CSD “IT-buyers” segmentation
Marketing objectives

- ldentify the prime target groups in the markets of
current/potential customers for CSD’s product families
and services

+ Propose leverage points for optimising Digital
positioning

— Based upon a quantified understanding of customer
needs, perceptions, buying preferences and behaviour
vis-a-vis the relevant IT vendors and their products.

« Recommendations on channels and communication

- Support for focussed resource allocation aimed at
optimising market share in selected product areas
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Deliverables (1)

« For each product area (across all countries),
each country and overall/non-IT professionals:

. — Description of “needs”- based segments of
IT buyers.

* Extensive statistical qualification of segments.
$-sizing and growth estimates.

* Needs defined in terms of how an “ideal” product
is viewed, its most important characteristics

---> What IT-buyer segments are out there,
from which we could choose?
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Deliverables (2)

« For each product area (across all countries),
each country and overall/non-IT professionals :

. — Market model for scenario evaluations

* |dentification of the product, service, corporate or
emotional attributes wi ighest potential to ac

future customers to Digital

* Estimated potential share increase

* Identification of the prime “marqi ” custome
target group in terms of relative size and statistical
“tags”.

---> Which are the customers we have a real
chance of winning? What is their potential?
What could trigger their moving to Digital?
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Deliverables (3)

« For each product area (across all countries),
each country and overall:

- — Access to model for evaluation of impact on Digital
of possible competitive moves.

— Indication of possible emerging areas which are
relevant in terms of “needs”, but not yet exploited.

— The option to evaluate ‘new ideas” (product or
services concepts, channel strategies or
advertising) on the market models before
committing significant development funds*
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Coverage - countries, buyers,
product areas

« USA, UK, France, Germany (ca. 55% FY94 NOR)

« IT purchases are rarely decided by one individual; usually
several, plus committees (varying degrees of importance
attached to cost, technical adequacy and the vendor)

- Sample of target group buyers will include:
— Senior/middle non IT specialists (MD, FD, Dept Manager)

— I/S technical people (IT Manager, Systems Manager,
PC (?LAN) Manager)

— Professional end-users (architect, graphist, scientist)

— Large(ABU-type)/medium/small companies, across industries
(ex. govt, home)

« VARSs/ISVs to be included as separate sub-group
- Product areas to be confirmed by the research itself.
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Research method - overview

Primary market research surveys among IT buyers

Development of SCRIBE choice models per product
area, per country and overall

Interrogation of models
— Segmentation into “needs’ groups
— Prime target group definition, sizing

— Optimisation of positioning strategy vs competition
(copy strategy definition) and evaluation of
potential share gains

Pre-testing of “tuned” or new product configurations,
advertising
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Research surveys
- Stage 1 qualitative -

« Qualitative 1-on-1 interviews (ca 20 per country)

— Generation of exhaustive set of rational and
emotional attributes relating to product families,
associated services, vendor image, channels;
preliminary look at potential IT “needs” groupings

— Assessment of “product areas” perceptions
— Review by Digital product and research teams
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5.

Research surveys
- Stage 2 quantitative -

« 50 computer-aided personal interviews (CAPI) per country
among target group respondents

— Quantitative validation of attributes across a sub-set of
product lines in each product area, and of vendors

— Statistical reduction down to those general and product-
area-specific attributes offering

* max. discrimination between product lines/vendors
* minimum redundancy between each other.

— Review by Digital product and research teams to ensure
no important criteria have been dropped/overlooked.
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Research surveys
- Stage 3 quantitative -

« Main quantitative survey

— 300 CAPI interviews per country among representative
groups of target customers (on/off base) covering all
product areas

— Rating of rational & emotional attributes covering
product-specific aspects, channels and associated
services

* |IT technical buyers to rate
> System families within product areas
»Services, channels, vendor perceptions
* Non-technical buyers to rate
»Associated services, channels, vendor perceptions

— Rating of “ideal” products/vendors, and buying
Eﬂﬂﬂnan preferences S50 foutions DisiegyGouss e S
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PM&D involvement

Bus. groups
& segments

/M

Bus. groups
& segments

Detail level

CSD Business Strategy Group
Digial Internal Use Only

MNeamambas 4008

Bus. groups
& segments
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PM&D involvement

Project Stage Timing Activity (with PM&D nominees) Besponsible Location
Date (approx)
Preamble W-1 Project explanation, discuss PM us Mid Nov ‘94
: product areas and likely
specific (tech.) attributes
Phase 1 (qualitative) Was7 Review of attributes and product PM us Mid Jan ‘95

areas highlighted In qualitative
résearch; any additions?

Phase 2 (quantitative) W+15 Altribute selection TRB/PM us Mid Mar ‘95
Phase 3 (Presentation) W+28 Presentation TRB/PM us Mid June ‘95
Eollow-on Integration into PM&D processes Ongoing
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Servers

Go0d parformance
- CPU parformance

- 110 performanca
- Interactive response times (actual workload)
- Computational power

- MTBF

- Network throughput

- Server disk access ime

- Muftiprocessing

- Multiple 1/O channais

- Based on 64bit architecture

- Parformance mondonng tools

High avauability / reliability

« Across 1he lotal solution (HW SW - OSnoois/apps)
- Mirrored dnves

- RAID arrays

- ECC memorry

- Redundant componants

- Hot swappable components

- Automated sarver lallover

- On-board diagnostics

Servers (cont.)

Other non-technical

On-site maintenance oplions
Extended warranty options
Best value for my needs
Many others will buy system

QiS's

Overall quallly
Reliability dependability
Performance
Quality of code
Robusiness

Prnmary compulter vendor offars system Scalability

Long expacted system lletime

Workstations (extras)
Product throughput periormance
Avaitability hiw & s/ confgs.
Application availability

Graphics performance

EC’s

Ericaicos]

Inttial buying price
Operating cost
JTechnical

Mamory managemeant
High availabiity features
Interoperability

- Over Iife of solution (installation, operation, upgrades. repai Conlorms to indusiry standards

LQiher iechnical

Disk space availability

Ciustenng capability

Scalability

Flaxitity

System management lools
System secunty

Multi-vengor intaroparability
Mainirame connectivity
Compatible with axisting systems
Robust UNIX oparaling environment
3rd panty apps  avalable
Avadapiity of middieware
Propnetary slangargs comphance

Hange ¢l options wihin same amily

- System parformance levels

- Consistent user interfaces

- SW comparible across systems

- Common networking / communication
- Consistent upgrade siralegy

- Consisteni sarvice offenngs

Laovenence

Easa of use

Ease ol sel-upinstaliabon

Ease ol access to componenis

Ease ol upgracing 10 tuture lecnnologies

Loep siangargs

- Oparating environment
- Bus

- Storage options

- Load / back-up media

- Use of inoustry-stancard components (PCI. SCSI. SIMMS)

- Networks / comms

- Usar intorface

- D8, apps

- Industry standards comphance

Low cosl of QWNeERin

- Prica/periormance

- Price-point

- System

- SW (OSAoolsiapps)

- Service (HW/SW)

- System/network management, operations

Upgradability motherboard/processor

Secunity

Techmcal documentation
Network compatibility
Multi-media compatiblity
HW & SAW configs meat naeds
Other

OCn-site warranty

Ease of set-up

Ease of use

Extended warranty

Quaiity of hinish

Product 0esign/ergonomics

r'.;v vt "JJ

- investimenl protection (trade-in. upgrade. SW migr.. compat )

Heterogeneous network management capability
Non-propnetary

Lomplelengss

System securnty

C2 securty level complamnt

Network-wide SYS1em managemant ‘admin
Recovery irom failure

File system robusiness

Clustenng capabilitias

Storage/media management
Proguction system capabiiies

Faal ume leatures
Muliprocessing-enhanced perlormance
Multitasking

High-level OLTP environment

High TCP-IP performance

Utilnies

Messaging sysiems

File transler services

Distributed databases

Liser enviconment features

Gut

Integrated systems managemant 100is
Fuchness of lealures
Businessdechnical S

Off-the-shell bus icomm_ appl. shv
Oft-ihe-shell eng /sci. appl. sw

3rd pany s availabiity

Verical and honzontal apps available
S/W versions avalable lor all geographies

Sw lopment tools

3rd pany CASE 1o0ls availability

DB wols

Database management saw

High lavel languages

Object ornented languages

Extensive object-onanted class library

Distributed computing 100ls

Client-server davelopment 100ls

Helerogeneous developmant environment

£ase ol suppQn. pnce

Requires minimum on-sia expensa

Ease of s installation

OS vendor's s/w suppon

OS pnce-pont

Qoenness

Can run on muitiple hvw arch

Growth/migration potential

Ponatility of apps.

