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STRATEGIC MARKETING PLANNING PROCESSES, MARKETING
EFFECTIVENESS TOOLS AND SYSTEMS, AND MARKETING INVESTMENT
MANAGEMENT

BACKGROUND OF THE INVENTION

Marketing is an essential aspect of any successful business. Through effective
marketing, businesses can develop product policy, determine pricing, produce effective
advertising and communications, perform better marketing research, and understand
channels of distribution. Marketing also allows businesses to understand customer
behavior, competitive marketing activities, and organizational considerations.

While marketing is an essential component of any business, unfortunately many
businesses are unable to perform effective marketing. Many small businesses simply
cannot afford to devote sufficient resources to marketing. In addition to a lack of
resources, many businesses also do not have the requisite expertise in marketing. Asa
result, many businesses rely upon marketing consultants to fill this gap.

As mentioned above, businesses that have insufficient resources or inexperienced
marketing people can benefit from marketing assistance. In addition to these businesses,
even businesses that have a full staff of marketing people and/or marketing consultants

can benefit from additional assistance. Many marketing professionals go to seminars or
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read books from well respected marketers, such as Sergio Zyman, and try to emulate his
practices. While certainly helpful, marketing professionals cannot reap the full benefit of
an individual’s expertise merely through a book or seminar.

A need therefore exists for additional ways in which marketing professionals can
obtain assistance. A number of web sites exist on the Internet that provide articles and
other content on how to effectively market one’s business. In the end, however, the
marketing professionals are still left on their own when planning, executing, or evaluating
their marketing efforts. In addition to these websites, numerous software applications
exist to assist m a discrete aspect of marketing. For instance, some of these applications
may be directed toward developing direct mail to consumers as a result of data mining
techniques. Other software applications may be directed toward targeting advertising to
consumers based on their interests. These software applications have a narrow focus and
do not address all of a marketing professional’s needs.

A number of patents have issued which relate in one way or another to marketing.
As with the software applications mentioned above, some of these patents relate to
profiling customers in order to gain a better understanding of the customer’s interests.
For example, U.S. Patent Nos. 6,236,975; 6,202,210; and 6,078,891 generally relate to

collecting and-processing data on customers to allow companies to better target their
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products or services to those customers. Other patents generally relate to the use of
computers in actually marketing goods or services to the customers. For example, U.S.
Patent Nos. 6,058,418; 5,659,469; and 5,649,114 all relate to systems or methods for
marketing goods or services to customers. Thus, in general, these patents relate to either
collecting and analyzing data on customers or delivering advertisements or other such
promotional items to customers. These patents therefore do not describe systems that
provide assistance to marketing professionals in actually formulating a marketing
strategy.

As is apparent from the description above, many of the approaches that have been
taken are rather limited and do not offer a complete solution to a company’s marketing
needs. While some products are touted as being an enterprise marketing solution, such
products often are highly focused on project management, CRM, email campaigns, or
some other discrete aspect of execution. One difficulty in providing such a solution is
that marketing has traditionally been seen as a purely creative process and one that is hard
to measure. Thus, the marketing departments of many companies are controlled primarily
through budgetary constraints and not by any requirement to produce quantifiable results.

A need therefore exists for systems and methods that offer a complete marketing solution
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and that provide assistance to a company in all phases of marketing and furthermore

which are integrated into the entire business enterprise, not just to marketing.

SUMMARY OF THE INVENTION

The présent invention addresses the problems described above by providing
systems, methods, and tools to assist marketing professionals in making their marketing
efforts more effective and more efficient. The systems provide information to help users
become more effective marketers. The systems also provide marketing professionals
access to the skill, knowledge, and marketing tools they need to accelerate their
businesses’ revenue and profit growth. The system has integrated content tools that guide
users through proven processes and which reflect the knowledge and experience of
leading marketing professionals, preferably Sergio Zyman, the Zyman Marketing Group,
and other subject matter experts. The tools that are available through the system guide
users through all phases of marketing, including planning, executing, and evaluating.

According to one aspect, a planning tool involves a method of situation
assessment, identifying opportunities, developing gi'owth strategies, developing growth
tactics, and developing measurements. A situation assessment process according to the

invention is preferably implemented in a question and answer format with answers to the
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questions leading to findings. The situation assessment involves a multi-prong approach
looking at a business assessment, category aésessment, brand assessment, and competitive
assessment. Furthermore, each of these assessments includes multiple subject matter,
such as volume, profit, and marketing spending within business assessment. The process
of situation assessment involves taking findings from within each subject matter and
drawing preliminary conclusions. The process then involves looking at the preliminary
conclusions to draw final conclusions for each of business assessment, category
assessment, brand assessment, and competitive assessment. The outputs of the
assessments, including the final conclusions, form the input to the next step of identifying
opportunities. In the identification of opportunities process, targets, wants/needs, and
strengths/barriers are used in deriving an opportunity statement. The growth strategies
are then developed to realize the opportunities, which includes taking an inventory and
assessment of assets and capabilities.

According to another aspect, a plurality of tools are provided which assist
marketing professionals in planning, executing, and tracking results. These tools are
interconnected to each other whereby outputs from planning tools form the inputs to
executing toois and outputs from executing tools form inputs to tracking tools.

Furthermore, the tools are iterative whereby the results of tracking tools are fed back as
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inputs to planning tools. In this manner, marketing tools according to the invention
provide a complete solution to all of a company’s marketing needs. The tools also are
preferably personalized to a customer or user. For example, inputs provided by a user are
fed forward to subsequent questions and answers and are evaluated in determining which
questions will be provided to the user. These tools are preferably provided through an
engine that is controlled by logic within modular software components. The data is
contained in XML and can be easily altered so as to modify, to delete, or to add new
tools.

The tools are preferably provided in a network environment leveraging both
client-server and/or distributed environments. The tools form part of a marketing
investment manager which provides a complete marketing solution for an entity.
Marketing professionals can view projects to which they are assigned, communicate with
people associated with those projects, and track one or more calendars associated with
those projects. Additionally, professionals can gain access-to tools and other functionality
which assist and guide marketing professionals in performing their job. These jobs
including planning tools, executing tools, and tracking tools and are preferably integrated

with customer relationship management, financial, and manufacturing systems. The
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marketing investment manager also includes digital asset management for managing

advertisements, promotions, and other digital assets of a company.

BRIEF DESCRIPTION OF THE DRAWINGS

The accompanying drawings, which are incorporated in and form a part of the
specification, illustrate preferred embodiments of the present invention and, together with
the description, disclose the principles of the invention. In the drawings:

Figure 1 is a diagram of tools according to a preferred embodiment of the
invention;

Figure 2 is an example of an interface to the tools;

Figure 3 is an example of an interface welcoming a user;

Figure 4 is an interface providing some assistance in navigating through the tools;

Figure ‘5 is an example of how a document may be copied through the tools;

Figure 6 is an example of an interface whereby users can set permissions;

Figure 7 is a diagram of a network according to a preferred embodiment of the
invention;

Figures 8(A) and 8(B) are diagrams of a preferred architecture according to the

invention;
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Figures 9(A) to 9(G) are exemplary screen shots to a system according to the
invention;

Figures 10(A) to 10(D) provide an overall introduction to a planning tool;

Figures 11(A) to 11(H) provide an introduction to a situation assessment step of
the planning tool;

Figureé 12(A) to 12(D) provide an introduction to an identification of
opportunities step of the tool;

Figures 13(A) to 13(F) provide an introduction to a development of growth
strategies step of the tool;

Figures 14(A) to 14(E) provide an introduction to a development of growth tactics
step of the tool;

Figures 15(A) to 15(E) provide an introduction to development of measurements
step of the planning tool;

Figure 16 is an introduction to the beginning of the tool;

Figure 17 is an example of an interface where a user inputs a brand and a time
period associated with the brand;

Figures 18(A) to 18(N) are examples of interfaces used within the situation

assessment step of the planning tool;
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Figure 19 is an example of an interface in the identification of opportunities step
of the planning tool;

Figure 20 is an example of an interface in the development of growth strategies
step of the planning tool;

Figure 21 is an example of an interface in the development of growth tactics step
of the tool;

Figure 22 is an example of an interface in the development of measurements step
of the tool;

Figure 23 is an example of an interface providing an output of the planning tool;

Figure 24 is a more detailed diagram illustrating a personalization aspect of the
tools;

Figure 25 is an example of a main interface to a marketing investment manager
aspect of the invention;

Figure 26 is an interface to a 3 Year Marketing Plan project showing a results
history;

Figure 27 is an interface showing use of a planning tool with the 3 Year Marketing
Plan project;

Figure 28 illustrates use of a Return On Investment (ROI)‘ analysis tool on a
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Thanksgiving FSI project;

Figure 29 illustrates use of a positioning tool on the Thanksgiving FSI;

Figure 30 is an example of an interface showing use of a promotions tool with the
Thanksgiving FSI;

Figure 31 is an interface showing a digital asset management feature of the
marketing investment manager;

Figure 32 is an interface showing a collaboration feature of the marketing
investment manager;

Figure 33 is an interface showing an example of a project management feature of
the marketing investment manager;

Figure 34 is an interface illustrating use of a budget tool with a September EMail
campaign;

Figure 35 is an interface showing use of a campaign management tool within the
marketing investment manager;

Figure 36 is an interface showing summaries of multiple projects, such as for
viewing by a vice-president;

Figure 37 is a diagram of a marketing investment manager system;

Figure 38 is an illustrative diagram of a marketing investment manager solution;

10
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and
Figure 39 is a diagram of a distributed client server environment suitable for use

by systems and methods of the invention.

DETAILED DESCRIPTION

Reference will now be made in detail to preferred embodiments of the invention,

non-limiting examples of which are illustrated in the accompanying drawings.

1. Overview of tools

Efforts in marketing can be divided into roughly three groups: pianning for
marketing, execution, and evaluation. Whereas conventional marketing efforts may be
performed in-house and/or with the assistance of consultants, systems and methods
according to the invention employ tools that guide users through the planning, executing,
and evaluating phases of marketing. Some examples of such tools for planning include a
planning tool, a brand positioning tool, and a new brands tool. Examples of tools for
executing include an advertising tool, a promotions tool, a research tool, a properties tool,
an endorsements tool, a merchandising tool, a media tool, a PR tool, a sales tool, a pricing

tool, and a CRM tool. The third phase, the Tracking the Results phase, includes a market

11
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tracking tool, a brand tracking tool, an industry tracking tool, a consumer tracking tool,
and a comprehensive tracking tool. Bach tool preferably does not operate in a vacuum but
is used in conjunction with other tools within the same phase and also is used in
coordination with tools in other phases in order to provide a complete solution.

Figure 1 illustrates a preferred interconnection between tools according to the
invention. As shown in this diagram, tools are divided into planning tools, executing
tools, and tracking tools. Within one particular type of tools, such as planning tools, the
tools can be interconnected to each other as shown with the new brands, brand
positioning, and brand planning tools. In other words, the results of brand positioning
may be provided to new brands tool and also to the brand planning tool. In addition to
interconnections between tools of one particular type, the different types of tools are
interconnected whereby planning tools provide outputs to executing tools, executing tools
provide outputs to tracking tools, and tracking tools provide input back to the planning
tools. Thus, use of the tools can be an iterative process.

With the tools that are available through the systems, marketing professionals
around the world can track their brands, build or adjust their brand plans, kick off a néw
promotion, manage a research project in progress, and plan, execute, and track their

marketing efforts in other ways. These tools have been defined and formulated by

12
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analyzing Sergio Zyman and Zyman Marketing Group best practices and provide

automated integration between planning, executing, and tracking. The tools reduce or

eliminate the need for users organizations to build IT infrastructure or organization to

support marketing.

In general, each tool guides the users through market analyses by using well-

defined processes. The tools are often query-based and prompt a user through the

process. The planning tools take advantage of drop-down menus to provide a series of

alternative answers that the users can use to facilitate the process and may include links to

other content and tools to allow the user to make use of additional available resources.

The tools may also use templates that help users conduct analysis, organize thoughts, and

develop final presentations. The system also provides secure servers to allow users direct

access via use of their own personal user ID.

A brief description of some exemplary tools is provided below in Table 1.

ZTOOLS

Description

PHASEI

ZTOOLS - FOUNDATION MARKETING ELEMENTS

1 | Z Brand Planning

Create a 30-day to 3-year comprehensive plan for your brand through an automated
fact-driven planning process. The process starts with an extensive situation
assessment and proceeds through development and execution of growth strategies
and tactics. Outputs include a full marketing plan and an integrated schedule of
programs that identify cross-functional interdependencies.

2. | Z Brand Positioning

Develop or strengthen your brand’s positioning witha 5-step process that includes
destination planning, situation assessment, identification of strategic opportunities,
hypothesis validation, and positioning development. At the completion of the
process you will have a brand positoning statement, a brand architecture that will

13
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help you bring it to life,and the insights and facts to support the final positioning
that will differentiate your branded product and service bundle from the
competition in the minds of your target.

