Our main areas of activity are
underground works specialising in
shoterete, anchoring, rockbolting and
grouting for consolidation or sealing,

Stabilator can offer a range of
services within these fields, ranging

from total rock support solutions
(where Stabilator take responsibility for
everything from mix design to final
quality control), to normal Schedule of
Rates contracts.

Whichever way the client prefers to
work, Stabilator can always draw on
the wealth of knowledge and worldwide
expertise within the Skanska Group to
deliver a high standard of services to
the local market.

Ethos Design & Communications. Suite 203, 283 Alfred Street North, North Sydney NSW Australia 2060.

E T H o s
DESIGN & COMMUNICATIONS

2: Promotional Brochure (inside spread)

Telephone: 02 9956 8446 Fax: 02 9955 8406 Email: ethos@ethosdesign.com




GHD Strategy
Document

* Design/layout
(including oval
icons for
demand
streams),
artwork and
production.
The use of a pie
chart to
distinguish
delivery areas
was stipulated
by client.

® 6 page
‘staggered fold’
brochure printed
4 colours

Design for Print

‘ growth

—-> global

leaders

client
wealth

project
delivery

>

Providing
integrated

project

delivery

GHD will build on its reputation as
a business and project leader by
integrating the core competency

areas with complementary skill in a
range of disciplines. Provision is also
made for investment to share
technology platforms and knowledge
management.

n a global
business climate
of accelerating
change, GHD's
long-term strategy is
based upon the core
principles that have
supported the company
from the beginning.

These principles include
the highest ethical
standards; the constant
quest to deliver better
solutions for our clients;
the encouragement of
leadership and expertise
in our people; and the
development of an
ever-widening network of
strategic alliances.

The strength of these
principles, expressed in
Strategy 2000 and applied
all over the world, will
rrovide a stable

dation for the next

ie of GHD's vigorous

lopment as a globally

setitive multi-

nlinary company.

GHD's growth target is to build our
staff-owned business in sustainable
steps by extending our creativity,
energy and commitment, and by
Jfocusing on what our clients and
the community demand of us.

GHD is committed to fostering an
ethos of trust and cooperation in
business alliances based on sharing
risks and rewards.

Operating as a

glo ba I business

Building on an existing
international track record, GHD
intends to further develop as a
competitive presence in Asia,
Australia/Pacific, Europe, Africa/
Middle East, and the Americas.
v

GHD will further develop a working
environment in which the nurturing
of individual capabilities and
expertise is a priority, thereby
empowering our people to

represent the company with ability
and confidence.

leaders

client
wealth

alliances

A .
_ project
Enhancing " delivery

client e’
wealth

GHD will contintie to develop all client
relationships into ‘working partnerships’
by gaining and demonstrating full
understanding of each client's business

! e MANAGEMENT ENGINEERING ENVIRONMENT
environment and individual needs. -

1: Cover (blue panel) is pulled to right to reveal key strategic areas (grey background)
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Bottom left: Staggered fold allows ‘Solutions and Delivery’ heading to remain visible when document is folded

DEMAND STREAMS
GHD's business is to deliver management, engineering
and environment solutions through our service lines
to satisfy the global Demand Streams of:

“‘)

WATER TRANSPORTATION
ENERGY MINING & INDUSTRY
INFORMATION ENVIRONMENT
[]
COMMUNITY DEFENCE & SECURITY

INFRASTRUCTURE

GHD Strategy 2000
identifies the impact of
technology as the prime
driver of change within our
Demand Streams, and
commits the company to
meet the challenges ahead
by continually reviewing
and refining the way we do
business.

GHD will continue to
recognise that business and
community demands direct
our clients, and we will
further develop a demand-
based service culture —
supported by client and
technical alliances, service
lines, and knowledge
management systems.