Xopan ponabiity

Spec 1170 comphiant

Open C/S app. dev. 1ools

Open C/S app./data disinbution 100is

H/W standards support (PCl SCSI, SIMM, Ethernet)
S/W stangards suppon (XOpen, XPGY/4 DEC.TCP-IP)
nigrnatonaisatongocymentaionraning

Muhiple character sets parmfling miemanonal document
exchange

Documantation

Traning costs

Annbutes worksheet V.3
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Network O/ Services Vendor image

Network hiw s/ suppon capabilities Planning/design services Financially stable

Integrated network system management 10ols Installation support Trustworthy

Aultomated sy Matwork op ons suppont  Distribubondnstallaton of sw Innovative

Disiributed appications perlormance managemeni  Periormance management Flexibie

Suppons parformance simulation Availabdity management Consistent

Legacy environment interoperability Security management Frienaly

Mail/messaging/queusing in heterogenaous env.  System adminisiration Authorntatve

Supports directory services Software management Expenenced

Supports naming services Natwork management Ofters incependant advice

Supports UNIX and PC's 3 = Cpenness ol strategy/plans

Use of object-onented technologies Suppon stail tramning Meets csadlnes

Standards comphance (DCE. SOL. CORBA) End-user traning No unexpecied costs

Ease of installation Suppon calis Broad offenng (to limit number of supplers)

Ease ol use Fair fes-structures Rapigly acdresses new lachnology needs

Local language suppon Offers service warranties Rapid response 10 @volving cusiomer neads
Customer/end-user locussed

Middieware Yendor's channeis (policy) Understands my business

Seamiess integration of customer data/apps Products widely available (++ channois) Easy company 10 00 business with

Apps available on helerogeneous systems Good partner relationships Provides practical solutions

Deskiop productivity whilst maimaining secunty
ol enterpnse computing environment/data
Availability management

Clear messages 10 panners

Respects commamanis

Easy 10 purchase their products thro' channel Enthusiastic sales reps.

Have trustworthy channeis

Parsonnel turnovar too high

Security management - and olher "image criena” Satistactory invosang adminisiralion
System agminstration Elg. 44+ Simple sohware icansing

Reliable TP integranon with customar DB's Interested in long-lerm relationships
High cregidility in cata-access High value ol products/services 10 cusiomer's business
High crecibility in data integration Global knowieoge/capaniities

High cradibilty in object-onented lechnologies Phoe/periormance ieadersiip

High credibilty in OCE Expensve

High creditrity in deskiop integranon witn Easy-10-usé products
FlerOgeneous BnNVIONMants Haroware perlormance

INIBGrAIST wryases-+34 DIOCUCTS Fehable haroware

bayesea-t33 prooucts interoparabiity Sotware periormance

Legacy progucts mteroperabiity Rehabie software

PC stancargs comphkance Stangard software intertaces

Continuous new product olfenngs

Eftective mullivendor systems interoperabilty
Provides effective 3rd parny solutions
Leverages outside technologyAnnovanion through pannerships
Industry -standarg warranty

Good systems maintenance

Multi-vendor sysiems mamnlenance capabiity
Strong professional services

Offars good iraining services

Supports industry standards

Has Cloar business siralegy/plans

It Is our policy 10 work with this company

— - d
’ 5&/*)(/’3/&:(_9;-'--”34& éféﬂ'f{'/l/J
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Non end-user (VAR/ISV) needs
d Lreate exciement about DEC vision/products
- Intemal product posttioning
- Long-term mkig stralegy
- Technology strategy
- Simpie staltements

g e LT DEN TV Kb 3
- Identily, deliver. announce competitive advantages
- Joint mkig progs with 3rd pamies
- High visibility campaigns
Llaar marketing siralegy

- By venical/honzontal market

- By type of application (technology/TG's/migr. strategy)
Lurrent business practicas

- DiscountswarrantyArade in or up/upgrades/ieasing/SW licensin
Lompetaive prices for customer margins for me

- Competitive discounts/allowances/T& Cs/licensing
Suggon low implementanon cosls
- Development/deployment/maintenance

Handie orders

- Quote for ordars , close. schedule, daliver on lime

Lommit to and achigve groduct inancial goals

- Cost

RO08 _1ig

- Market goal (% share. profiability, eic )
- Development costs (pncing. product assumplions
cannibaiisanbon
Lommit 1o and achieve proguct schedule goals
- Ship all system/solution components
- Announcement Liming
- Evaluale and discuss schedule nsks

Altnbutes worksheet V3
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Types of equipment

- High performance scientific
- Engineering WS

- Enterprise/TP servers

- DB/ Appl. servers

- File & print servers

- Desktop PC

- Mobile PC

- High end server
- Low end server
- Workstations

- PCs

- PC's

- Low-end workstations (RISC)
- Low-end workstations (Intel)
- High-end workstations

- Low-end servers (RISC)

- Low-end servers (Intel)

- Dept/enterprise servers

Types of computer usage

Administration

Oifice automation

- Accounting / administration

- Payrol

- Employee record management

Production

- Plant/ manufacturing management
- Factory automation / CIM

- Experiment / process control

- Production / inventory management

Commercial
- Order / transaction processing
- Securities / currency trading
- Banking
Reservation systems
Claims processing
Sales & marketing
= Customer servicing

Technical / professional

- Electronic design / analysis

- Mechanical design / analysis

- Systems simulation

- Al/expert systems

- Mathematical / statistical analysis
- Business / financial analysis

- Project management
Communication

- Image processing / enhancement
- Electronic publishing

- Education / training

- Graphic simulation / animation

- E-mailfax/Internet

- Systems s/w development
- Applications s/w development

- Computer system / network managment
- Telecoms / datacoms

Other(s)
Business process automation

Workflow automation
Groupware

Data warehousing

E-mail

Customer access to online data
End-to-end BPA

Commercial/electronic commerce

Order / transaction processing
Securities / currency trading
Banking

Reservation systems

Claims processing

Sales & marketing

Customer servicing

EDI

On-line info (eg Dow jones)

[T management & development

Systems s/w development
Applications s/w development
Computer system / network managm
Telecoms / datacoms

Clienvserver SW development

Administration

Office automation

Accounting / administration
Payroll

Employee record management

Plant / manufacturing management
Factory automation / CIM
Experiment / process control
Production / inventory management