PHASE 11

ZTOOLS - MARKETING MIX ELEMENTS

"3 Z Advertising

Develop effective advertising that increases purchase intent and builds brand equity,
via a multi-step process that covers development of a communication strategy and a
creative brief, selection and canpensation of an agency, and tracking of in-market
results. It provides a step-by-step approach for determining if your advertising is
on-strategy and identifying the key measures of success. Outputs include a
communication strategy, creative brief, metlodologies for consumer testing, and
guidelines for managing an effective relationship with your agency.

T Z Media

Develop an effective media plan by assessing the ability of different media to reach
your target audience. Determine how to set the right each and frequency

objectives and build a media plan that delivers against those objectives in the most
cost-efficient manner possible. Outputs include assessments of alternative media,
alignment with key marketing objectives, optimized flighting, integration with key
marketing programs, and optimal placement within media type.

5 % Z Merchandising

Develop and place effective merchandising by understanding purchasing behaviors
and the motivations that affect these behaviors. Leamn how to develop pointf-sale
merchandising communication that works synergistically with your advertising to
build brand equity, and where to place your merchandising for optimal impact.
Determine the importance of merchandising in your overall marketing plan.
Outputs include anin-store messaging strategy, an irestore media strategy, a
proximity marketing plan, and guidelines for placement and replacement.

k 6 -{ Z Pricing

Develop a pricing strategy for your brands or services via a disciplined process that
includes analysis of price gaps versus competition, consumer purchasing and usage
dynamics, and margins versus contribution to total profit. Determine whether
different strategies are needed for different targets and/or different channels of
distribution. Features of this tool iiclude interactive analytical templates that
facilitate competitive analysis, research methodologies that allow you to determine
price elasticities of demand for your branded product and service bundle, and
exercises that will facilitate the setting of preing strategies based on your
marketplace position and marketing objectives.

. { Z Promotions

Maximize the potential of your promotions by linking the promotion theme,
rewards, and mechanics to the brand’s overall positioning and strategy. Ensure
relevance to the target and break through the cluttered environment by
understanding your consumer and leveraging innovation. Drive incremental and
sustainable volume for your brand while demonstrating and reinforcing your
brand’s key benefits. Features of this tool include promotion strategy development,
concept development and validation, and execution planning templates.

i 8 - Z Research
" i Z Presearch
- '{ Z Trends

Conduct research in support of any marketing issue or opportunity via a structured
process that helps youclarify your objectives, design the research, select a supplier,
and analyze the results. This tool can be used across all types of adhoc and in-
market tracking studies, and for monitoring consumer trends that affect attitudes
and behaviors across multiple categories. Outputs include templates for research
briefs, final reports, and suggestions for increasing the actionability of any research
project.

PHASE IIT

ZTOOLS — SPECIALTY MARKETING MIX

, 9 | Z Competitive Strategy

Leverage your unique competitive advantage vs. both individual competitive brands
as well as competitive product or service categories. Learn how to identify your

14
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real competitors through analysis of your target’s wants and needs by activity and
occasion. Understand which product or sewice features and benefits are owned by
your brand, owned by competitive brands, open opportunities to all brands, or
price-of-eniry to your competitive set. Features of this tool include an equity
marketing approach and operational marketing approach, including strategies and
tactics that allow your brand to compete and win from the standpoints of both
attitude/imagery and sales/profits.

10

1] Z Customer Marketing

Use the power of your branded product or service to create value for your targets’
brands. Learn how to develop a value creation model that explains whether, how,
and to what degree value accrues to all constituents in your value chain, including
your customers, clients, consumers, or endusers, and those of your customers.
Demonstrate to your customers how your brands deliver value in the form of
incremental brand imagery and sales and profits, and use this information to capture
your fair share of margin from the value chain. Understand how to identify the
intersection of your customers’ brandarchitectures with that of your own, and use
this information to develop a strategic marketing plan and co-branding tactics
customized specifically for each of your customers. Features of this tool include
interactive templates that enable you to developfor each of your customers a
customer management strategy, a customer brand architecture, and cebranding
strategies and tactics.

11

Z Endorsements

Determine whether celebrity endorsements should be a part of your marketing
strategies and plans. If so, this tool will help you screen and select endorsements
that are consistent with the strategy for your branded product or service and can
enhance your brand’s equity, while also driving short and longterm revenue.
Outputs of this tool include an endorsement strategy for the brand, a endorsement
screening approach, concept development and validation, results measurement
approaches, and executional planning templates.

2

Z Graphics & Icons

Leverage the visual power of your branded product or service, by undcking the
latent symbols that your target associates with your brand. Learn how to translate
your brand’s iconography into communicate strategies and concepts, including both
messages and graphics. Activate these communication strategies across all

elements of your marketing mix, including brand identity, advertising,
merchandising, packaging, signage, trade collateral, and even uniforms for your
personnel and new graphics for your fleet.

i

Z Licensed Properties
Z Licensing
Z Properties

Understand the dnal role of licensing, including licensing your own branded
product or service and pursuing other properties, licensed or otherwise, that support
your brand. Expand your own licensing activities beyond the traditional role of
defending your trademarks, to generate new revenue and profit streams, while
enhancing the equity of your brand as an intellectual property. Learn how to forge
relevant and enduring relationships with your target by leveraging both your own
brand equity, as well as that of those properties licensed to you. Determine which
of your brand’s licensing activities and other licensed properties are most consistent]
with your brand strategy. Learn how to exploit the “badge value” of your brand by
extending them to other product categories where your target can use and display
them publicly, prominently, and proudly to others. Learn how to leverage this
badge value of your brand and other licensed properties to transform your target
into more loyal and frequent users (“core users”) of your brand.

14

Z New Brands

1dentify opportunities for new products, develop alternative ideas, screen for initial
consumer acceptance, optimize appeal via executional elements, test for consumer
acceptance, develop a complete marketing plan and introduce inidhe marketplace.

15
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15

Z Occasion Marketing

Understand how to segment your market into occasions and activities pursued by
your target. Determine the underlying wants and needs of your target by occasion.
Rank occasions by quantifiable measures, such as transactions, revenues, or profits,
and size these opportunities for your brand. Identify market barriers to accessing
each of these business opportunities, and then develop strategies and tactics to
overcome each of these barriers. Assign likelihoods to each set of strategies and
tactics, based on the difficulty of overcoming market barriers. Outputs of this tool
include occasion matrices by product or service category, ranked opportunities for
incremental transactions, revenue, and profit, and sets of trategies and tactics by
occasion.

l5

Z Public Relations

Develop a strategy to use public relations as an effective element of your marketing
mix. Determine how public relations can support your brand objectives and
strategies. Understand how public relations can work synergistically with other
elements of the mix, like advertising, merchandising, packaging, etc. Identify your
target, develop communication strategies, and translate these strategies into media
messages.

Z Sponsorships

Understand how to strategically use sponsorships to add value to your marketing
efforts and enhance your brand’s imagery. Understand how to evaluate the wide
variety of sponsorship options available, based on a combination of investment
level and the ability to activate your sponsorship to create value for your brand.
Develop negotiating strategies based on your marketing needs instead of the
standard sponsorship packages available.

ST

Z Channels

Develop channel strategies and activation plans that help sell more stuff for more -
money. Evaluate the different dynamics of your brand’s various trade or selling
channels and create activation plans that leverage those different dynamics.
Leverage the distinct consumer and customer buying behaviors and price
sensitivities across those channels to develop more effective marketing plans.

19

Z Local Brands

Understand how to unlock the power of local brands in your portfolio. Evaluate
whether your marketing plans should look to consolidate your portfolio into one
global or national brand, or to leverage individual local brands. Whether through
new brand launches or acquisitions, understanding how and when to market local
brands will maximize the effectiveness of your portfolio.

20

Z Asset Management

Understand how to identifyand leverage your brand and Company marketing
assets. Uncover value in your strategic alliances, sponsorships and other industry
relationships. Establish routines to protect the assets and to ensure that you are
using them to create value and sales for yur brands.

21

Z Personal Branding

Develop a strategy to maximize your personal value as a brand. Apply the
principles of Z Marketing branding efforts to your own career. Identify a
destination for yourself, develop a positioning statement, and learn how io activate
your strongest attributes in the marketplace.

CRM Manage knowledge of customers and other aspects of customer relationship
management.
231 Campaign Management Manage campaigns, such as email campaigus.
24 | Digital Asset Management Inventory, monitor, control, and otherwise manage digital assets used in all phases
: ' of marketing, such as advertisement.
25 | Elearning/ZLearning Provide coursework, seminars, articles, consulting services, and other educational

assistance in all phases of marketing and in use of the tools.

16
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TABLE 1

1L Methods of using tools

As will be described in more detail below, the tools can be made available to users
in a variety of ways through various systems, networks, and configurations. The tools
themselves are not limited to any such system, network, or configuration but instead can
be adopted by a user in ways that are deemed most appropriate by those users. An
exemplary set of interfaces will be discussed below in order to provide an overview as to
how marketing tools according to the invention may be used.

An example of an interface presenting a group of tools to a user is shown in Figure
2. Preferably, when the user arrives at this interface shown in Figure 2, the user receives
a welcome message and their name and also displays the last tool the current user had
worked on with a hyperlink to the last page edited. The user is presented with a list of all
tools available with hyperlinks only to those tools that the user has purchased. The
interface preferably has a link so that the user can purchase the additional tools if desired.
After a user clicks on a tool to work in, the user is taken to the document menu screen for
that particular tool.

An example of a document menu screen for the ZPlanning toolis shown in Figure

17
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3. In this example, the user had progressed to screen 10 of the tool for a plan named Coke
Plan C. The interface shown in Figure 3 also reveals that another user, named JBrown
had edited the document and also shows the edit date. The document menu screen allows
the user to create a new document or work on an existing document. The document menu
screen preferably also shows the user’s progress in completing a tool, such as by showing
an amount complete or graphically, such as through abar graph.

For new documents, a user sets the permission levels for other users. In this
regard, more than one person can work with a particular tool. If a user has been granted
editing capabilities, then the user can open a file, go to the last screenedited, and begin
work. If the user has not been granted editing capabilities, then the user has “View Only”
permissions. According to one aspect, only one user at a time can have access to a
particular file and a lock icon shows the lock status of a file. When a file is in use by
another user, the lock icon next to that file is displayed in the interface for that other user.
When this user does a mouseover over the icon, a title tag is preferably displayed with the
name of the person that has the document. According to another aspect, users may be
able to share files simultaneously in real-time and can work in a collaborative
environment according to teams assigned to a project.

A Summary is preferably provided after a user finishes a particular tool. An
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example of a Summary is shown in Figure 4. In this example, an HTML Summary is
provided for all questions and answers that were built and presented to the user. In
addition to an HTML Summary, the user can view a presentation of the Summary or
download the presentation to another location.

A user has options to create/edit a document, view a document, assign
permissions, copy the document, and also delete the document. Figure 5 is an example of
an interface for allowing the user to copy a file and Figure 6 is an example of an interface
allowing a user to set permissions. The permissions that may be set include none, view
only, edit ability, copy ability, or the ability to view or download a presentation, such as
PowerPoint presentation.

A network according to an embodiment of the invention is shown in Figure 7. The
network includes a marketing system 10 that provides access to marketing tools to one or
more users 5. The users 5 may access the marketing system 10 directly, such as on a
stand-alone computer, or through a network 20. The system 10 may additionally be
coupled to, or interfaced with, one or more 'third parties. The users may use any suitable
device for accessing the system including, but not limited to, personal computers,
personal digital assistants (PDAs), mobile radio telephones, internet appliances, as well as

other types of devices. While the system is preferably accessible through the Internet, it
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should be understood that in other embodiments of the invention, the system may reside
in a stand-alone device such as a personal computer, within a network, such as a local
area network (LAN) or wide area network (WAN), or accessible through other networks.
As mentioned above, the invention can be implemented in different systems and

networks.

II.  Application Service Provider

As mentioned above, systems according to the invention can be implement locally,
such as on stand-along computer or within a LAN, or may be implemented through a
network. According to one embodiment of the invention, a system is implemented as an
application service provider (ASP) wherein users can access the tools through the
Internet. In the preferred embodiment, the system is associated with a marketing vertical
web-site that enables marketing professionals anywhere and everywhere to make their
marketing efforts work harder and smarter. As will be described in more detail below, the
system includes a number of tools, insights, and alliance partners that are uniquely
available through the system.