[]

MANAGEMENT ENGINEERING ENVIRONMENT

Adelaide: 61 8 8235 6600 Auckland: 64 9 261 1400
Brisbane: 61 7 3258 3600 Cairns: 61 7 4044 2222
Canberra 61 2 6263 1999 Darwin: 61 8 8982 0100

Hobart: 61 3 6210 0600 Kuala Lumpur: 60 3 732 8899
Manila: 63 2 812 5129 Melbourne: 61 3 9278 2200

Mumbai: 91 22 204 7328 Newcastle: 61 2 4979 9999

Perth: 61 8 9429 6666 Sydney: 61 2 9239 7100
www.ghd.com.au

2: Reverse side of Strategy Document




Miscellaneous
Printed Material

AGL Newsletter U I D A I E
® Design and

artwork for A3

newsletter/report ’ duby T % il scs snior leoders
now BIGL Summil session
about AGL
fimn : I ey markel,
campatitive, social and envirenmental lssues
s fiwes AL

‘Summit’
Meeting

responding

Landscape Kay messogas o i e '

Constructions

Brochure

¢ Design, artwork
and production

o o At AGLS CHANGING

mere infarmatien

brochure .
Environment
LAGL -
1: A3 ‘Update’ Newsletter (front cover)
bl
Sy !
Q.
s
=
S
Lo
(73
@
Q!

JL'”IIhIIfi >

LANDSCAPING
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2: A4 Promotional Brochure (cover and inside spread)
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Miscellaneous
Printed Material

e University of
Sydney 12 page
AS document

¢ Ambac Invitation
to the opening of
their Sydney
Office

e Reuters stickers
printed 2 colours
on polypropelene
stock, with gloss
celloglase for
extra protection
against cleaning
agents, etc.

Dealer Test Drive
Invitation. Short
run digital output
with mail merge

‘Immerse Yourself’
concept/theme,
miscellaneous
printed items,
signage, etc.

PRIORITIES PO

2= The University of Sydney

LK. Tirust

Reaching for the

- i L
N it 0

s 5 e

B IMVESTME!

Design for Print

New York meets Sydney, Sydney meets New York. ..

an invitation from Ambac Assurance Corporation

Ambac

4: Test Drive Invitation

2: Invitation to the Opening of Ambac’s Sydney Office

REUTERS

Customer Relationship Management

Centre

3: Sticker to be attached to

|'-||||l.|"‘";-l-||

subscriber’s computer monitor 5: PeopleSoft Conference Program
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Knowledge Matters

Information Research
and Training

BabelSoft

Computer
Networking
Consultants

PHUM

PHUM Medical Unit
within UNSW
Implement

Project Management

Renaissance
Insurance Agency
NRMA Planning
Your Success
NRMA HR Staff
Development Plan
NRMA Allocation
Shares

NRMA Staff
Allocation Plan
CANNEX
Financial Star
Ratings
High-Tech Pools
Swimming Pool
Manufacturers
Copernican

Financial Consultants

Sorporate Identity

knowledge
matters

@
S -
la

BﬂI]EISUﬂ

THE UNIVERSITY OF
NEW SOUTH WALES

POPULATION HEALTH &
@  USE OF MEDICINES UNIT

@

implement

2

RENAISSANCE

UNDERWRITING AGENCY

E T H o s
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PLANNING YOUR

SUCCESS

PERFORM DEVELOP REWARD

A

HELP build our future

5

POOLS

COPERNICAN

COPERN ICAN

water

Ethos Design & Communications. Suite 203, 283 Alfred Street North, North Sydney NSW Australia 2060.
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S&G Press Ad

Concept,
copywriting,
sourcing image,
design/artwork

Cannex Press Ad

Reworking copy
supplied, layout/
design/artwork

Deposit
Underwriters
Press Ad

Layout/design/
artwork

Cannex Press Ad/
Leaflet.

Concept,
copywriting,
design/artwork.
The leaflet also
included a brief
user guide on the
reverse.

sing

i

Advert

Join discussions on

* Who will win from rationalisation?
© What are the direct selling models?
© What is the role of recommended lists?
* Do the Awards tell us anything?

* Can underwriting be simplified?

* How profitable is the risk market?
* What are the current trends?

* How do winners differentiate?

* Where is the money going?

* What is the overseas impact?

Life Risk

DON'T RISK NOT BEING THERE! 26August2003in Sydney.

Professional
Indemnity: Never
ignore the unseen!