Personal/managerial

Mobile and/or remote access
Telecomputing
Decision support

Technical / professional

Electronic design / analysis
Mechanical design / analysis
Systems simulation

Al / expert systems
Mathematical / statistical analysis
Business / financial analysis
Project management
Visualization (VR)

eg "smart” buildings

Prod, areas/ SEGMENTN.XLS / 6/1/85




Primary function(s)of dept. @=  Primary computing applications

- Finance/administration
- Marketing/sales

- Customer service
- Manufacturing

- Engineering

- Purchasing

- MIS/EDP

- Dataconvtelecoms
- S/W development
- Education/training
- Research

- Consulting

- Personnel / HR

Primary end-product / service
- Automotive

- Aerospace

- Engineering

- Financial services

- Chemical/petroleum

- Insurance

- Electronics

- Transportation

- Computer S/W

- Computers / peripherals

- Computer distributor/OEM
- Utility

- Architechture/construction
- Heavy equipment / machinery
= Printing/publishing

- Defence

- Consulting / professional

- Pharaceutical / medical

- Telecommunications

- Food / agreulture

- Education

- Research

- Consumer / retail goods
- Hospitality

(used/would like)

Office automation

Accounting / administration

Payroll

Employee record management
Plant / manufacturing management
Factory automation / CIM
Experiment / process control
Production / inventory management
Distribution / warehouse management
Order / transaction processing
Securities / currency trading
Banking

Reservation systems

Claims processing

Sales & marketing

Customer servicing

Mathematical / statistical analysis
Systems simulation

Al / expert systems

Electronic design / analysis
Mechanical design / analysis
Business / financial analysis

Project management

Graphic simulation / animation
Image processing / enhancement
Electronic publishing

Education / training

Systems s/w development
Applications s/w development
Computer system / network managment
Database access / retrieval
Telecoms / datacoms

Prod. areas / SEGMENTN.XLS / 6/1/95
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Annual budget for purchasing/ Industry
restimgEcomputers (S/W, SVCS) - Agriculture, mining, construction
- < 10K A = Manufacturing
- 10-50K - Transportation, communication, utilities
- 50-100K -  Wholesale, retail
- 100-500K - Banking, investment, insurance
- 500K-2M - Services (bus./prof./edp)
- >2M P $H(C /il 22k
Annual revenues / funding - USA
of company / institution - France
- <5M - Germany
- 510M - UK
- 10-20M
- 20-50M
- 50M-1B - Solely responsible for decision
= >1B - Make final decision based on recommendations
- Leader of group responsible for decision
Function(s) of respondent - Member of group responsible for decision
- CEO - Make recommendation, not final decision
- CFO - Provide technical davice
- Dept. Head - Do not participate in purchase decisions
- IT Director/Manager
- Staft Current situation in buying cycle (by product area)

- Consultant

- Systems manager

- Engineer

- Researcher

- Systems analyst

- Systems programmer

- S/W developer

- Computer operations

- Other MIS/EDP professional
- Other

Channels used/preferred

= Direct from vendor
- VAR/ISV

= Distributor

- Mass-merchandiser

Use of applications involving distributed infrastructure
(middleware)

-
Processor preferences (RISC/Intel) :

_ Technology adoption style
- Early adopter/early majority/late majority/laggard
Centralised/decentralised company
Company situation

- Mature/stagnant

= Turnaround

- Rapid growth

- Rapid industry evolution underway

Prod. areas / SEGMENTN.XLS / 6/1/85



IT-buyers segmentation - initial attribute listing

"Applications" orientation

00N AwN

._.
=

For accounting applications
For CAD

For engineering applications
For graphical applications
For laboratory applications
For large volume applications
For scientific applications
For specialist applications
For technical applications
Runs our applications

"Compatibilitv" orientation

11,
12.

Compatible with industry standards
Compatible with other systems

. Integrates with existing systems

. Provides ability to expand

. Provides interoperability

. Provides open systems

Networks/connectivity' orientation

17
18
19

. Good for data comms
. Makes good networks
. Provides interconnectivity

"Hardware" orientation

20.
21
22,
23.
24,
25,
26,
27.
28,
29.
30.
3l

Altractive designs

Faster systems

For large production systems
Good response times

High performance machines
Large capacity machines
Less down time

Provides migration path
Provides scalability
Technically strong
Upgradeable

Wide range of systems

"Software" orientation

32
33

. Easy to use

- Good environment for software development

34. Good for large databases

as

. Good for multimedia

36. Good security

37

. Good system management tools

"Service and support"

38. Good engineering support
39. Good service available

40,

. Has good third party support

41. Local service available

42

. Offers good warranties

43. Provides good technical support

"Cost" orientation
44. Expensive
4s. Good value for money - &

,Q\T‘w'd-}'
o_n;»-'-“)“

"Vendor orientation"
(Can also refer to products)

46. A leader

47. Aggressive

48. American

49. Arrogant

50. Boring

s1. Cold

52. Confident

53. Conservative

54, Creative

$5. Dynamic

56. Fading

57. Fashionable

58. Financially strong

59. Flexible

60. Friendly

61. Good advertising

62. Good marketing

63. Good reputation

64. Has good customer relationships
65. Hungry

66. Informal

67. Innovative

68. Leading edge company
69. Listens to customers

70. Makes good client servers
71. Makes good large servers
72. Makes good mainframes
73. Makes good minis

74. Makes good network servers
75. Makes good workstations
76. Modern

77. Professional

78. Quality company

79. Reliable

80. Responsive

81, Sporty

82. Trustworthy

83. Young

9o

" r Sfe "
84. For computer experts
8s. For designers
86. For financial people
87. For managers
88. For smaller businesses
89. For universities

NB: "Broad groupings" only for purposes of gaining an overview; will not be included in research itself.
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Research survey - Stage 1 qualitative -

« Qualitative 1-on-1 interviews ﬂf”“ _I ZZAT;_W LA,
— 18 per country (US, UK, Fr, Gy) i
— Semi-structured interview guideline

— Deciders: IT specialists, CEO/CFQO’s, professional - "~
users, Dept. heads & business users. Digitaland )" '
non-Digital base. 3

« Generation of exhaustive set of rational and emotional
attributes relating to product models/families,
associated services, vendor image, channels

« Assessment of “product areas” perceptions

« Review by Digital PM&D and research teams

CSD Business Stralegy Group sgtnproj.ppt (V1.0)/ 21/10/94 / Page 2
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General conclusions (1)

« Reseach content
— Significance of vendor image
— Attributes tend not to be very technical

— People not so much aware of system s/w, middleware,
but talk more about the convenience which they deliver

—
——

« “Product area” segmentation

— Both “machine type” and “business need / application
type” appear to be possible.

* Quantify in Stage 2 before decision.

CSD Business Strategy Group tnprokopt (V1.0)/21/10/94 / Pege 3
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General conclusions (2)

« Research method / sampling

— Few respondents able to name or talk about several
different systems with same level of specificity

* Need to interview people recently/currently in buying
cycle

* Need to accept different levels of model specificity

— Many non IT-specialists have little knowledge of, or are
uninterested in computers, even if they are co-deciders

* Drop non-specialist Dept. heads, business users

— Certainly some “IT Mgrs” not especially knowledgeable;
not necessarily confined to small companies / industry
types

* Maybe this is the real world - check quantitatively

CSD Business Strategy Group sgtnproj.ppt (V1.0)/ 21/10/94 / Page 4
Eﬂgﬂnan Digital Internal Use Only ginproj-ppt (V1.0) -
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D) Guideline content
- Business, sector, size or operation, job, content,
reponsibilities

» Role in IT purchasing decisions

« Understand IT set-up in respondent’s own language
-~ WS, servers, PC’'s, OS's, appl. S/'W

« Role/function of apps within company

» Performance needs of application
- Features, benefits, service/support
-~ Problems?