The users include clients, system administrators, subscribers, consultants, and

guests. In general, the clients pay a license fee to use the various tools to plan, execute,
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and track marketing campaigns. The client administrator oversees system administration,
such as managing the list of users that are licensed to use the tools. The users may also
include subscribers who pay for services available through the system, such as those
available at the system or through the third parties. Thus, the users can interact with these
third parties as though the third parties were part of the ASP and can also interact and
access applications available through these third parties. The users also include guests
which are able to access portions of the system and possibly third parties without any fee.
The invention is not limited in the type of third party that interfaces with or
couples to the system. These third parties include advertising agencies, research
providers, media providers, tracking data providers, as well as other third party service
providers. These third parties can interact with the users in a manner that is either visible
or transparent to the users. In other words, the users may not necessarily be aware that
any third party is associated with the operation of the system. The system preferably
includes a tools application server for operation of a unique set of tools and also a

Zmarketing application server for interfacing with subscribers, guests, and third parties.

A. Network and Architecture

As should be clear from the description above, the systems and methods may be
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implemented in an ASP environment but certainly are not limited to just an ASP
environment. Instead, the systems and methods of the invention can evolve as new
technologies are introduced, such as Microsoft NET. Other examples include client-
server and also hybrid client-server/distributed environments.

An example of an architecture for an ASP system 10 is shown in Figures 8(A) and
8(B). The architecture shown in Figures 8(A) and 8(B) is based on the Microsoft®
Windows® Distributed interNet Applications Architecture (Windows DNA) which is a
three-tiered application whose functionality can be separated into presentation services,
business services, and data services. In general, the presentation services include
obtaining information from users 5, sending user information to the business services for
processing, receiving the results of the business services, and presenting those results to
the users 5.

The business services include receiving input from the presentation services,
processing information and performing application logic, interacting with the data
services to perform the business operations, and sending the processed results to the
presentation services. The data services include storage, retrieval, maintenance, and
integrity of data. The presentation service is labeled as the User Interface (UI) 13, the

business services is designated as the Business Layer (BL) 15, and the data services is
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designated as the Data Access Layer (DAL) 17 in Figure 8(B). As shown in Figure 8(A),
the business layer 15 include executants 16 that perform the business operations of the
operation logic and have direct access to the application’s critical resources. The business
layer 15 also includes emissaries 14 which authenticate the identity of a requesting client
5, validates that the client 5 has the proper authorization to perform the requested business

operation, and inspects the client’s request for proper syntax and valid data.

B. Interfaces

Figures 9(A) to 9(G) provide examples of interfaces to the ASP system 10. Figure
9(A) is an example of a main interface to the ASP system 10 where a user can select a
“ZLearning” heading and obtain the interface shown in Figure 9(B), a “Consulting”
heading and obtain the interface shown in Figure 9(C), a “Sergio” heading and obtain the
interface shown in Figure 9(D), or select a “ZTools” heading and obtain the interface
shown in Figure 9(E). The user can also obtain more information on the company
associated with the ASP system 10 by selecting “The Company” heading. The user can
also select a “Login” link and obtain a login interface shown in Figure 9(F). As shown in
Figure 9(E), the user can also obtain a “Login” option through the “ZTools” heading, and

then receive an interface shown in Figure 9(G).
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With the ASP system 10, the user can access the tools, enroll in one or more
courses through the “ZLearning” heading, and also learn more about consulting services
available through the ASP system 10 with the “Consulting” heading. The ASP system 10
serves as a source of information for marketing professionals and also provides access to
consultants and other resources that may assist marketing professionals perform their
jobs. The ASP system 10 furthermore provides the tools necessary to guide marketing

professionals through the various tasks associated with marketing.

IV.  Planning Tool

A planning tool according to a preferred embodiment guides a user through a
number of steps. The planning tool includes steps of assessing the business situation,
identifying growth opportunities, developing strategies/objectives, developing growth
tactics, executing growth tactics, and measuring results. Each step within a particular tool
preferably contains a number of sub-steps.

Figures 10(A) to 10(D) are interfaces that provide an introduction to using the
planning tool. As shown in Figure 10(D), the planning process implemented by a
planning tool according to the invention involves a situation assessment, identifying

growth opportunities, developing growth strategies, developing growth tactics, and
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measuring results. The first two steps are labeled as part of the goal of “Knowing Your
Destination” while the last three steps are associated with statements of “Strategy is
Everything,” ‘;Everything Communicates,” and “What You Measure Is What Counts,”
respectively.

Figures 11(A) to 11(H) provide an introduction to the first step, namely situation
assessment. As explained in Figure 11(A), a purpose of the situation asessment is to
conduct a comprehensive and holistic review of a company’s current situation. As
explained in Figure 11(B), the situation assessment focuses on four different areas
including business assessment, category assessment, brand assessment, and competitive
assessment. From each of these assessments, a corresponding set of conclusions are
derived, which provide the input for the second step of identifying opportunities. Figures
11(C) to 11(F) provide an explanation for each of the business assessment, category
assessment, brand assessment, and competitive assessment and how each of these
assessments leads to preliminary conclusions. As summarized in Figure 11(G), questions
within the planning tool guide users to findings. The users then take each of the findings
and draw preliminary conclusions which then converge into a set of final conclusions.
Figure 11(H) provides more detailed diagram of this process which involves drawing

findings within a series of questions within the business assessment sub-step. The
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business assessmgnt involves evaluating volume trends, profit trends, and marketing
spending and within each of these subject matters a user draws findings followed by
preliminary conclusions. The user then evaluates these preliminary conclusions in order
to draw final conclusions across subject matters. The user also performs similar analysis
for category, brand, and competitive assessments.

Figureé 12(A) to 12(D) provide an overview of the second step within the planning
tool, namely identifying opportunities. With reference to Figure 12(B), the conclusions
drawn from step 1 for both business, category, brand, and competitive assessments form
the inputs into an opportunity identification analysis. The opportunity identification
analysis prioritizes opportunities by evaluating targets, wants/needs, and strengths/gaps.
As explained in more detail in Figure 12(C), the target has already been identified from
the situation assessment and the data gathered in the first step is pulled forwardinto
questions within the second step of opportunity identification. As explained in Figure
12(D), for each target or occasion where a gap exists, an opportunity statement is
developed with this statement including reasons that support or explain why the consumer
will change their perception of your brand and a preliminary assessment on the impact on
volume, profit, and brand equity.

Figures 13(A) to 13(F) provide an overview of the third step involving developing
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growth strategies. Figure 13(B) provides an overview of the process involved in
developing growth strategies. This process involves taking each opportunity identified in
the second step and determining how a company’s assets and capabilities can overcome
barriers for creating the opportunity. This process also involves taking an inventory of
brands and companies assets and capabilities followed by developing strategy statements
identifying how to leverage those assets and capabilities. Figure 13(C) provides a more
detailed explanation of identifying barriers, Figure 13(D) shows in more detail the taking
of inventory apd assessment of assets and capabilities, Figure 13(E) illustrates the
development of strategy statements, and Figure 13(F) explains advantages of using the
processes within step 3.

Figures 14(A) to 14(D) provide an overview of the fourth step of developing
growth tactics. As depicted in Figure 14(B), the strategy statement from step 3 guides in
the selection of the marketing mix elements and development of specific tactics.
Selecting the desired marketing mix elements involves revisiting barriers that were
identified in step 3, as explained in Figure 14(C). The process of developing growth
tactics involves assessing each marketing mix variable for its ability to address the barrier
and then ensuring optimal execution of the tactics.

Figures 15(A) to 15(F) provide an introduction to the final step of the planning
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tool, namely developing measurements. This step involves first determining what
information is. needed to monitor a brand and business on an on-going basis and the
measures that are specific to the strategies, as depicted in Figure 15(B). As explained in
Figure 15(C), specific objectives are developed which determine what measurements
must be made. With reference to Figure 15(D), the findings and conclusions from the
situation assessment is used in determining the measures that are necessary to monitor the
on-going health of the brands and business. The outcome of the developing
measurements step is an information brief, such as the one shown in Figure 15(E). Figure
16 is an example of an interface that explains the outcome of the entire tool.

Figure 17 provides an example of an interface for the beginning of the planning
tool. As shown in this interface, a user enters the name of the brand and a time period
associated with that brand. Figure 18(A) provides an overview of the situation
assessment step and Figure 18(B) provides an overview for the first substep within
situation assessment, namely business assessment. As mentioned above, each of the
assessments within the situation assessment involve deriving preliminary conclusions
from a set of questions and findings. Figures 18(C) to 18(E) provide examples of the
question and answer format of the planning tool. As explained in Figure 18(C), facts and

other answers input by the user are used in subsequent parts of the tool in subsequent
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steps. In this figure, the facts presented in relation to volume of business are “carried
forward and used elsewhere in the tool.” As also shown in Figure 18(C), the tool
provides explanations for each question and also provides conversation symbols C that
allow the user-to obtain more detailed explanations and possibly sample answers to a
particular question. Figure 18(G) provides an example interface through which users
begin to formulate preliminary conclusions for business assessment. Figures 18(H) to
18(N) provide examples of other interfaces through which marketing professionals
answer questions, obtain findings, and draw preliminary conclusions. Figure 18(N) is an
interface through which the planning tool provides a summary of all of the conclusions.
As mentioned above, the outputs of each step are used as inputs to the subsequent
step. Figure 19 explains how the business conclusions form the inputs to opportunity
identification in generating opportunity statements. Figure 20 illustrates how growth
strategies are developed by determining how assets and capabilities can be used to
overcome baﬁiers created with the opportunities. Figure 21 illustrates how the strategy
statement form a part of the growth strategy is then analyzed in developing growth tactics.
Figure 22 is an illustration on how measures are developed specific to the previously
developed strategies. Finally, Figure 23 provides an example of an interface presenting

the output of the tool.
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V. Personalized Tools

A. Personalized Features

The tools according to the invention preferably are personalized to the answers
provided by the marketing professional. This personalization is accomplished through
several aspects of the tool. For example, according to one aspect, answers provided by a
marketing professional dictate what subsequent questions will be provided to the
marketing professional. In this way, the marketing professional need not waste time
answering additional questions and going through additional interfaces when those
questions and interfaces are inapplicable. This feature makes the tools more streamlined
and efficient to use. According to another aspect, answers and other input provided by
marketing professionals are carried forward to subsequent questions. This feature makes
the tools responsive to the input and again makes the tool more personalized and relevant
to the marketing professional.

As mentioned above, when navigating through a tool, a user “conditionally”
proceeds to the next or previous page based on input given in the current page. For
example, a page has been designed to "feed" off of answers of previously asked

questions. If the user did not answer previously asked questions, there would be no need
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to display the page. To configure conditional navigation, each page is considered a node
and relationships are defined between the nodes. For example, one page has a
NodeShowRelated “child” record with a TreeNodelD of a record in a TreeNode table and
a RelatedTreeNodelD for the previously asked question. A NodeCondition “child” record
is added for the TreeNodelD of record in the TreeNode table when a user selects the Next
or Previous page, the tool retrieves the next TreeNodelD if next is selected and evaluates

the page’s child record is previous is selected.

B. Platform

A partiél diagram of a platform 40 for allowing personalization of the tools will
now be described with reference to Figure 24. The platform 40 includes an engine 42 and
a database 44 which contains a matrix 46. The engine allows for the addition of more
tools and allows for intricate and highly complex questions. The engine 42 also produces
a simple and intuitive interface. The engine 42 combines data from the database 44 and
user data to produce an XML document. The engine 42 executes the tool logic to create
the XML document and then processes the XML to produce an intuitive user interface.

As shown in Figure 24, the database 44 contains a matrix 46 which is used to specify the

logic of the tools. Because the logic is contained within the database 44 within the matrix
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46, the logic can be easily modified to create new tools or to alter existing tools. The
platform 40 therefore provides a framework which can be easily maintained and
supported witﬁ minimal effort.

An explanation will now be given on a preferred matrix 46 used within the
platform 40. The matrix includes tables for matrix, matrix cell, nodeinterpretation, node
condition, formula, formula math token, tool pick list, and tool pick list item. A method
of loading a tools matrix resource will now be described, a first step involves defining
horizontal and vertical dimensions. For this procedure, the matrix is considered to be a
grid of cells with horizontal column headers and vertical row headers.

A method will now be described of a loading tools matrix resource procedure. A
first step involves defining horizontal and vertical dimensions. For this procedure, the
matrix is considered to be a grid of cells with horizontal column headers and vertical row
headers. Each of the two sets of headers are pick lists and two new pick list table records
are created for these pick lists. A second step involves populating the pick list items. At
this step, records are added to the pick list item table to define pick list items for both of
the newly added pick list records. Next, a new row is added to the matrix table with
values to identify the matrix. Next, cells of the matrix are created, which involves adding

multiple rows to the matrix cell table. The next step involves creating recommendations,
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which involves adding multiple rows to a node interpretation table. Next, multiple rows
are added to the node condition table. For each node interpretation row added, some
conditions may be added. For example, “Price Offers” recommendation may have three
conditions that have “and” connectors. The next step involves using a formula and
formula math token tables to enter formulas entered by the Node Condition records.
Finally, for each of the formulas added, records are entered to make up the pieces of the
formula.