MIAA Members
at S&G’s website www.surety.com.au

Be Sure

1 Half-page Professional Indemnity Ad aimed at Mortgage Brokers

Making

ON'T miss this special
opportunity to find out
(or challenge) what
the industry is saying about
important life insurance
issues by attending the LIFE
RISK SEMINAR on Tuesday

SEMINAR

Speakers include

Bruce Madden, Editor Asset Magazine; Michael Rice, Kevin Pike
and Phil Muir; Mark Baxter, GM APRA; Peter Ramian, Harvest
Partners; Michelle Hollis, Navigator; Kathlene Jones, CANNEX;
Neil Sprackling, Chief Marketing Officer Swiss Re and others.

Full program and registration details available online at
www.cannex.com.au

Phone 1800 81 87 87 Julie Foster or email
admin@cannex.com.au

Registration Fee $880 (incl GST) discount for multiple
bookings available (all major credit cards accepted).

comparator
included in
registration!

RiceWalker

s srvies st group FoTORRES)

: Half-page Life Risk Seminar Ad aimed at all sectors of the

Life Risk Industry

Deposit Bonds:
could they help Srow
your business? e

Provide
your clients
with a cash
deposit
alternative
until

 Competitively

® Flexible bond terms
from 3-48 months

settlement ® A total finance package

. available to approved

Real time

data gives
results in
record time

b4

No more
CD's or
prospectuses

FREE

2 WEEK

TRIAL

*Registered/
licenced
advisers only

Life’

easy

B CANKEYX advisarnnlo

oif Anruies
£] Term Caarimin
£ Litetime

o Frek Irmasrires
=] Rk Sadeaion

Save time: Simply log into CANNEX
adviserinfo, enter your client's details and
needs, and adviserinfo instantly compiles a
list of relevant policies for Life Insurance or
Annuities - you can also compare and
research policy features and use an
independent scoring methodology to rank
the products. Once you are happy with your
selection, a portfolio comparing relevant
policies and quotes can be printed or saved
for presentation to your client!

Everything On-line: No more searching
through CD’s and hard copy prospectuses.
Up to the minute, on-line data and quotes
means everything is in one place, and
presented in a common format to aid
product comparison. 24 hours a day.

Save money: Web-based information means
we can deliver more for less.

FREE TRIAL: Don't take our word for it. For
a free two week trial¥ register today at
www.cannex.com.au/adviserinfo and try
adviserinfo for yourself. You won't be
disappointed.

Independent Scoring Methodology

established by:

RiceWalker

financial services research group RCTORRTES

introducers

To find out how Deposit Bonds can work for you, contact Deposit Underwriters
on (02) 9929 9969 or visit www.deposit.com.au

“The Depost Bond is underwritten by QBE Insurance (Austral) Limited ABN 78 003 191 035
and issued by Depost Undenwriers Pty Limited ABN 18 090 935 765.

DEPOSIT

Underwriters

Telephone: 1800 81 8787 or email: admin@cannex.com.au

3: Half-page Deposit Bond Ad 4: Half-page Press Ad aimed at Life

Insurance Brokers/Agents
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Web Sites

Web site design
for Aged Care
Standards and
Accreditation
Agency (in
collaboration
with Imagica
Design).

Web site design
for Montek (in
collaboration
with Imagica
Design).

Original web site
design for
Logicol™ (in
collaboration
with Loaded
Interactive).

Design for the Web
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CANNEX
Exhibition Stand

e Establishing
content, and
design/

production of : e
Pobile independent |
exhibition stand
and counter TESEﬂmh ]
modle & on-line | -
- -
PowerPoint : =
presentations [Iam =
* Design/artwork = P =h B -
for PowerPoint - L B - -
presentations. " 5 LS L -
I L
| r
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: | |
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| msearchd e g
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1: CANNEX Mobile Exhibition Stand — Design/Visual
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Goodman Fielder
Excellence Award

e Concept and
production

Goodman Fielder
City to Surf
T-shirts

¢ Concept,
artwork and
production

Awards and Promotional Items

1: Award for Excellence top award, (three lesser awards with 3 balls)

Gman_ :
ke Fielder

o
[
| D
K |
[ & .
=
TO
';-—-
—
[ ol

2: Goodman Fielder T-shirt for City to Surf 2000
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