+ Decision-making process (last acquisition)

— Needs criteria, short-list, how options developed,
decision criteria (system, OS, tools, middleware,
NOS, openness, service, etc)

— Any alternatives now
— Relative importance of criteria
* Probe the most important for content
- Perceptions of companies/brands (those known) |

- Expertise, service, quality, user apps, end-user
company type, corporate aims/ethos, business
practices, relationships

— Strengths, weaknesses
— Brand/company personification, associations, user
stereotypes
- |deal world - systems, apps, suppliers, relationships
« “Open systems” probe
« “Middleware”, “layered s/w”, “networking needs”,
“seamless user interface networks” probes

-~ Awareness, comprehension of specific middleware
products
(CORBA, SMALL TALK, VISUAL AGE, DCE, DBI,
etc.)

« CLOSE

Page 1




72 personal interviews (1-on-1), semi-structured questionnaire
USA, France, Germany, UK; fieldwork in February 1995

Qualifications:

Typical titles

No employees (site)
> 250 empl.

50-249 empl.
20-50 empl.

Non-specified
Total ACTUAL (TGT)

|IT_ Managers CEOICFO Dept. Mgr Prof. user Non-prof. user
Min. S yrs IT Sign-off major systems Keep up-to-date on IT Keep up-to-date on IT Use PC for genral business
_ purchases ., . B apps
Involved in spec. Involved in strategic IT Specify IT needs for their Dept. |Use WS or similar Not IT specialists
Co-decider Coy. uses servers/WS Specify servers/WS for Dept.  |Not IT specialists No budgat for computers
Strongly involved in buying Not MIS professionals Co-decider in function of Use their systems for work
business needs frequently P4

Y Not IT specialist

IT Director Chief Executive Officer Architect Have become PC experts
DP Manager Managing Director Graphist Influencers

System Manager Chief Financial Officer Engineer

Network Manager Financial Director R&D scientists

PC-LAN Manager

J

12(12) 3(8) 5(4) 2(4) (=)

4(12) 5(8) 4 (4) 3(8) (-)

3() 1(-) 2(4) 1(4) 1(4)

6 2 3 4 1

25 (24) 11 (16) 14(12) 10 (16) 2(4)

22 (28)
16 (32)
8(12)
16

62 (72)
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FROM THE RESEARCH BUSINESS o (THU) 03. 02' 95 10: ... 10:47/43 RAARN18E" 12, P ae2/d
v ;33
Country Size Position Industry
France 98 |CFO-Finance Director Tungstan distributor
France 87 |CFO-Finance Director Automnotive
France 1000 |Department Head Finance/investment
France 800 |Department Head Insurance
France 100 |Department Head - Personnel Director |Building/Construction
France 270 |End users - Administrator Industrial Cleaner
France 100 |Finance Director Manufacture of Electronic Equipment
France 340 |HeadofIT Manufacture of Astronautic Equipment
France | 1000 |IT Director Dispensing Machine/Cash Point
France 500 |IT Manager Medical resp. and Pharmaceutical
development
France 250 |IT Manager Detergent Manufacture
France 25 |IT Manager Research Lab
France 650 |IT Manager Technology Centre
France 30 |IT Manager Bio tech Lab
France 120 |Professional user Manufacture parts aerospace and
nuclear
France 8000 |Professional user-statistician Finance
Germany 81 CEO n/a
Gemmnany 50 |CEO Food industry
Germany | 3500 |CEO Industrial Manufacture
Germany 90 |CEO Public Services
Germany 150 |Dept Head n/a
Germany n/a |Dept Head Estate Agents
Germany n/a |Dept Head Bank
Germany 8 Dept Head Bank
Germany n/a |DeptHead n/a
Germany | 2500 |IT Manager Manufacture of TV equipment
Germany 140 |IT Manager Engineering




EROM THE RESEARCH BUSINESS

(THU) 03. 02' 95 10:48/8T. 10:47/¥3 381188112, P4e

D

Country | Size Position Industry
Germany 270 |IT Manager Industrial Manufacture
Gemnany | 250 |IT Manager Aircraft Parts manufacture
Gemany 600 |IT Manager Metal industry
Germany n/a |Professional User Research Institute
Germany n/a |Professional User Industrial chemnicals
Germeany n/a |Professional User Skincare/cosmetics manufacture
Germany 25 |User Manufacture of electronic components
UK 8 Business Professional Reprographics
UK n/a |CEO - Finance Director Air spares manufacturers
UK 100 |Dept Head - Import Manager Import Agent
UK 35 |Dept Head - Operations Director Publishing
UK n/a |Finance Director (IT) Manufacturing diaries & promotional
itemns
UK 150 |Accountant Banking
UK n/a |IT Manager Manufacturer of springs and energy
products
UK n/a |IT Manager Insurance
UK n/a |IT Manager Management Consultants
UK n/a |Accountant (Responsible for (T) Plastics Manufacturer/Moulder
UK 350- |IT Manager - Group Project Managcr | Electrical Heating Manufacture
A00
UK 50,000 |IT Manager - Telecoms manager Manufacture industrial parts
Worldw
ide
UK 300 in |Professional User Consuitant engineers
UK
UK n/a |Professional user - Creative Services | Typesetting/publishing
Manager
USA n/a |Business Professional Food
USA n/a |CEO Manufacturing
USA 20 |CEO Manufacturer of commercial furniture
USA 300 |CEO - Director of Finance Elevator installation and maintenance

3/4



_FROM THE RESEARCH BUSINESS

(THU) 03. 02' 95 10:48/8T. 10:47/88 R&R"

Size Position Industry
500 |CEO/Controller Aerospace defence manufacture and
design
1000 |Dept Head Design & manufacture of business
products
280 |Dept Head - director of engineering n/a
4000 |IT Manager Manufacture of Food Products
n/a |IT Manager Information Services
2000 |IT Manager Life/Health Insurance
200-250(IT Manager- Chief Information Officer |Apparel Retailer
200 |IT Manager - Director of Law Library & |Legal Education
MIS Planner
360 |IT Manager - Supervisor of Technical |Healthcare Industry
Services
70 |Prof user - Project engineer Engineering
300 |Computer Specialist Manufacture of household products
100 |Prof User - Manufacturing Engineer Fire prevention (sprinkler systems)
25 Prof User - Desinger Manufacture of plastic granulations
40 |IT Manager Energy Products Manufacturer

RA
188" 11744/
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Brand Personalities cko® R&"“

Rows Title Type  CEOs IT Prof Total

Managers  Users

71 Absent-minded _____________ _BP RN e e e
| T T el Rt il R . e
LR T T s G e R e
B4 Olivembooms ... W & , R T - T
S NAghdiveS 888009020 ¢ ¥ g . SR e .
6 RAnmbEoss. . TV % R R W -
VT AN s .. . e Y Jr N R
b A e o e N SRR e Ny
WO Reveat . e .. wmp % N e ix L T R i
WD RAsctive ... ... . . .. % RN TS
L 0§ 77 g ik i | SR PR SR e
NI ene o= ... W oA, G g
[ e i Rl ST AR ST e
T T MEE el | assae MR R S e
VLS T T ek - o PR A
L T iR S A | R 1 e - i
L vd T . B i " I ST S
TIE iChmmunicative . W i e o
T . (e R i e ¥
W ot | T P . . Wi | L]
e . . o . D T o, | TR
T ICwmawie = . N 3 A S B g
S Nehmeees ., e g = e e T g
A R NRA. IR
R T e . e BT 7 e T R e
s s e i g S el # M SRR T
B RN R s R IR N
“O% minemNE . . o w iEBs T TR [
B T R G A e ol e L O 7
STH VIR N L Ly Ty R e ey AR RERER T
T R B T S L
T G RE . a R oA L
N N S Tk e e - e ias § | . e i
N S S i e o el | | sl RGN 1 Tl
IS S e e R T e e, ] . SN - g
il T T R AR L . R G L el e
R T R C i SN SN ¥ T N e g v
BN T e ot i e W gty RN R AT
L AT T I e S e, AR e L
ST T b i SRR o L e e m e
B T TR RS e T e NN
B T e i g R LN e R {7 g Tl e S
T R | D e B B T e
BT R iR A i g e RN T 7
B Ol e ey T e Al e | DN . L R
i T T e N S R -