As an example, defining the horizontal and vertical dimensions may involve a pick
list name of “promotional strategies/objections” and other dimensions, such as
promotional tactics. Populating the pick list items includes entering text that will be
displayed in the tool for a particular pick list item. In creating a matrix, a name may be
entered for the matrix, such as “Matching Consumer Promotion Tactics to Promotion
Strategies.” The cells of the matrix are then created for each possible combination of tool
pick list items. For example, if a horizontal tool pick list has eleven items and a vertical
tool pick list Has twelve entries, a matrix of one hundred thirty two matrix cell child rows
are possible. Creating recommendations involves selecting a particular tree node to

include recommendations, adding text, image files, and optional style sheets.
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VI. Marketing Investment Manager

The marketing tools described above preferably form part of an entire marketing
solution for an entity. Figure 36 illustrates a main interface presented to a user through
this marketing solution. For the purposes of this description, the marketing solution will
be referenced as a marketing investment manager although other names such as enterprise
marketing manager, marketing automation, marketing resource management, or
marketing enterprise solution are equally applicable. As shown in Figure 25, the
marketing investment manager provides functionality to the marketing professional to
assist him or her in performing his or her job. The marketing investment manager
provides contact information for individuals that the professional needs to communicate
with on a particular project or group of projects. The marketing investment manager also
includes a calendar function whereby the marketing professional can track deadlines and
important dates. The marketing investment manager also includes a list of projects and
also provides the ability to send messages to those within the contacts.

In the preferred embodiment, the marketing investment manager is part of a
combined client-server and distributed network. As shown in the contacts portion of the
interface, the marketing investment manager can determine which of the people within

contacts is active, on-line, or off-line and indicate the status appropriately. As will be
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apparent from the description below, the ability to operate in a distributed network has
advantages in fostering team work, efficiencies in real-time collaboration, while at the
same time allowing marketing professionals to work outside of the network. While in the
preferred embodiment the marketing investment manager forms part of a distributed
network, it should be understood that the marketing investment manager may in other
embodiments be part of a local area network or other type of network.

The interface shown in Figure 25 is a main interface for a marketing professional.
The interface is intended to highlight information that is of relevance to a particular
marketing professional, such as that person’s contact information, projects, and calendar.
Some additional functionality provided by the marketing investment manager will now be
described with reference to Figures 26 to 36. As mentioned above, Figure 25 provides a
list of projects associated with a particular marketing professional. The first project is a 3
Year Marketing Plan and, upon selecting this project, the professional can receive the
interface shown in Figure 26. As shown in this figure, the marketing investment manager
identifies people associated with that project and also whether or not those people are
active, on-line, or off-line. The marketing investment manager also provides the ability to
chat in real-time with those individuals and to share documents. For each project, a set of

tabs is provided for functionality common to all projects. In this example, these tabs
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include a Calendar function associated with that project, Files associated with that project,
a Notepad, a Project tab, a Library of resources, and Tasks all of which are associated
with that projept. Each project also includes a set of tabs relevant to that particular
project. For example, for the 3 Year Marketing Plan, a marketing professional has tools
available to analyze Results, ROI, Costs, Sales Rank, Customers, and a Calculator.
Figure 26 illustrates the Results History for the 3 Year Marketing Plan. Figure 27
illustrates an example of the planning tool used in conjunction with the marketing
investment manager. In this interface, the marketing professional is going through the
step of identifying opportunities.

Another project shown in Figure 25 is a Thanksgiving Free-Standing Insert (FSI).
Figure 28 illustrates an interface to the marketing investment manager with a ROI tool
activated. As shown in this Figure, a marketing professional can run scenarios on the
FSI, such as comparing circulations of twenty million, twenty-five million, and thirty
million with different face values. From these scenarios, the marketing professional can
maximize the ROI. As shown in this figure, the tabs for the ROI analysis are different
than that for the Planning tool and also for the Results History tool. Figure 29 is an
example of an interface to the marketing investment manager with a positioning tool

activated. As shown in the figure, the positioning tool, also called brand builder, includes
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core modules covering competitive frame, target, key benefit, support, and statements.
The tabs in Figure 29 include links to each of those core modules. An outcome of the
brand builder tool may be provided as an input to other tools, such as a promotions tool.
Figure 30 illustrates an example of a promotions tool activated within the marketing
investment manager. As is apparent from a comparison of Figures 27 and 28, the contact
people associated with the Thanksgiving FSI are unique to that project and differ from
those associated with the 3 Year Marketing Plan project.

A third project listed in Figure 25 is a New Trade Ad. Figure 31 is an interface to
the marketing investment manager which highlights digital asset management
functionality. As shown in this figure, the marketing investment manager allows a
marketing professional and entity to manage all of the digital assets associated with a
project. For example, a marketing professional can upload, edit, view, and delete images
associated with a particular project. These assets include logos, promotions,
advertisements, and other images. Figure 32 illustrates the collaborative functionality
provided by the marketing investment manager. With the new Trade Ad project, as
shown in Figure 32, a marketing professional can design an advertisement and obtain
feedback from all relevant people in real-time in a collaborative environment. For

example, an advertising agency, print company, company representative, or other entities
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can insert comments into the collaborative window which will be shared with all other
users. Individuals can also insert comments into the instant messgging function, such as
those shown in the figure which are provided by Suzanne Gordon.

A fourth project listed in the interface of Figure 25 is a Launch Meeting project.
Figure 33 highlights some project management functionality provided by the marketing
investment manager. Through this project management functionality, users can manage
tasks associated with a project, such as the duration, start and finish times, and ensure
predecessor tasks are completed in a timely fashion. The project management
functionality ﬁrovides a calendar function, Gant chart, Network Diagram, Task Usage,
Tracking Gant, Resource Graph, Resource Sheet, and Resource Usage functionality.

A September EMail campaign is the last project mentioned in Figure 25. Figure
34 provides an example of an interface to the marketing investment manager highlighting
a budget tool. One of the options available to a user through the interface of Figure 34 is
a manager tab for allowing the user to actually manage an EMail campaign. Figure 35
provides an example of an interface for campaign management and allows a user to build
messages forming part of the EMail campaign. As part of the campaign management
aspect of this tool, professionals can review, reply, forward responses and manually or

automatically analyze the ROL.
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The interfaces shown in connection with Figures 25 to 35 are generally geared
toward a marketing professional who is involved in one or more projects. These
interfaces depict how the marketing investment manager can assist the marketing
professional in collaborating with others on a project, in managing projects, in
communicating with others associated with a project, in completing tasks through one or
more tools provided by the marketing investment manager, and in managing digital assets
of an entity. The marketing investment manager is also useful for more upper level
management in assisting them in their management of multiple projects or teams. Figure
36 is an example of an interface for marketing investment management and shows a VP
Overview. As shown in this Figure, a manager can obtain summary information on
projects, such as leaders, estimated completion, upcoming events, cost estimates, actual
cost, and budget variances. This interface also provides totals across projects, whereby a
manager can obtain quick and accurate summary information on all projects and
personnel under their supervision. Because all of the projects are managed and controlled
by others within a project team, the data for providing the summary information is already
entered into the marketing investment manager. The manager therefore need not actively
input data into the marketing investment manager but instead can use the marketing

investment manager as a source of information. As shown in the tabs in Figure 36, the

39



WO 02/11037 PCT/US01/23982

marketing investment management aspect of the marketing investment manager allows
for summary information to be provided for particular managers, different divisions or
directors, such as for brands, promotions, advertisements, or marketing research, or
across all groups.

In general, the marketing investment manager provides processes and framework
to enhance the ability to plan, manage, and drive marketing and product development
programs. The marketing investment manager provides assistance in strategy, marketing
supply chain, collaboration, product life cycle management, and digital asset
management. Through the marketing investment manager, professionals can work
smarter and deliver effective initiatives more quickly. The marketing investment
manager also is more effective at managing spending, thereby decreasing logistic and
material costs and helping professionals make better spending decisions. The marketing
investment manager reduces time to bring new ideas to market allowing an entity to
become more consumer-focused. The marketing investment manager also allows an
entity to analyze the ROI on marketing dollars invested.

A diagram of a marketing investment manager solution is shown in Figure 37.
The solution 80 combines consulting 82 services, such as those provided by Sergio

Zyman and Zyman Marketing Group with learning 84 resources and thought leadership
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83. The solution 80 also provides effectiveness 86, enterprise integration 87, and hosting
88. In more detail, the consulting 82 includes not only project-based consulting services
and research 90 but also seminars 92. The learning 84 can be provided though a learning
portal 96, such as one available through ZMarketing.com. Thought leadership 83 can be
provided by Sergio Zyman and other experts 94 in the areas such as business
development, intellectual capital, speaking circuit, executive roundtables, public relations,
and books and articles. The effectiveness 86 of the solution 80 stems in large part
through tools provided by the marketing investment manager. The effectiveness 86
includes abilities in performance assessment 98, marketing execution 100, marketing
planner 102, brand builder 104, and promotions director 106. With regard to enterprise
integration, the solution 80 can adopt existing platforms and systems, such as learning
from Digital Think of San Francisco, California, marketing resource management from
Aprimo, Inc. of Indianapolis, Indiana, customer relationship management from Siebel
Systems, Inc. of San Mateo, California, and integration from Accenture of New York.
Hosting 88 involves not only proprietary marketing/consumer data 108 but also partner
private label tools and concepts 110. The entire solution 80 may be provided on a
platform hoste;d architecture, such as an ASP 114. The solution 80 is not limited to the

ASP model but also may be adopted in a LAN, WAN, and/or distributed network.
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An example of a marketing investment manager system 50 will now be described
with reference to Figure 38. The system 50 includes functionality and strategic guidance
and framework 52, seamless execution 54, and hooks to the existing enterprise systems to
maximize returns 56. The strategic guidance is included through tools, such as brand
positioning tool 62 and brand strategy tool 64. These tools include not only traditional
consulting services but also the brand builder tool and the planner tool. The seamless
execution 54 includes best practices, collaboration, project management, campaign
management, analytics, and measurement 66. The solution 50 also includes digital asset
management 68 which may be provided by any suitable system. For example, U.S. Patent
Nos. 5,903,892 and 5,983,176 describe systems for use in managing digital assets and are
incorporated herein by reference. The solution 50 is also integrated into existing
enterprise systems, such as customer relationship management (CRM) 70, finance 72,
manufacturing 74, and information technology (IT) 76. As depicted in this diagram, the
data available through CRM 70, finance 72, manufacturing 74, and IT 76 form the input
to the strategic guidance and framework 52 portion of the solution 50.

An advantage of the marketing investment manager discussed above in connection
with Figures 25 to 36 is that it preserves interfaces to existing systems, such as the CRM

72. The solution 50 and solution 80 are preferably implemented in a distributed network
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through Groove Networks, Inc. of Beverly, Massachusetts. Groove™ of Groove
Networks, Inc. provides a distributed framework to allow users to communication and
collaborate wi;ch each other. Groove™ also allows for the integration of other systems
and platforms, such as the tools as shown in Figures 25 to 36. It should be understood
that other platforms, systems, and applications may be used from other entities than those
mentioned above. Figure 39 provides an illustration of a distributed client server
network. As explained in this figure, the Groove™ system provides communication,
security, component management, notification, and net managed services. The Groove™
system provides conversation functionality including live voice or text-based chat and
awareness functionality including who is on-line and active in a given shared space.
Furthermore, the Groove™ system can be configured to add tools and other new
functionality. -

The marketing investment manager, such as those illustrated in Figures 37 and 38,
enable businesses to develop marketing strategies. As depicted in Figure 1, these
strategies include planning strategies, such as through the brand positioning tool and
brand planning tool. An outcome of the brand positioning tool is a brand positioning
statement that differentiates a branded product and service bundle from the competition in

the minds of a target. The brand planning, as discussed above, involvesinter alia
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identifying a mix of marketing elements to pursue growth strategies. The brand planning
and brand positioning processes are intended to be performed after relatively long
intervals of time, such as on a yearly basis.

The tools in the executing phase expand the strategies defined in the planning
phase into more specific strategies for executing. For example, the planning phase may
identify a need for advertising and the advertising tool may yield a well-defined
advertising strategy and detailed tactics to accomplish the advertising strategy. The other
executing tools, such as promotions, endorsements, and PR, likewise take general
strategies identified in the planning phase and produce strategies for executing and
specific tactics for accomplishing the strategies. The executing tools will likely be
performed more frequent than the planning tools, such as two or three times per year.