—————————————— —— —— —————————— T — —— ———— ——— — —— ———— ———— ———— —
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47 Middle-aged BP 1 1

———— ————————— ————— ——— — i ——— i — —— — — i ——— i ———————————— —— —————

48 Modern BP 4 1 3 8
e T L I R R T TSN
A . . e . TRPNE BRI T T Ty A B ol 3 il T
[T e R ST G e BE gt o ol o K R ST -
T Profeniontl - o v - Gk e e ol & Pl Ay P s 3: AR 16
WSy Progresaive: . 7 - 0k . a BREE TRAET T VL TR
Ty S SN N T £ 27 Sl Wi = g F T A
DA Relaxed '~ 0 Baak Wlpsiohin 2O HDERS LS E O A . MR N
LS BN e a N Ry § ) et i il Wit
¥ 515 Retpeciiole- . 1o W BRSO n R T i v il R
50 | Responsible | el - . Lo BR T iy TS RIS T T
e SORAGhast | i%0 Sl 1%) | LA AN - D TR S s e T e
b R TR . A T T e TR
T T e £ - - RSN - AN R T T 0 T
IR S RN RN R RR S S [ L AT
g e R L AN, P e WA Bri . 0 - T g -
s SO . ,— | 0, E S L] s . f TRBR Lo © el S i S L
b R e s Sl e BE AT Rl T | L AL
SO SOt = L ks B Ll e e AT R o
T R T S B BB - BT ERL &
RS T\ S e T T BB e iR SR T
SO SRR - il 0 " h . k., ke BBt R A n e g
B0 SERVHSR, ol D, . - el B o L S L )
i R e T S AT SRR e e AR
S T i A T AT DR e - R T T A5l
T T g T e OO R
(RIS YORES “iiian s B A o - BP A JAG S AR TG & Tl By
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Company Rationals
Rows Title

g

o o = = = o o = = = . —— e e e i — — ——————————— — o —

——— —— . ——————— ——— - ——— — —— - - ——— ——— ——— —— ———— — — — —— — — —— — ——

e e e e e e o — — — —— — ——— — —— — — — e — — — =

o ————— —————————— ——— S — e A T = S S S S T S e — —————————————

= o e = e e = —— ———— ——— ——— — —————

———— T —————— —— — —— ————— ——— T — ——— — — — ——— —— —— ————————— ————— A

e e e e e e e e e e e e e e e —— e

. —————————————— —— — —— ——— ——— —— ——————————— T ——————— ——— — ——

i —————————————— ——————— —— —————— ———————————————————————

e — —— ——————————— — — — = T T ———————————— ——

———— ——— T — — T ——— T ———— —— ——— T ————— — ————— —— — ——— — ——— ———

— — ———— ——————— —————— T ——— — — — — —————————————— — —— —————— ————— — -

e —— e —— — —— — —  —— — — — — — — — — — — — —

89

Compatible with PCs
Creative company

00

1
_________________________ :

R S - I e e

o ——— ————————————— — — —— o T T — — o — ——— —— ———————— ——— . o, e . .

e e e e e e e e e e e e e e

o ————————— . — — — — ——— — i —————————— —— " —————————

o —————— —— i —— . — — —  — — —  —  — — i — — ————— — ———— T — ot o i ot

e e e e e e e e e e e e e e e e e i —— — — —

———————————————— ———————— ——— ———————————————————— ———— ——————

o ——— ————— ———— A S S T — ——— —— ——————— —————————————— —

e e e e e e e e e e e e o  —  —  —— —— — — — —— — — ——— o —— — — o —— — ——

e e o — o —— — ————— e

o ————————————— = —— e — —— ———————————————— —————

—— — —— —————— —————— — — T — — — A — —— T . — — - —— — . —— T —— T T ———

e e e e o —  — — —  — — — —  — — — — — — — — — — — — —— —— — — — e — ——

e o o = e e = e = e e — ———————————— ———— T ——— —

e e o e e e e e e — — —— i —— ————————— . o

———————————— ———— — ———————— - — —— — T — —— — T ——— — —— T — . ——— T —

o —— —— — —— — — —

A = = = = = S ———— ————————————————————

o e e e e e e o — — —— — — — ———— — —— — ——— —— —— — ——— — —— . — —— ——

e . — — — — — — — — — — — — — —— — — — — — — —  —— — — —— — = ——— —

e e e e e e e e —

— e e — —— — —— — —— — —  — —— —— — —— — ——— — — — —— ———

e e o — ——— ——— — — .

——————————— ——————— —— —— ——————— — — —— —————————————— ———————

e e e e e e e  — —  — — — — — — — — —— — — ——_—— e ==

e e e e — —  — ——— — — — — — — — — —— — — — — — — — — — — — — — -

Managers Users
6 2 16
1 ]
1 1
l 1
1 5 |
1
1
1
1
1 1 3
1 T
1 1
1 2 4
1
]
1
1 2
| 5
1
1
1 1
2 3
1 2 4
1 2
2 1 3
1
1 1
1 1
1 1
1 1
| |
1 1
2 2
1 1
1 ]
1 1
1 1
1 1
2 2
1 1
1 1
4 1 7
1 6
3 3

i — o — — —— = i — ————————————— T ——— ———————— ———— ——————

e e . — — — — — — — — — — — i —— —— — — e e o —— ——— ——— — i ————

—— ——————— — — ——— ————————————— ——— —— — —————— —— ————— ————————— ———
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121 Has gcgi servicing options

c 1 1
"~ 122" Has good customer care programme Sy P TP T e, L
" 123 Has good customer relationship B el [ g e el A
124 Has good guarantee R PR R AT NS
" 125" Has good range of third party support | B B hl 1h e L N
126 Has good research and development CEL e ey UM Aty L |
~ 127 Hasgood servicing AT R AN o 4 T TS O
"~ 128 Has good third party support O RN S e | W LT
" 129 Haslargersystems O PN S TRl iy
~ 130 Haslocalserviee e N S T T L R
" 131 Haslocal supplier IR SO T s T 0.
N T T IR I At ETERN AR R R W
133" Has wide range of products EVS 1 v iy b Ol P
S T N R T R T BT, N I L T e TS
»-135 High quality products A L e o o AT,
“136 Householdname Gl i LA e T AREL TR
" 137 Integrates with existing systems SRR R S TIIAD Y e
S eioe, | ., A ,r ok g C1 - . o s Ea T I L ot
“139 s compatible with other products ¢ CIl - AL &yt R TR A
" 140 Know where they are going | Caiw. "o o 1 o e N
T 141 Large capacity machines A R T e e
~ 142 Largecompany = Lo 'L ) e AP el
T 143 Large production ability T P Bor T el Wi
“ 144 Leader in opensystems | O R A e
" 145 Leading edge company PN LAY L Entelg TR & i
" 146 Likely to be here in the future 0 ki N L Fob T s ey 1
TIT, LAeoa e, 0 L L P T DA N el
" 148 Local service available | RS L T AT R 1T
BT FowRte. raaly o . . | e G Ris oo MRS T TG, AR
“150 Make good workstations | G~ BT e TR R S A
“151 Make large systems I N e
~ 152" Makes faster machines GRSl N e A TR ) Liy o it 7 s
153 Makes good mainframes AR & o ed B Lk $hn Bt §
"~ 154 Makes good minis | AR RS e L ke
155 Makes good peripherals TR N TR AR
“156 Makes good printers Gl i, AE TR BT
157 Makes good workstations AR TR A R T
" 158 Makes high performance machines | RIS R T P S, R
“159 Meets industry standards LT e e e X
“ 160 More responsive for the end user | R e Mo e =Ly
“161 Nomiddle men RN i T TR EE
~ 162 Offers good advice =~ | Car RN S
" 163 Offers wide range of systems W e i TR e e Sl B
SFIOE1 Old Saloned |~ - - (L e NN LT IR T
Loy, Oipaitedi e ¢ % yhat. W C - et et
B R T R N Y. C VNN, P iy e BT GRS
TRAOTAL RNMETEY S I+ | e = . e CV ARG . . v e WL e
“ 168 Provide good WAN systems Ex .., PR e
169 Provides ability to expand S R TR s
“170 Provides faster machines AT S R R

—— ——————————— —— ———— —— — ————— ——— — —— — —— T _—— — —————— ——— — —— T —

Draft 26/02/95 : 20:41 6




171 Provides good security C 1 |
172" Provides good software development B it ol S )T RN b
environment

“173 Provides good technical support ¢ c . fagit peE 2
" 174 Provides interconnectivity - Ll Rt | O e -1
" 175 Provides interoperability - BT e RS b TR
“176 Provides migrationpath - ot ") RPN
“177 Provides modular solutions | N A - I g
" 178 Provides more powerful machines | = E N SR
“179 Provides networking O A F o T e
“180 Provides open systems | < IR s AT |
“181 Providesplugandplay | ¢ L (SR e T
“182 Provides post-sale support o SRR RS T
183 Provides scalability | < - § RS " g L
“184 Quality company | on . 1 T 4%
“185 Quality products | - TR . WEh - TP [ W 58
" 186 Respondstousers | R NN e T
T IS RO Lt . ORI R e T 25
T 188 Responsivesystems - R WS
“189 Responsive to customers | . R TR N Ay
" 190 Respomsivetoendusers | = NEERSTE SRE. a) b
T191 Runsopensoftware - L, e E el S
~ 192 Secure systems = i 7 AP TR [
B T T e < S TR T
T194 Sets industry standards | o C R R T T
"195 Smaller businesses ¢ = TN L e e i
~196 Strong technology | S R ST e [T
“197 Supports confidentiality (A AL R Ny
T198 Supports existing databases = S AN R AR
“199 Supports large databases o RS S R R I
T200 Supports open systems (<, S A 0 o et i B
T201 Systems are responsive to users R T
T202" Technically swong (AL RN S e
B o R A R e B e & L iy iy AR
~204 Tryingtocatchup (o3 A AR i o
I o e R e i T TEE
T206 Upgradeable | G o il - ) fancg e Nl
T e e Y 1 RN o A R s = B St $i -
T208 Valueformomey o AR SE ol - T 825 ¥
B e R R '+ A R e
“210 Widerange of platforms | G A el s L e
Draft 26/02/95 : 20:41 7




Machine Rational Attributes
Rows Title

g

e e e —— i — i —— —— o — — — — =
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et e ey ———

—— i ———————————————————— ——————— ————————— i ——— ———— —— — —— ———

. — . — — — o —— —— . s e e e e e e . e e e o
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£ Hoage

0

¥
User Stereotypes P
Rows Title Type CEOs IT Prof  Total

Managers  Users
230 For accounting applications _______US_____ & o i 6
e - Al NI | NN R e
232 Foradvertising agencies ___________US _________. £ s S
T TS e . A e R NS £ 0
L e RN R, e IR AR TR T §
s, FOrCADICARE T & o = 1 s T g e e T - R i 5
236 For commercial applications _________US___________ R T ST
237 For computer experts ___US_____ el T TR S %5
ol Fordemgie oo e W L TR T
w2s) Forccocomies 4 US . 4 e
Y T R T - PR Mes, = L L TE N R E
241 For engineering applications ______ US_____ ' NS R e Bt
242 For financialpeople ______US__ U W e e
243 Forgraphical applications -~ _US RS TR -
e T T R . R S
608 Foellplople U8 R R
246 For laboratory appiications __________US_____ T " TT
247 Forlargeapplications ____________US_____ L R e 0
248 Forlwgecompanies  Us ___ P e ik
249 Forlargedatabases _______US_____ 0 DRI e
230 Forlargeproductionsystems = US - T 1
251 For large volume applications _ US B o) TR i
~252 Forlargerapplications ____________US_____ B ek s e S S
i Porpamgen "W 58 - Sy ST b
254 Formedical applications __________US_____ RS e L
sdsdedocnichomatkes . US B kv e A PN
7256 For peopie who don'tknow about US| I VERR i 75 ' e
computers

257 Forpeopie who need reliability _____ US, B e
258 Forpowerapplicationsn ~____US __ . 27 T S - R
1259 Forpoweruses US| - SR -
260 For powerful calculations __________US_ R N
BaOr Forpeoksmonw . U8 | oy v T UEL
262 For scientific applications _________US____10__ - ¥ 6
263 For speciaiist applications _________US_____ L Bl e A g
NGGAS Forwchaictans ~ W§ 1 I L L
265 Foruniversities _____________US_____ it RSSRET T
"266_ Mainly forend-uses _____________US_ N

— e e e e — — — —— . ————— e o —————

Draft 26/02/95 : 20:41 9




Computers Mentioned

Computer

310

Amiga

AP4

Apple

AST

Bull

Burrows
Compaq

Cray

Dell

DEC

DEC MicroVAX
DEC Mini
DEC VAX
Digital

Digital MicroVAX 3100 with VMS
6.1

Digital VAX VMS
Elonex

Epson

Hitachi

HP

IBM

IBM 3090

IBM 34/36
IBM 36

IBM 80

IBM 952

IBM AS400
IBM RS6000
MT

NCR

NEC

Nixdorf

Nokia

Olivetti
Peacock
Philips
PowerPC
Seimens

SGl

SUN

SUN Sparc station
Tandon
Toshiba
Ultimate 1420

Draft 26/02/95 : 20:41
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20
15

- N = W WO -

10
21
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Prof CEOs
Managers  Users

O =

12
1

i B

12

17
12

-h - P b b =
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Operating Systems