The marketing investment manager provides access not only to the planning,
executing, and tracking tools but provides additional functionality intended to be used on
a daily basis by a marketing professional. In general, the planning tools assist in
developing strategies, the executing tools assist in executing strategies and specific
tactics. The outcome of any of the tools may result in one or more projects that need to
be accomplished. Figures 25 to 36 provide some examples of such projects, namely the

3Year Marketing Plan, the Thanksgiving FSI, the New Trade Ad, the Launch Meeting,
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and the September Email Campaign. The marketing investment manager provides the
collaboration unit to assist the marketing professional in communicating with others
associated with projects and the project management unit facilitates management of
various tasks contained within a project. The campaign management unit assists in the
execution and tracking of campaigns, such as an email campaign, while the analytics and
measurements facilitate data capture, data mining, data analysis, and other analytics and
measurements of results. The marketing investment manager furthermore interfaces with
other systems,' such as to CRM 70, finance 72, manufacturing 74, and IT 76 units. This
interfacing includes sending data and commands to the CRM 70, finance 72,
manufacturing 74, and IT 76 units but also receiving data and other feedback from these
units in the planning phase.

For example, on a yearly basis, a marketing professional uses the marketing
investment manager in developing a brand positioning statement and for brand planning.
The marketing professional employs executing tools, such as the advertising tool, at
multiple times throughout the year to develop specific advertising strategies and tactics.
The outcome of the planning tool such as an email campaign. On a daily basis, the
marketing professional collaborates with others in formulating the email campaign. Once

completely defined, the professional interfaces with the CRM 70 and IT 76 to execute the
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campaign. Also, on an on-going basis, the professional uses analytics and measurement
units to track the results of the campaign. The following year the results of the campaign,

as well as other feedback, are used in the yearly’s brand positioning and brand planning.

VII. Business Methods

As explained above, the tools may be provided to users in a variety of settings,
such as on a stand-alone computer, as part of a LAN, WAN, or through a network such as
the Internet. Furthermore, in a network setting, each person may work independently on
the tools or, teams of users may work together on tools or projects. In an ASP setting,
users may subscribe to the system and/or to specific tools available through the system.
In a local settiﬁg, the tools may be licensed for a fee to each user or to an entity based on
the number of users. Preferably, the tools form part of a strategy in which initial contact
with an entity occurs through a consultant associated with operation of the system. The
consulting services introduce the user to the tools and may also assist the user with the

tools.

VIII. Modifications

46



WO 02/11037 PCT/US01/23982

The invention has been described with reference to a set of tools that may be
applied to any type of business. According to another aspect of the invention, individual
tools or sets of tools may be tailored to specific industries, such as one set of tools for
food and beve¥age businesses, another set of tools for pharmaceutical companies, a third
for the automotive industry, etc. The tools can therefore be modified to be company-
specific, for instance, to adopt the look and feel of interfaces specific to a company as
well as to incorporate proprietary information. The tools could also be tailored for the
size of the business, whereby Fortune 500 companies may benefit from one set of tools
and smaller companies would be better suited to other tools. Thus, a newspaper tool can
be modified to sub-segments within the newspaper industry, such as one tool for internet
newspapers, one tool for niche products, one tool for single copy sections, etc.
Additionally, while some of the tools can be designed for a particular industry or size of
company, tools may be specially designed based on other criteria, such as a set of tools
for marketing e-commerce companies or a set of focused tools for use with a generic tool,
such as the generic tool of Z Advertising and separate tools focused for advertising on the
Internet, through television, or through print media.

As mentioned above, the system provides users with skills, content, and tools to

assist the users in their marketing efforts. The system also has relationships with third
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parties that include advertising agencies, research providers, media providers, and
tracking data providers. The third parties may offer content, advertise through the
system, and may also take a more interactive role with the users and system. For
example, the system may act similar to a business-to-business exchange between the
users and the third parties, linking the needs of the users with the services/goods of the
third parties. Thus, after a user completes a tool and identifies certain needs for
goods/services, the system can assist both in linking the users with the third parties and
also in facilitating commerce between the two entities. The tools also preferably have
hooks into enterprise systems or other third party applications. These third party
applications and enterprise systems include CRM, financial systems, IT, and
manufacturing systems. The system could derive revenue from the users and/or third
parties through referral fees, on a commission basis, subscription basis, or in other ways.
For instance, after a user completes one of the tools, the system could bring in one or
more of the third parties in order to assist in the execution of the results of that tool. If the
tool was Z Advertising, then the system could link the user with a suitable advertising
agency to assigt in the execution of the advertising strategy. The system may suggest

suitable third parties to the users and enable them to contact the third parties, such as
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either through the system or through a separate path. Alternatively, the system may pass
the results and other data captured through use of the tool to the third parties.

The third parties can therefore interact with the users through the system and may
participate not only in the follow-up work after use of a tool but possibly also during
execution of a tool. For instance, third parties may have databases or software a user can
rely upon to complete a step or sub-step in a tool. The users, system, and third parties
preferably exchange data with each other through XML.

The foregoing description of the preferred embodiments of the invention has been
presented onl}; for the purpose of illustration and description and is not intended to be
exhaustive or to limit the invention to the precise forms disclosed. Many modifications
and variations are possible in light of the above teaching.

The embodiments were chosen and described in order to explain the principles of
the invention and their practical application so as to enable others skilled in the art to
utilize the invention and various embodiments and with various modifications as are

suited to the particular use contemplated.

49



WO 02/11037 PCT/US01/23982

CLAIMS

What we claim:

1. A method of planning for marketing for an entity, comprising:
performing an assessment of the entity, the performing including:
performing a business assessment,
performing a category assessment,
performing a brand assessment, and
performing a competitive assessment;
deriving a set of conclusions from the assessment of the entity;
identifying opportunities from the set of conclusions;
developing growth strategies designed to realize the opportunities, developing
growth strategies including prioritizing the opportunities based on assets and capabilities
of the entity;
developing growth tactics based on the growth strategies and opportunities, the
growth tactics identifying a mix of marketing elements to pursue the growth strategies;
and

developing measurements to monitor effectiveness of the mix of marketing
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elements;
wherein performing the assessment for each assessment further comprises:
conducting a set of key analyses within each assessment;
deriving a set of findings from the set of key analyses;
drawing a preliminary conclusion from the findings for each set of key
analyses; and
identifying relationships across preliminary conclusions to develop final

conclusions.

2. The method as set forth in claim 1, wherein the method of planning

is computer-implemented.

3. The method as set forth in claim 2, wherein the method of planning

is provided through an application service provider.

4. The method as set forth in claim 2, wherein the method of planning

is provided locally.
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5. The method as set forth in claim 2, wherein the method of planning

is provided through a network.

6. The method as set forth in claim 2, wherein the method of planning

is provided through a peer-to-peer network.

7. The method as set forth in claim 1, wherein the method is

implemented through a series of questions presented to the entity.

8. The method as set forth in claim 7, wherein answers provided by the

entity eliminate a set of questions potentially presented to the entity.

9. The method as set forth in claim 7, wherein answers provided by the

entity form a basis for questions presented to the entity in subsequent questions.
10. A method of planning for marketing for an entity, comprising:

performing an assessment of the entity, the performing including:

performing a business assessment,

52



WO 02/11037 PCT/US01/23982

performing a category assessment,
performing a brand assessment, and
performing a competitive assessment;
deriving a set of conclusions from the assessment of the entity;
identifying opportunities from the set of conclusions;
developing growth strategies designed to realize the opportunities, developing
growth strategies including prioritizing the opportunities based on assets and capabilities
of the entity;
developing growth tactics based on the growth strategies and opportunities, the
growth tactics‘identifying a mix of marketing elements to pursue the growth strategies;
and
developing measurements to monitor effectiveness of the mix of marketing
elements;
wherein developing growth strategies comprises:
identifying barriers before consumers for the entity;
taking an inventory of marketing assets and capabilities;
assessing each asset and capability on its effectiveness in overcoming each

barrier; and
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developing a strategy statement specifying how assets and capabilities are

used to change how consumers will think, feel, and act.

11. A computer-readable medium for use in performing a method of
planning for marketing for an entity, the method comprising:
performing an assessment of the entity, the performing including:
performing a business assessment,
performing a category assessment,
performing a brand assessment, and
performing a competitive assessment;
deriving a set of conclusions from the assessment of the entity;
identifying opportunities from the set of conclusions;
developing growth strategies designed to realize the opportunities, developing
growth strategies including prioritizing the opportunities based on assets and capabilities
of the entity;
developing growth tactics based on the growth strategies and opportunities, the
growth tactics identifying a mix of marketing elements to pursue the growth strategies;

and
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developing measurements to monitor effectiveness of the mix of marketing
elements;
wherein performing the assessment for each assessment further comprises:
conducting a set of key analyses within each assessment;
deriving a set of findings from the set of key analyses;
drawing a preliminary conclusion from the findings for each set of key
analyses; and
identifying relationships across preliminary conclusions to develop final

conclusions.

12. A computer-readable medium for use in performing a method of
planning for marketing for an entity, the method comprising:
performing an assessment of the entity, the performing including:
performing a business assessment,
i)erfomﬁng a category assessment,
performing a brand assessment, and
performing a competitive assessment;

deriving a set of conclusions from the assessment of the entity;
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identifying opportunities from the set of conclusions;

developing growth strategies designed to realize the opportunities, developing

growth strategies including prioritizing the opportunities based on assets and capabilities

of the entity;

developing growth tactics based on the growth strategies and opportunities, the

growth tactics identifying a mix of marketing elements to pursue the growth strategies;

and

developing measurements to monitor effectiveness of the mix of marketing
elements;
wherein developing growth strategies comprises:

identifying barriers before consumers for the entity;

taking an inventory of marketing assets and capabilities;

assessing each asset and capability on its effectiveness in overcoming each
barrier; and

developing a strategy statement specifying how assets and capabilities are

used to change how consumers will think, feel, and act.

13. A collection of marketing tools for use in developing marketing plans for
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an entity, comprising:

a set of planning tools for use in developing a marketing strategy for the entity;

the set of planning tools for identifying marketing elements to address the
marketing strategy;

a set of executing tools for use in defining tactics strategy for the marketing
elements;

the set of executing tools for translating the tactics strategy into specific marketing
tactics; and

a set of tracking tools for use in monitoring results of the specific marketing
tactics;

wherein the collection of tools provides assistance to marketing professionals

associated with the entity in planning, executing, and tracking marketing plans.
14.  The collection of marketing tools as set forth in claim 13, wherein the set of
planning tools includes a brand planning tool for use in developing marketing plans for a

brand.

15.  The collection of marketing tools as set forth in claim 14, wherein the
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planning tools include a brand builder tool for use in developing a positioning statement

for a brand.

16.  The collection of marketing tools as set forth in claim 14, wherein the

executing tools includes a promotions tool for use in developing a promotions strategy.

17.  The collection of marketing tools as set forth in claim 14, wherein the

marketing tools are provided by an application service provider.

18.  The collection of marketing tools as set forth in claim 14, wherein the

marketing tools are provided within a local network.

19.  The collection of marketing tools as set forth in claim 14, wherein the

marketing tools are provided in a peer-to-peer network.
20. A method of using marketing tools in developing marketing plans for an

entity, comprising:

developing a marketing strategy for the entity using a set of planning tools;
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identifying marketing elements to address the marketing strategy using the set of
planning tools;

defining tactics strategy for the marketing elements using a set of executing tools;

translating the tactics strategy into specific marketing tactics using the set of
executing; and

monitoring results of the specific marketing tactics using a set of tracking tools;

wherein the method of using the marketing tools provides assistance to marketing
professionals associated with the entity in planning, executing, and tracking marketing

plans.

21.  The method of using marketing tools as set forth in claim 20, wherein
defining the tactics strategy and translating the tactics into specific marketing tactics is

performed a plurality of times for each marketing strategy.

22. A platform for providing a marketing tool for use by a marketing
professional in providing marketing services to an entity, comprising:
a tools engine for use in providing the marketing tool to the marketing

professional;
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a database for containing a matrix;

the matrix defining logic behind the marketing tool;

the tools engine providing an interface to the marketing professional based on
prior input received from the marketing professional and from the logic contained within
the matrix in the database;

wherein the logic behind the marketing tool is modified by altering contents of the

matrix within the database.

23.  The platform as set forth in claim 22, wherein the matrix defines a series of

questions presented to the marketing professional as part of the marketing tool.

24.  The platform as set forth in claim 23, wherein for at least some of the
questions, the matrix instructs the engine to formulate questions using the prior input

received from the marketing professional.
25.  The platform as set forth in claim 23, wherein the matrix instructs the

engine to omit a set of questions based on the prior input received from the marketing

professional.
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26. A marketing investment manager, comprising:
at least one marketing planning tool for use in guiding a user in developing a
marketing strategy;
a marketing management solution for use in executing a project associated with
the marketing strategy, the marketing management solution including:
a collaboration unit for enabling the user to communicate with others
assigned to the project;
a project management unit for enabling the user to manage tasks forming
part of the project;
a data analytics and measurement unit for use in tracking results of the
proj ect.; and
digital asset management for use in managing digital assets used by the marketing
management solution in executing the marketing strategy.
27.  The marketing investment manager as set forth in claim 26, further
comprising customer relationship management for interfacing with the marketing

management solution.
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28.  The marketing investment manager as set forth in claim 26, further

comprising a finance system for interfacing with the marketing management solution.

29.  The marketing investment manager as set forth in claim 26, further
comprising a manufacturing system for interfacing with the marketing management

solution.

30.  The marketing investment manager as set forth in claim 26, further

comprising an information technology system for interfacing with the marketing

management solution.

31.  The marketing investment manager as set forth in claim 26, wherein the

marketing management solution further includes a campaign management unit.
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response relates and leads to the final output - a Strategic Plan to grow your brand,
profitably,

Reading this introduction is a critical first step for getting the most value from the tool,
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ZPlanning is a disciplined process that is based on four principles: Know Your
Destination, Strategy Is Everything, Everything Communicates, What You Measure Is
What Counts.

i

i

2

Yy

1

1

LTI

ik

Marketing is an investment to grow your brand. However, before you invest,
you need to know where you want to be!

ot
ot
i

One of the biggest reasons that marketers fail to achieve their desired results is that
they don’t do a good job of defining what those results should be,

3313

If you want to develop a good brand plan, you must first decide what success looks
like, Your objective needs to be based on a strategic decision relative to market
position, or return on assets or some other overall goal of the company.

In the ZMarketing brand planning process, you will develop goals based on a thorough
understanding of the markelplace and your consumers,
. < back to top

To achieve the destination that you set, you need a set of coordinated
activities that will create a clear image in the consumer’s mind.

Think about it: if marketing is a business discipline, focused on selling the most goods
and services at the best prices, it cannot be just a random collection of activities,
Rather, it rust be a systematic planning and development of activities that succeed in
convincing people to buy what you want to sell,

Strategies provide the gravity that keeps your activities pulling in the same direction,
Everything you do, every promotion, every piece of advertising, everything you do as
marketers, should come out of and drive your strategy.

As you move through the ZMarketing Brand Planning process, you will develop the
strategies that will enable you to achieve the goals you set.

&back to top
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A strategy is only as good as the programs it generates.
It's true, strategies don't grow your business... programs dol

But there’s another truism. & program must reinforce your strategy, or it will not built
your brand, There are countless examples of ads that consumers said they liked, but
were totally ineffective because they were off strategy or had no strategy (one only
needs to recall a .com ad or two to make this point!),

Your strategies need to inspire ideas, that will in turn, build a clear and consistent
image in the consumer’s mind, But in the end, its what you do {and everything you
da), that will impact your business.

sback Yo top

If you've done your homework, deciding what to measure will be easy, That’s because
a well developed business plan will have all of the objectives clearly laid out. You will
krrlww your overall destination and how each program is designed to help get you
there.

You’ll know how what the key measures of success are, because you will have defined
success. You'll know the if program worked, because you'll know the impact it’s
suppose have on consumer behavior and attitudes,

% back to top
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These principles are the basis for the 5-Step ZPlanning process, Everything in the too}
relates directly to this process. If you understand this process, the questions and
exercises that come later in the tool will make more sense.

SITURTION IDENTIFY « DEVELOP DEVELOP

GROWTH N f GROWTH
ASSESSMEN GROWTH |- p
oppORTUNITIES || T [ ! hCTICS RESULTS
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The purpose of the Situation Assessment is to conduct a comprehensive and holistic
review of your company’s current situation. Because we believe that marketing is
navigation for business, we will guide you through a process that asks you to gather all
of tljlel:lelevant financial, volume, competitive and brand-related information that is
available,

It is a very comprehensive part of the process, as evidenced by the 4 different types
of analyses that we will camplete.

NEXT »
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we will focus on four different areas within the Situation Assessment, These four areas
will lead to four different sets of conclusions. These conclusions will be the inputs for
Step 2,

BUSINESS BUSINESS
ASSESSMENT CONCLUSIONS

CATEGORY CATEGORY
ASSESSMENT ] LONCLUSIONS

BRAND BRAND
ASSESSMENT CONCLUSIONS

COMPETITIVE COMPETITIVE
ASSESSMENT CONCLUSIONS

i NexT S

HEREN A
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Business Assessment

In this part of the Situation Assessment, we
will develop an understanding of your
business model.

Specifically, we will catalog tha types of
products of products or services in your
porifolio, their margins and contribution to profit.

we will understand the relationship between sales and profits, where each is growing
or declining, how your marketing spending aligns with sales and profits. We will also
take a good look at distribution, by types of channels or outlets,

Throughout the business analysis, we will get reacquainted with your profit and loss
statements, cash flow, and return on investment for key marketing activities, It's hard
work, but it really pays in the end.

In the Business Assessment we will conduct analyses of several different components
of your business. These analyses are the foundation of the preliminary conclusions we
will develop about your business,

PRELIMINARY COMCLUSLIONS

@ 2000 ZMARKETING, INC,  ALL RIGHTS RESERVED
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Categery Assessment

In the Category Analysis, we shift our focus
from understanding the ‘Whats’ to
understanding the "Whys",

and the first big "why" we address is why

does the consumer choose one category

over another, For example, why does a consumer choose potato chips and not salty
crackers? Or why do some consumers choose wine and some choose beer?

When we understand the dynamics that shape the preferences and usage behaviors of
different types of products, we can spot opportunities to grow your volume by
expanding the competitive frame of your brand.

This is an important step that is often overlooked.

In the Category Assessment, we will conduct several analyses to understand the basic
dynamics of the category in which your brand competes, Those analyses will also lead
us to preliminary category conclusions,

PRELIMINARY CONCLUSIONS

© 2000 ZMARKETING, IMC,  ALL RIGHTS RESERVEL
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. Introduction

Brand Assessment

In the Brand Analysis, we start with
understanding consumers as people. In our
experience, we have found that the
difference between good marketing and
great marketing lies in understanding the
broader farces that shape the way people act
and what they believe,

We then move to a brand focus and go deep in understanding why consumers choose
one brand over another, This includes analysis of drivers of consumptions and
differentiators versus other brands.

The Brand Assessment is the most comprehensive part of the Business Assessment. In
it we will gather and analyze data that is brand specific, and again, we will develop
preliminary solutions as part of this step.

@ 2000 2MARKETING, INC,  ALL RIGHTS RESERVED
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Competitive Assessment

Here is where we understand your
competitors,

Granted, you won’t have as much

information on them as you do on your own

business. And in some cases, we will have to

outright guess on things like their spending or cost structure.

But in the end, we have a better understanding of who they are and their strategies,

This will be very helpful as we determine your strengths and weaknesses.,

We include all of the brand analysis exercises in the Competitive Assessment, Some of
this may seem redundant after completing similar analyses in the brand assessment.
also, some of the data will probably not be available. However, we recomrnend
completing this section as thoroughly as passible.

PRELIMINARY CONCLUSIONS

@ 2008 ZMARKETING, INC,  ALL RIGHTS RESERVED
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Throughout the Situation Assessment, we will converge on a set of final conclusions by
drawing preliminary conclusions within a specific analysis or area, These prelirinary
conclusions are based upon findings observed while conducting individual key
analyses,

Assessment Area (e.g. Business Assessment)
Key Analysis (e.g. Volume Trends)
cuerion Y .
quesTion IS Finpines UM SRELIMITARY
esron [ »

i ENEXT »
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We will then identify relationships across these preliminary conclusions as we develop
final conclusions. We will develop final conclusions within each assessment area. These
final canclusions form the foundation for Step 2.

Busi A +

Yolume Trends
PRELIMINARY

‘quesTIcN IS FINDINGS
Q LB i LsTon
quesTicy U FINDINGE
Ml b SNl FRELIMINARY
alestion [ S FINDINGS CONCLUSTON

Profit Trends *

’ R
» Bk .
* P@ELIMIH&R\"
CW Fonimes el CONGLUSION
s
»

FiMaL =* ¢
CONCLUSION

FRELIMINSRY
CONCLUSION.

FINDINGS

i,
R

Marketing

. FINAL.
pending . ‘ - CONCLUSION
GUESTION
CLESTION:

CONCLUSION:

FINGINGS

question JLCWN FINDINGS'

Repaat for Category, B}énd,h o
& Competitive Assessmeits

FINRINGS » FRELIMINARY

FRELIMIMARY ..
- COMCLUZION*
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- §tep 2 - Identify Opportanities

4

% £
In this step of the process we will translate everything we learned in the Situation
Assessment into a set of growth opportunities that begin to outline where your
brand/company should focus to deliver growth,

We will use a proven process to identify different types of consumers or occasions that
represent an opportunity for increased consumption, For each target or occasion, we
will think about ways get the consumer to:

» think differently,
e feel differently,and
» act differently toward your brand.

ST NEXT 9|
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Step 2 — Identify Dpportunities
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}_Inhyﬂdduction. S . L
This is the framework for Step 2, Targets, Wants/Needs and Strengths/Barriers are the
inputs to an Opportunity Statement, We will prioritize the opportunities In Step 3 of the

tool,
OPPORTUNITY
STATEMENTS

ﬂ «
THE CONSUMER

Think Diffarantly

Generate Dutput. i TARGET - Feel Differently *
: : . Act Differently

OPPORTUNITY
IDENTIFICATION

WHY S . -
(What Qur Brand” * .
. - Can Do .
fWhat It Needs -
« . To Do), .

' RESULTING 1N

S e
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From the Situation Assessment, we will have already identified
the different types of users of your brand and competitive brands,
We will also have identified different occasions or situations,

From our analysis of the category and of consumers as people
we will know whatthey w ant from their brands We will also know |
what they aspire to from a broader perspective,

And from our brand analysis and competitive analysis, we will
know if our brand or competitive brands meet this need.

© 2000 ZMARKETING, INC,  ALL RIGHTS RESERVED
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For each target or occasion where a gap exists, we will develop
an Opporunity Statemeant, The statement will indude explicit
thoughts on how we want to change consumer perceptions of
our brand.

T A T TR

The statement will also include a reason that supports ot explains
why consumer will change their perceptions of your brand, This
reason why will either come from an existing strength or it will
require a change in how consumers perceive the brand,

#nd the statement will contain 2 preliminary assessment on the
impact on volume, profit and brand equity, This preliminary
assessment will help us establish priorities later on,

T TR
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Introduction > | Intro to Tool 5.
Coke Plan C.
Introduction: |
Intro to Toel:

ep 3~ Develop Growth Strategies

d

In Step 3 we will develop the strategies that will enable us to realize the opportunities
we have identified,

We will begin by prioritizing the opportunities based on grawth potential and an initial
assessment of the probability of success. We will then select the Marketing Assets and
Capabilities that can be used to overcame the barriers that limit use of your brand,

@ 2000 ZMARKETING, INC,  ALL RIGHTS RESERVED
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_ Generate Qutput.

A critical part of Step 3 is determining how to use your assets and capabilities to
overcome the barriers that have created the Opportunity, As part of this step, we will
inventory your brand’s and your company’s Assets and Capabilities. Then we will
develop strategy statements to identify how we will leverage these assets and
capabilities to change the way consumers think, feel and act.

Ways that we -
will Changd -
How Consumers

THINK

compatencies t‘nat
wea-are going

STRATEGY
STATEMENT

& 2000 ZMARKETING, IMNC,
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First, we will identify the barriers that have
prevented consumers from using your
brand, To do this, we use a pre-determined
list of five possible causes,

HOW WILL THE
CONSUMER
5: Measure THINK DIFFERENTLY:
Generate Output FEEL DIFFERENTLY

; ACT DIFFERENTLY

WHY

(WHAT QUR BRAND

CAN DO OR“WHAT ~

IT NEEDS TO'DO)
RESULTSIN: | _
T vollme
TPROFIT~
- BRANDEQUITY::

2
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Step 4~ Develop Growth Strategies

The inventory and assessment of Assets and
gapabilities is a two step process, described
elow,

To determine which Asset and Capabilities to use, we
will rate your company or brand on each,

Then we will assess each capability on its potential
effectiveness in overcoming the barrier w e identified
earlien '

Thesa two exercises will provide the foundation for
writing the Strategy Statement.

T NEXT » &

EE EPCRRRE G PR S A e A
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?T:ZEET‘ ¢ v For each Opportunity, we will develop
nroduchien, L Strategy Statements that succinctly state
how we will use your assets/capabilities to
change consumer perceptions. The Strategy
Statement will also include the behaviors and
attitudes that we will measure to monitor our
progress,
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Step 9 Develop Growth Btrategies

/que Plan C ‘ ' Writing strategy forces us to be clear about

Antroductio : o how we are going change consumer
behaviors and attitudes,

STRATEGY STATMENT

The Stratagy Statement will explain how we are
going to get the consumer to think, feel and act
differently tow ard your brand,

It will explicitly call out the competencies and assets
we are going te use as we develop spacific programs
or tactics,

And it will contain the behaviors we will measure to
assess w hether our efforts were successful,
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In this stage we will identify the marketing mix elements best suited for each of the
Opportunities and Strategies we have chosen to pursue,

We’ll do this by assessing how advertising, prometion, pricing, etc. could be used to
overcome the barrier that has limited use of your brand among the segment or within
the occasion.