Operating

Systems
AIX

Apple OS
DOS

Gateway 2000
IRO 33 (Nixdorf)
Novel

0S2

Solaris

UNIX

VMS

VODIS

Voice 2
Windows
Windows NT

Draft 26/02/95 : 20:41

IT Prof
Managers  Users
1 1
3 3
10 5
1
11 4
3 1
1
19 8
4 1
11 7
5

11
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Brand Personalities

Rows Title Type CEOs IT Prof Total
Managers  Users

SEC T ADNGRt-aninded . ¢ . R e A R g SRR T e S
T ATV . e e T T R B B Mg
SOV L AGEDIADES A g T PSR R L L SRR T RN S
PR Aiventinons: . LRI il e R b e et SR S SRR T s
T N L~ % e S S e B T S CRIPRY
SO KGOS - o T T e P AT T SN — €,
T AMERENE . | LUk R R v PP e e B0 n o, S
JiR Akesochable. =~ | . S dlS, L e B AR SRy T
N gt e R i T T TRk oo 7 gt 7
MDA RItvE ., ST R . T R aBRs e L T s =y EF g
A e S ar et LY T o 3 TR TS =
S T s DR T e v B L b ek
IS VROMIT - NN, SR N b LR T = B R s A | S R of &0
T R R IR ST R T T R T T
W S R BETS 9 5 Rl e K
I CRADSPIGE 1, 1 ) - L e oo e o HPN a2 R CRREC | S $\ ol
o E T N P O T R R T e e
TS TCOMMRRICIMING 1. e T e A T W NI aT € ot TR e
e O TR T R AN T R £
T TR e ] e e e et
o IV CONRDENS. EIVIR o *'L cio e T RGO S T A | g ¥
S e T Ol R e e
T T o e g P PN R IR E Y, ST AV i T
DR Dy, - “hBs ymbe EEE ) T AOIRE L AN S A e
135 DORREEL  ah T ety o (g TN PR ¥ 3T LN Tt e
0 DOORGLE ¥ T, AT S T, W o L o Y SNy
20 DM e B iF ia  f 1 0 R AL [ M AR S e e
T A R A e BRI I T F okt
i T R R e T | e i T gt S T e
T N T ST T T L e ey v ' ¥l
Al atopemtal, &0 % 5 oaEpul B, B L L g
B AR e T Y TN T TIIRRR G SR TR e L
T AT . AT T IR ) B VAL ma SN
3 Tomle . % el rih Bie. T e MR b N
B P T Y e S G BPE . Ar P A TR I
P16 . ORI At | = gl | | Lot ek - 5. 0 aanntl e =0
) T e R T TR N RN = e - g
BS . PUNCHOIE B1a, . T NS TN L A s e W
B30 G0 SR e e o . .- e ] B Sahoat ) ek B U Pl S
TH0 IR B e Al s T B TEE. & DA b e B |
AL SRS TR v . a Ne o AR R R SR g T T A
Nl T A RN S S O e L BT e e R
AT RPN ST . o At o s BB . e R e e s
7 T o N o I R Lk e T R T T | e
LS eleetaal - U e . L AP T e e s R 2 SR
G | ASGICE:  ~ x b, DR R X Temad i e il
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47 Middle-aged BP . .

48 Modemn BP T : T e
L0 ghedate L aliB  rabe T ¢ el s S
__5-6"BEIEI'---_______________—"—_——BT’____----_——‘: _____ ST R %
B B e e RN i R AR~ I
R T Tl Tk ol e i BP =% wse 4 ¥ aee
B L T SRR | S N i R
S R ey P, AP R £ o0
R i g e O 5T
T T L e e e e = s S S gy e g R
ST REechlE . RP B e lis Lo = Ul ATy
TR N, PP & S Edas ¥ 2500
S R e paanat | P R PR Fey
L. . R e Sy .
R e e | SR Fai)
BT e SRR e i
T P e T R e S T TG S ey SRR L R iR
™ (R v o e e . o % L AP A
b R . AR I, (AT ¥
B R ettt AINNE A gl A oL Lt A
__6?_56.0!_1)(_——_—--——--_____—__———_BT’___—-‘-: """"" SN T T TR
S ey . e =
ST —y R S P 2
b B e e i - R S e €t el FNT
R e, LUV A
T R S i o g e e g
e R e Lt SRR U T R i
b B i SRS R UV B ]
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Company Rationals

Rows Title Type CEOQs IT Prof Total
Managers  Users
N A leader e B R T T S 7 TR~
~776 A leader in technology TN I R Rl ey 7
" 77 Able to maintain their systems | Cl ol A & BEany -~ i
" 78 'Able to supply spare parts o R N Cecidi T R T
BSOS e L T R L LT e R R I A e i
80 Attractive designs O i LT i D 5 Can
""81 Big in technical applications ¢ Ot N N~ ol 2 W - S
"782 Can build up in small blocks Civrd v B T A i [, N S
"83 Can communicate with non-IT people "o i B LR T L
"84~ Compatible with existing systems IR T AR TR S e
"85 Compatible with industry standards C P o PR P
"86 Compatible with other suppliers R T e Fianry & i
87~ Compatible with other systems SRS SHFRSE E TR ST
~°88 Compatible with PCs T P s b L g e
~°89  Creative company SRR R T DA L S P Gl
90 Customeroriented G Ly B R I e Jn
91 Do their own serviing_____________ RS R ST T T
SO0 EaSler i tiat: <hene it 3 b Ly RS BTN L g C
93 Easy to trainusers o T PR L RN LB B
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121 Has god servicing options

122 Has good customer care programme € ' 2
" 123" Has good custromer relationship ¢ C e SN R e Kr
" T34 Hasgood guarentes " = SR O gy g
" 125 'Has good range of third party support | e N AN PR il
"126 Has good research and development B 5wl bgr o BT e T =
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"128 Has good third party support By e SN By =
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T137 Integrates with existing systems N G SN R o
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“139 Is compatible with other products | el SeEEei AT M el
" 140 Know where they are going | IR SRR O N0
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"143" Large production ability e - W VO W I R SR 22
~ 144 Leader in open systems B rr - ol e LN TN U e
" 145 Leading edge company | I o R - NI e R o
" 146 Likely to be here in the future R A e oo AFENN ¥ JEIN
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"148 Local service available NGRS (iR S ]
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171 Provides good security C ' E
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" T73 Provides good technical support_ o A B T R
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Machine Rational Attributes
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Rows Title Type CEOs IT Prof Total
Managers  Users
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T232 Foradvertising agencies @~ US  ** Suba | R
SI ROCABRINg. * 7 . - R - e A TS LR PRl o £ 7T S i
T Bl T T P R T e G e Y g
IS BORCALNCAM, -1 . s av ot o PRI, A g 2 T e AR L e
T236 For commercial applications _________ US _____ ** & Nk I
"257 For compuer experts __________US __ s %" LA
T T M T e | g ST e 4 LT
LW Fobenontaaity’ . Ll ot il . X Wi e e el xR A
LT T TR s i . T 05 NG U e T
T 241 For engineering applications _ US e+ e - T e
T 242 For financial people ~____US WS g GRS SN B,
T243 For graphical applications ~________ US R = o T
T 244 For home based workers ___ uUs O Tl
AT For Tl people . tod T E L R R FRr ST > S T Wy
T246 For laboratory applications _________uUs b " PR
T247 TFor large applications __ US T i e e Y.
a0, Forhigecompantes . U8 TR SR e &3
249 For large databsess US| RN T R I
T250 For large production systems _________ uUs IR y-Y
~ 351" For large volume spplications _______US _______ BTN e G
T 252" For larger applications US| B e T W ¥ e,
~353 Formansges ______US __% _" PR T
~254 For medical applications US| RN ey e €
U551 FOFDICAD MR . . - 0 o UB P ek S T L
T256 For people who dont know about computers _ US _ ** SO 4 TS R, L
T257 For people who need reliabilty ____ US ¥ b, e LR
- 258 Forpowerspplications’ |~ - . . . " RJBR i7 0 % S r e et S
LI POrpIWErDIerss - o' ih v L E o USRE TH e e ] e g T
T260 For powerful calculations ~_US AR TR Ty
061 A VOCTROIORONEES T° | Lm by Mehadl ¥ i TSI o= e T ey B G el U e
T 262 Forscientific applications  US  %es  ses see  wae
T263 For specialist applications  US  *es ¢ R e
1200, FOrRCIRENEE. <) o) 0 eeth R R SR R Eeoul 0 Ll &
~265 Foruniversites @ US AL AR R L
2605 MOl R SO0-00ete .~ 1. uolia U R e oe R T s i
Draft 26/02/95 : 20:41 18




General Observations

Very few people go beyond brand names. Very, very few talk about operating systems. Needs do not appear to be
very ‘technical’. The end users and professional users tended to be the least well informed. CEOs had a good
knowledge of their own systems but were less aware of other systems.