In this step we will also make a critical assessment of each tactic’s ability to deliver
against the strategy, We will also determine the feasibility of executing the tactic given
available resources and system commitment. ..Based on our experience we believe
that one of the major reasons marketing programs fail is not for lack of ideas, but for
a lack of ideas that deliver on the strategic objectives.

This is why we will get very critical of our work at this step of the process.

CRINEXT »
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Step 4 = Develop Growth Tactics

. Coke Plan’ ) - The Strategy guides the selection of the
‘Introduction R marketing mix elements and development of
2 : : specific tactics. At the end of this step, we
- Intro to Tool will assess our plans on several dimensions,
i~ 8ample Output -
- Instructions )’ © ©

STRATEGY
STATEMENTY

WAYS THAT WE
WILL CHANGE ° -

HOW CONSUMERS
THINK -
FEEL . ¢

acr | g fmameens| | PoveRry ]

 |Why is there

C e w | TR aGap? [ PRICE
COMPETENCIES ;

THAT WE ARE. . .

GOING TO-LEVERAGE MERCHANDISING

SPECIFIC-OBIECTIVES:
© L (WHAT WE = o ]
WILL"MEASURE )
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Step 4~ Develop Growth Tactics

To select the marketing mix elements, we
re-visit the barriers that were identified in
Step 3.

© 2000 ZMARKETING, INC,  ALL RIGHTS RESERVED
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Step 4 - Develop Growth Tactics

Then we assess each marketing mix variable
for its ability to address the barrier,

PROMOTION
»

i Ut

POSITIONING

For each Strategy, we will rate the
ability of each Marketing mix element
to overcome the barriers, Based on
these ratings, we will selectthe
marketing mix elements to be utilized
in our marketing plans
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R coke ﬁla'n ¢ ; ‘ The final step is designed to ensure optimal
“Tritroduction P execution of the tactics we develop,

" Intrdt0 Taol
ample Output

POSIYIONING
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Step § - Develop Measurements -

f
4
E
In the Business Planning teol, we give you an overview of how to measure our results,

Given the importance of this process and the need for integration across all marketing
activities, it is covered in maore depth and detail in forthcoming tools.

© 2000 ZMARKETING, INC, ALL RIGHTS RESERVED
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The final step includes determining the

. o : : information we need to monitor our brand
In@duchon . - and business on an on-going basis, and the
- Intrg to Teol - ¢ C measures that are specific to the Strategies
~ Sample, Output we have developed,

KEY BUSINESS
INDICATORS

INFORMATION
3 BRIEF

OPPORTUNITY/ PLAN RELATED
STRATEGY - . ¥ | INFONEEDS
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Step 5~ Develop Measurements

: , To develop the measuremgnts systems, weh
e iy R will first develop specific objectives for eacl
Hodctidh . tactic, These objectives will determine what

- Intfo to'Toel we need to measure,

ampla Output
nstructions

STRATEGY
STATEMENY
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K¢ ‘Coke Plan ¢
@ Intraduction
Intro to. Tool .

»Lamplefotutpﬂt, .
~ Instructions
- Let's Begl

“Step 5 - Develop Measuraments

Using the findings and conclusions from the
Situation Assessment, we determine the
measures that are necessary to manitor the
on-going health of your brands and business.

1: Situation ssgsismeﬁf : :

s NEXT v
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Coke Plan C R Using a combination of our on-going
- . : information needs and plan related

Introduction . Y "

5 k S information needs, we will develop an

» = Into to Taol . :
- sample Output
- Instructions
t's Begin:

Information Brief,

‘ KEY BUSINESS
) - Genievate Dutpl i INDICATORS -,

OPPORTUNITY/
STRATEGY -

@ 2000 2MARKETING, INC,  8LL RIGHTS RESERVED

FIGURE 15(E)

48/85

SUBSTITUTE SHEET (RULE 26)



WO 02/11037 PCT/US01/23982

feedback || customer service | help 1| log out

|ml manage my documents

So If You Follow This Process - What Will You Have to Show For It?

You'll have a Marketing Plan.

1t will have strategies and tactics that lead to a well-defined goal. And you'll have
measurerment systems in place to monitor your progress and make adjustments,

Perhaps most importantly, hawever, YOU will have the knowledge And understanding
of your business that will give you and others the conviction to take action and achieve
success,

© 2000 ZMARKETING, INC,
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Lol <Begin >

\ME & TIME PERIOD -

| What brand does this plan represent?

what period does this plan represent?

Period Starting

| [ E

1 NEXT 5
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Introduction
tuation Assessment:

- Intro to Ste We will focus on four different areas within the Situation Assessment. These four areas
will lead to four different sets of conclusions. These conclusions will be the inputs for
Step 2.

BUSINESS BUSINESS
ASSESSMENT CONCLUSIONS

CATEGORY
ASSESSMENT

BRAND
ASSESSMENT

COMPETITIVE
ASSESSMENT
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1: Situation Assessment 3 | Business >

Lgtep 1 - Situation Assessment

Business Assessment

We will specifically conduct analyses of
several different components of your
business, These analyses will be the
foundation of the preliminary conclusions we
will develop about your business,

PRELIMINARY CONCLUSIONS

STATE OF THE BUSINESS "

VOLUME, PROFIT, SPENDING TRENDS:
: BASIC BUSINESS STRATEGY -

MARGIN CONTRIBUTION

MARKETING SPENDING -
DISTRIBUTION
PRICING

KEY BUSINESS INDICATORS -

3 NEXT %)
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First, we need to define the category or industry within which your products or services compete.
While we could devote an entire analysis to this question, we have chosen not to for purposes of
brand planning, Our suggestion, at this initial step, is to define the competitive frame as broadly as
you think makes sense. This will increase the chances of finding new sources of volume as we
proceed through the planning process. Later on, we will have the opportunity to narrow the scope
of our analysis in order to go deeper in our understanding of the consumer and your brand.

Now, let's trend the sales volume for this competitive frame and your brands, products or services
for the last 5 to 10 year period.

{Write short, factual statements in the text area below, This text box is provided to store your
facts and notes, but your answer to this question will not be re-presented elsewhers in the toal,
Later on this page we will use the facts you document here to develop Findings. These Findings will
be carried forward and used elsewhere in the tool,)

C

© 2000 ZMARKETIMG, INC,  ALL RIGHTE RESERVED

FIGURE 18(C)
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wl managea my documents)

Trend your profits for the same time period,

Trend the profit for each product/service (same time period).

L

Y
Xé"‘\li,

Compare your total profits (trended) versus the profits for each product/service,

: f!f‘i%‘éf AL

(Remember, we are only locking for Findings, or factual statements, at this time. We will analyze
vour staternents and draw Preliminary Conclusions in the next section. Your answers at this point
do not have to be in complete sentences, just capture the facts, Later, when we draw Conclusions

(11313
S

i

for the Business Assessrnent, we will ask for more formal bullet statements designed to appearin &
the final PowerPoint output.) g«%

.'(1

© 2000 ZMARKETING, INC,  ALL RIGHTS RESERVED

FIGURE 18(D)
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Business >

CokePlan G .-~
Introduction R

Trend your marketing spending (same time period). @

Trend your pricing for the same time period,

What do you notice in your marketing spending and/or pricing?

© 2000 ZMARKETING, IMC,  ALL RIGHTS RESERVED

FIGURE 18(E)
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] lw, manage my docaments

Trend profits vs. velume, @

Trend profits vs. marketing suppert spending.

Document other 'causal data' that influences volume and/or profit,

What do you notice from the comparison of volume, profit, and marketing spending? @

@ 2000 ZMARKETING, INC,  ALL RIGHTS RESERVED

FIGURE 18(F)
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“gokePlanc ' L I ,
Introduction = .. - | PRELIMINARY-GONCLUS

1: Situation .ﬁssessmeﬁt

In this section, we will review our findings and draw preliminary conclusions. The statements

below are re-presentments of the findings we created on the previous pages. Our preliminary

conclusions should flow logically from our findings. Continuing with the Wal-Mart example, let's say

we developed the following three findings: "Same-store sales for Wal-Mart increased last quarter

. by 4 percent”, “Stores with an age of less than one year grew by 10 percent” and "Stores older
than one year grew by 1,5 percent". & conclusion that would logically flow from these three
findings is that "Newly built Wal-Mart stores are driving the company's growth, with older stores
just holding their own in terms of same-store sales.” Now, by reviewing our findings, draw

. preliminary conclusions about velume, profit, spending, ete.

S

173

© 2000 ZMARKETING, IMC,  ALL RIGHTS RESERVED

FIGURE 18(G)
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feadback

5| Business >

Step 1~ gituation Assessment

Business Assessment

PRELIMINARY CONCLUSIONS

VOLUME, PROFIT, SPENDING 'rnsnos ‘
MARGIN CONTRIBUTION. - SYATE OF THE BUSINESS |
MARKETING SPENDING P | BASIC BUSINESS STRATEGY
DISTRIBUTION = - . | 7 | ey susiness Nproarors
PRICING NS ’ NP

In the next key analyses, we will build a deeper understanding of the profitability of
your brand and the relationship between volume, profit, and marketing spending,
These analyses facilitate building preliminary conclusions on the state of your business
and key business indicators,

@ 2000 ZMARKETING, INC,  ALL RIGHTS RESERVEL:

FIGURE 18(H)
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. Introduction
s.l:uahu Assessment

Determine the profit margins for individual product/services.

Determine the percentage of profit contributed by each product or service,

Compare profit contribution (%) versus velume contribution, What do you notice from these
comparisons? @

© 2000 ZMARKETING, IMC,  ALL RIGHTS RESERVEL:

FIGURE 18(I)

59/85

SUBSTITUTE SHEET (RULE 26)



WO 02/11037 PCT/US01/23982

«PREVIOUS | NEXT »

1+ §ituation Assessmant > | Business >

PRELIMINARY CONCLUSIONS: M@RGINS‘/PROFIT

By reviewing your findings, draw preliminary conclusions about margins/profit contribution.

e nNeT oI
© 2000 ZMARKETING, . ALL RIGHTS RESERVELD

FIGURE 18(J)
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feedback | customer sarvice log out
#PREVIOUS || NEXT » E ; ; ki ‘w! manage my dotuments
MARKETING SPENDING TRENDS VS, YOLUME/PROFIT TRE[\]DS, : N

Break out your marketing spending by key marketing variable (e.g., advettising, promotion,
sales, etc.).

"\ Trend marketing spending vs. volume,

Trend marketing spending vs, profit,

What do you notice from the comparison of volume, profit and marketing support? @

© 2000 ZMARKETING, IMC,  ALL RIGHTS RESERVEL:

FIGURE 18(K)

61/85

SUBSTITUTE SHEET (RULE 26)



WO 02/11037 PCT/US01/23982

By reviewing your findings, draw preliminary conclusions about marketing spending.
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FIGURE 18(L)
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@ CokePlanc: '
Introduction B - _
Btep 1 - Situation Assessment

Business Assessment

51‘Méasuré oy
Generate Duiput. e VOLUME, PROFIT, SPENDING TRENDS ; s

B : MARGIN CONTRIBUTION .~ ., STATE QF THE BUSINESS, | ©
MARKETING SPENDING © . ) | 5ASIC BUSINESS STRATEGY,
DISTRIBUTION . "+~ ° .| 77 | KEY BUSINESS INDICATORS
PRICING -~ “ . "wu s

BRELIMINARY CONCLUSIONS

The next key analyses focus on building an understanding of your channel and pricing
structures, These analyses are a vital component of the business assessment, and will
provide insight into the state of your business and your basic business strategy.

v
A

@ 2000 ZMARKETING, IMC,  ALL RIGHTS RESERVED

FIGURE 18(M)
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wBREVIOUS || NEXTm i ‘ ‘ S ;

Step 2 - Identify Opportunities.

This is the framework for Step 2, Targets,
Wants/Needs and Strengths/Barriers are the
inputs to an Opportunity Statement.

OPPORTUNITY
STATEMENTS

HowwilL - |
THE CONSUMER
Think Differently -
Feel Differently
At Differently <

DPPFORTUNLYTY
IDENTIFICATION

WHY -

(What Qur Brand

Can Do
JWhat Tt Needs -
. Te Do) .

. ' RESULTING 1}
- Volume:

= Prefe
Brand Equity

@ 2000 ZMARKETING, INC,  ALL RIGHTS RESERVED

FIGURE 19
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«PREVJOUS || NEXT »

ep 3 - Develop Growth Strategies

& critical part of Step 3 is determining how to use your assets and capabilities to

overcome the barriers that have created the Opportunity. As part of this step, we will

inventory your brand’s and your company’s Assets and Capabilities, Then we will

develop strategy statements to identify how we will leverage these assets and :
capabilities to change the way consumers think, feel and act. N

STRATEGY
STATEMENT
Ways that we -
will Change -
How Consuniers .
THINK
© FEEL . | ¢

“BCT

Competancias that
wa aregoing
‘to leverags e

Specific Objactivas
B ‘%W,hat ya -
will_rneasure) .

S 2000 ZMARKETING, INC,  ALL RIGHTS RESERVEL

FIGURE 20
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Step 4 - Develop Growth Tactics
The Strategy guides the selection of the
marketing mix elements and development of

specific tactics, At the end of this step, we
will assess our plans on several dimensions,

STRATEGY
STATEMENT
WILL CHANGE |
HOW CONSUMERS
" PROMOTION

THINK |

FEEL , = = .
aCT “ BARRIERS PROPERTY

Why isthere

: = 7| acap? | TH pRICE
COMPETENCIES ; |
THAY WE ARE ., |
GOING TO LEVERAGE MERCHANDISING
. g X N

SPECIFIC OBIECTI

S
WILL MEASURE)

0 ZMARKETING, INC,  ALL RIGHTE RESERVED

FIGURE 21
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«PREVIOUS || NEXT »

~Step &+ Develop Measurements

cokePlan G5 . The final step includes determining the .
Intraduction’ . information we need to monitor our brand
| 11 Sitaation As . and business on an on-going basis, and the
i Situation Ass ’ measures that are specific to the Strategies
we have developed.

KEY BUSINESS
INDICATORS .

INFORMATION
BRYEF

OPPORTUNITY/ PLAN RELATED
STRATEGY - e £ INFO NEEDS

© 2000 2MARKETING, INC,  ALL RIGHTS RESERVED
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FIGURE 22
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puwerPoint Generation Request

click here to return to the main document menu,

POWERPOINT GENERATION

You may generate and downlead a PowerPoint summary presentation of the
following documents by clicking newmicwwssan. In order to view these presentations
you must have Powerpoint 95, 97, 2000 or the PowerPoint Viewer installed on your

computer,

To download the free PowerPoint Viewer, dlick here,

NOTE: Disclairner about wiruzes, absolving Zmarketing.zom of all liability qoes here,

ALL RIGHTS RESERVED

© 2000 ZMARKETING, INC,
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MANUFACTURING

9:00 Alllances discussion

11:00 Agency review

1:00 Brainstorming session

"1 @Roger Altitiger

[BNancy Newton 3:00 To airport
@spsan:Jokigson - -7 |
C@Mark Renult <. 6:00 Dinner at Chops
*{ @Pave Russeli b

@Tim Salleger’,
"@Bob Stefn
@ulie“Timmoy ...

TS PROIECTS: v el et L T DURRENT TASKS
3¥epr Marketiog Plan -1 1|'Review, consumer.seg deck *~ 77"
. Lte Pull new attribute ratings. -
2 te.ve Hiagé»lega
2| Model shot enharicements.

“1 Headlines from'agency .-
Draft presentation

Thankagiving Fsi »j
New Trade Ad/
‘LaunchiMasting -
September EMall
,Campaigh

T 21801 |
7301

‘&3 Cluse taDue

e T
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e

1999 Actual Performance - Trade Promotions
Feedback Ratings

Activity ROI Cost Sales Custom. Rank

Weight 0.30 0.70]
Inventory Incentive 84% 86,622 8.20 7.11 7.36
S Fall End Cap 90% 79,415 7.50 8.03 7.85
“#oj:Dave Rus}sell’ X Winter End Cap 115% 56,400 7.61 8.64 8.30
i John Winfefs v Spring End Cap 64% 120,000  7.43 6.65  6.84
e i Truckload Incentive 61% 95750  6.16 597  5.96
New Dist. Incentive 72% 105,000 8.08 7.32 7.51
Flyer Insert 49% 56,000 7.32 6.91 7.02
Shelf Talker 96% 60,000 7.41 7.84 7.68

Total 77% 659,187 7.48 7.36

FIGURE 26
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MARKETING MANAGER

Lines "

im-Salleger -

Definitions &
Examples

Needs / Wants

Definitions &
Examples

Strengths‘

Definitions &
Examples
Definltions &
Examples

2001 Aluminum Products

Opportunity 1

Opportunity 2

Opportunity 3

Opportunity 4

Exlsting users

Existing users at
work

Buslness buyers

POP vendors

Want additional
modules to match
existing set-up

Want the same
flexibility and
functionality as
they have at home

Looking for low
cost alternative to
customized
solutions

Need an off the
shelf alternative
for high volume
customers

Already aware of
our product quality
& function, also
aesthetic appeal

Are happy with our
products, deep
pockets to pay for
extra units

Our pricing is 30%
below customized
leve), Inventory
avallable now!

Quality will please
their existing
customers,
inventory avallable
now!

Few new products
to drive purchases,
product lines
overlap

Need addltional
infrastructure
required to call on
them (sales reps)

Need additional
Infrastructure
required to call on
them (sales reps)

They may view us
as a threat to their
customer base

FIGURE 27
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Case 1 Case 2 Case 3
Insertion Cost 500,000.00 500,000.00 500,000.00
Production & Development Costs 40,000.00 40,000.00 40,000.00
Total Fixed Expenses 540,000.00 540,000.00 540,000.00
Circulation 20,000,000 25,000,000 30,000,000
Estimated Redemption 0.40% 0.40% 0.40%
Estimated Number Redeemed 80,000 100,000 120,000
Face Value 10.00 15.00 20.00
Estimated Number Redeemed 80,000 100,000 120,000
Total Face Value 800,000.00 1,500,000.00 2,400,000.00
Handling Expense 0.25 0.25 0.25
Estimated Number Redeemed 80,000 100,000 120,000
Total Handling Expense 20,000.00 25,000.00 30,000.00
Total Redemption Expense 820,000.00 1,525,000.00 2,430,000.00
Total Fixed & Redemption Expense 1,360,000.00 * 2,065,000,00 2,970,000.00
d Number d 80,000.00 100,000.00 120,000,00
Average Sales Price 100,00 100,00 100.00
Total Incremental Sales 8,000,000.00 10,000,000.00 12,000,000.00
Total Incremental Sales 8,000,000.00 10,000,000.00 12,000,000.00
Estimated Gross Margin 40.00% 40.00% 40.00%
Gross Profit on Incremental Sales 3,200,000.00 4,000,000,00 4,800,000.,00
Total Fixed & Red 1,360,000,00 2,065,000,00 2,970,000.00
Incremental Gross Profit 1,840,000.00 1,935,000.00 1,830,000.00
Incremental Gross Profit 1,840,000.00 1,935,000.00 1,830,000.00
Total Fixed & Redemption Expense 1,360,000.00 2,065,000.00 2,970,000.00
Return on Investment 61.62%

FIGURE 28
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i

! B

Agtive:

<. ®-Roger-Altin

O:nj‘ine_; R
“F @ Tjm Salleger ;
<. Julle Timnloy: -

Unet ©0 7 1)

o [

Select ZTool :

Introduction to Positioning ..;
and the Brand Builder toal ™

Brand Builder uses a straightforward,
disciplined process that conslsts of six
core modules, each covering a specific
area. Each miodule is broken down [nto &
related series of topics. Click below to
learn mare about the Brand Bullder
process,

feedback * fustomerService  lialp i tog Out
T Ginge | print || Manngn My Domirinbil B

FIGURE 29
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1g FSIz Promotions Plan

Introduction .
Ori Blratugy’ Ta

Evalnation

= Brand RelevancyPit with
Brand

» BelieliTrust

+ Relevant
Rewardfinternstiapgreol

+ Gtoar Communlostions
Undesstandalin

« BiffergntistioniUnigue feom
competilon

~ Likelliioud te padtisipete

+ Value PareopsiantWow firctor

Procass

« Evaluate tach offer using the Zyman Marketing criterfa,

« Based on your evaliation, Fromations DirectorTM provides coaching such as
*procesd”, *go back and strengthen your offer”, ete.

* Finally, you sefect the Best Offer to use for your promotion.

FIGURE 30
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Mooty | | GlssBiobuls | | Alhimboing

Logo S

LCustom

- Upload Tmage |

Image Options
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- Fligt Edit” T View:: Opnona “Help',.

July 9, 2001 Travis Owens

Terry (7/7): -

Background color,

should: be more of a
. tan/brown:hue - .

ey DaveSamuelson
L Renny Tlmmson

Off Lne:, .
o Nancy¢Anderson :
0 Joel T, erry o

=2 Instant Message |

Suzanne Gordon’;
{(ABC Agency):;
Travis, I have addgd

Logo Slick's: !
Customer Sa sfactlon R % ACME Wood Ad

B ; Last update 7/9/00

Document #462395

FIGURE 32
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File. Edit  View Options -Help

MARKETING MANAG S - T —
T Binas e (€] BN G el

ReviewlAnalyza Conpoilc] 4 days
Roview placs wih Sceil &] 1 dey?|

Lt of Enhancement!
3 Review wiSemar| 1.
i . Updats List of Enhancemes| 1 day?)
Tim Salleger, R 'BPT Apendi wi bputs Teay?
"Renny Timmson' = .. FPT Deck Enhancements |1 tay?
LN ‘| "1 Texd revisions
CaptureEdtPrint Ipids
" Roview pians WiScoll & G

Tup 112301
Wed 122401

!

]

i

1

|

Eelabish Change Requast |
QA /Dobug |
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|

%

|

|

]

]

|
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|
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July 9, 2001

John Duncan

COLLABORATION

J » Mark Reult -
-, & Tim Salleger.

[ derson <",
» Dave Russell:

List Purchase: Buyers
List Purchase: Extras
List Purchase: Women
Photography

Graphics Development
Copywriting

Layout & Design
Programming

Total

Sep-2001 Email Campaign Projeéted Spending

Budgeted Paid Planned Total Variance
7,000 0 7,500 7,500 500
12,000 10,000 0 10,000 500
24,000 0 22,000 22,000  (2,000)
4,000 4,126 0 4,126 126
2,600 0 2,000 2,000 -600
2,000 0 1,000 1,000 (1,000)
1,000 0 1,245 1,245 245
1,500 500 1,200 1,700 200
54,100 14,626 34,945 49,571  (4,529)

" Marketing Managsi

FIGURE 34
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lil * Vjew, Optlons Help'*

B, Contacts b < hrrojects ¥

*EE-

Campaign Mgt

o7 Nancy' Anderson .

=R thstant M
- | Send tlesvage. ;.

Build Message

Subject: New! Aluminum Shelving

Body: Have you even wanted ... L
Salutation: Regards,

Signature: Corporate

Attachments: Order Form, Brochure Link

FIGURE 35
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ARKETING MAN

Wi

Estimated Budget
Completion Upcoming Events Estimate Variance

|Brand Team: Aluminum Products

.| Improved Package Deslgn Terry 22-Sep-00  Consumer
N ) qualitative June 21

o féjln\(lte;“, . In Memphls $150,000 $162,345 $12,345

Launch Meeting Lynch 20-0ct-00 Finalize selection of

Actier e Launch et Lonch preot site m]anager . $225,000  $209,800 ($15,200)
S @iRal SR h aunch Meeting yncl -0ct-00  Slte visit NA NA NA
®:Bob ;S_te!n Launch Meeting Lynch 14-Dec-00  Budget lock-In NA NA NA

$375,000 $372,145 ($2,855)

Yl

‘gntings LT
# Mark Renult - "

|Brand Team: Glass Products

b Michaﬁ! Sharpe v [l rao00 Repositioning Anderson  9-Jan-01 Consumer quant
" Lo i e results due mid-
Qf'f Line: Sis August $300,000 $260,000 {$40,000)
Strength Claims Approval Anderson 15-Aug-00  Meeting with legal
July 29 $74,000 $79,509 $5,509
New Package Configuration Smith 20-0ct-00  JL Supply here with

comps July 28
$235,000 $219,500 ($15,500)
$609,000  $559,009 ($49,991)

{Brand Team: Wood Products 1

Trade Launch Owens 20-Sep-00  Teaserdrops .

August 4 $150,000 $161,022 $11,022
Operations Team Timmson 31-Dec-01  Next meeting - July

23 (Dave - I need

you to attend)

$15,000 $6,190 (48,810)

Improved Handling Claim Ryder 17-Aug-00  Report due from

R&D July 14 $120,000 $130,000 $10,000

$285,000  $297,212 $12,212
$1,269,000 _$1,228,366 __ ($40,634)] |-

FIGURE 36
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Tools

& device logaiton OIS s
~Security: In space, one wire and disk, hash, and individual e X
digital certiﬁcate rvmdmmn:onm AR LMD Kar oD b
-Component Management: auto upgrade e Owrtbo o i ﬂ
-Notification and IM: 2

-Net Managed Services: enforcement of IT policies, user
community reporting
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