Openness

For most people openness simply means “everything can talk to everything”. For some people it
means networks. For a few people openness is synonymous with UNIX.

Mainframes

Many of the interviewees had some form of mainframe (but I suspect that some of these were
actually minis). Sign of hardware convergence “we either use the mainframe or on of the Macs” IT
Manager.

Speed and Power

What these terms mean is defined by what the people are using the machine for. For people with
batch systems it means finishing overnight. For others it means answering database enquires within
a set time, for others it means processing ledgers or payroll on time, for others it was screen refresh
rates. Speed was always referred to as outcomes not inputs (i.e. response time not MIPS).

Most people realise that they can configure speed and power from most of the manufacturers.

Reliability

No longer a criteria as its indispensable

Middleware and Layered Software
Many IT Managers had not heard of them.

Digital
The terms DEC and Digital seem interchangeable. Some IT managers had no awareness of Digital

(other than the name). Several people mentioned financial trouble (and some said it was past). “I
used to know DEC but I just don’t what they are about anymore™
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Market Alliances: Five Fronts

) R MS, Digital IBM, HP, Apple
Objects, Middleware 5 Taligent
MS SQLserver | Oracle, Sybase,
Database Sl N,
Operating Systems WindowsNF; = f UNUL-HBM, B

MS, Digital Sun

Chip Architecture: Today | CISC: INTEL | RISC: IBM, HP,
IBM, DEC, HP | Sun, Digital

Chip Architecture: Future
P INTEL& Hp | BM,Apple,
Sun, Digital
Commodity High Margin
- 1000s of players - Scale & Scope
- Short cycle - Longer cycle

- Indir. channels - Direct channels

CSD Business Strategy Group
Digital Intemnal Use Only -
title.ppt 2/27/95 Page 2




UNIX/NT Landscape Today

UNIX NT

Enterprise IBM
Oracle/
Sybasef Digital
Informix
HP
Novell
INTEL
Desktop Sun
Microsoft

CSD Business Strategy Group
Digital Intemal Use Only
fitle.ppt
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UNIX/NT Landscape Tomorrow

UNIX NT

Enterprise IBM
Oracle/ . s
Sybase/ Digital
Informix
HP
Novell
INTEL
Desktop Sun
Microsoft

CSD Business Strategy Group
Digital Intemal Use Only
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Software Vision for Digital

“Digital provides the Enterprise Back-end for desktop office suites.”

“Back-end
XPG4

Office CORBA
Individual Suites gl?c?psulation Enterprise Mission Critical
Desktop WIN16 Class libraries » Servers
WIN32 » Networks
OLE « Software
* Support
Individual in the Enterprise
CSD Business Strategy Group
Eﬂﬂﬂnan Digital Intemmal Use Only ie.ppt
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Database S-Curves: Today

Enterprise
VMS UNIX
A
Oracle,
Sybase
Informix
Application
Database
NT
Desktop ¥ \

CSD Business Strategy Group
Digital Intemal Use Only ,
title.ppt
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Database S-Curves: Tomorrow

VLDB

Enterprise

VMS UNIX Oracle,
Sybase
Application
Database
Desktop

dlilglilt/all e
Digital Intemal Use Only tite.ppt
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Broad Strategies

« Enterprise
— Ride database UNIX wave to high-end
— Reposition VMS

 KEstablishment
— Ally with Microsoft NT

e Individual: Desktop

— Focus on partners for key high volume markets

— Short-Term Specific Entrees
» Publishing
»Documentation
» Application development

« Support all three areas with Enterprise
integration software and tools

Eﬂﬂnnan CSD Business Strategy Group
ital Intemal Use O
Dig nly tile.pot
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Digital-Microsoft Strategic Goals

 Windows NT in the Enterprise

— Strategy: Drive Digital’s systems as the NT
platform of choice

— Add Microsoft’s brand equity to Digital’s, co-
branding through joint:

« Alpha/NT in
Volume Desktop Markets

— Strategy: Target key markets to drive volume
for Alpha/NT desktops
»Design automation
» Financial markets
» Desktop publishing.

CSD Business Strategy Group
Digital intemal Use Only
title.ppt 2/27/95 Page 10




PROJECT: CSD 'IT BUYERS' SEGMENTATION
RESP: E. Thomas, P. March

Background and purpose

One of the Business Strategy Group's (BSG) roles is to identify the market segments that will drive the
future business of Digital. Segmentation based on an analysis of customer needs, attitudes, preferences
and an understanding of buying behaviours enables focused product, business and market strategies to be
pursued. The marketing objectives of this project are as follows:
Identify prime target segments of current and potential customers for CSD's offerings;
Gauge the relative size ($ value) of these segments, and the growth;
Establish how Digital's current positioning and offerings could be optimised, and the potential impact
of this on Digital's market share; simulate the impact of possible competitive moves;
» Prospectively identify the benefits or messages regarding the products which would offer the maximum
leverage for converting potential customers into real Digital customers;
¢ Assist in the optimisation of a communications strategy - which messages will have greatest receptivity
for these target segments;
Contribute to the definition of an optimal channels strategy for reaching these customers;
* Indicate possible emerging product areas with potential for future development.

Besearch objectives

The above translates into the following research objectives:

» Identify descriptive segments of IT end-user and intermediary (VARs/ISV's) customers with similar IT
needs and expectations, within defined computing areas. Quantify and qualify the segments in such a
way that they can be matched with IT/market statistics for sizing and projected growth evaluations,
and be reached for markeling operations.

NB: These segments and product areas mayor may not fully map to Digital CSD products and
services. The IT world is being viewed from the customer perspective, not necessarily ours.

+ Within product/computing areas identify core target segments of current and “marginal™ customers

(i.e. those we have a real chance of convincing) for Digital products and services, based upon their
objective and subjective perceptions of Digital and competitors” product lines, services, corporate

image, etc. Provide statistical tagging to permit sizing and subsequent “findability”.

» Identify those product/service benefits with respect to model lines with the greatest potential to convert
Digital “marginals” into actual customers, with due regard to maintaining those criteria necessary to
retain the current franchise.

¢ Build choice models of the product areas to simulate market share impact on Digital/competitors of
changes in customers’ perceptions of our products (“what-if”" simulations), and the effect on Digital’s
market share of possible competitive moves.

¢ Evaluate “new ideas” (product concepts, channel strategies, advertising, etc.) on the models.

Integrate the data and models within the appropriate PM&D groups and segments as an ongoing
strategy development tool.

BT rch i r Wi
- Idenufymg the cost to Digital of the investments requ:rcd to succeed in the target segments
- Identifying detailed technical characteristics; however it will suggest underlying customer needs
- Specifically spelling out new product descriptions, but will point to so far unanswered requirements
- Providing a target list of named customers or indirect channel partners for sales purposes.
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Method

» Stage 1: Qualitative face-to-face interviews with IT buyers (approximately 20 per country) to generate
a complete set of rational and emotional attributes relating to product families, associated services,
vendor image, channels, Assessment of perceptions of “computer usage™ or "product” areas.

* Stage 2: Personal fully structured interviews with target group respondents (65 per country) to
quantitatively validate attribute sets which fully discriminate between product lines and vendors in
each product area. Statistical reduction down to those attributes offering maximum discrimination
between product lines/vendors, and minimum redundancy between each other,

* Stage 3: Main quantitative survey - 350 computer-aided personal interviews per country among
representative groups of target customers, both Digital and non-Digital customers, covering each of the
defined product areas. Rating of rational and emotional attributes covering product-specific aspects,
channels and associated services. Rating of "ideal" products and vendors, and buying intentions. IT
technical buyers will be asked to rate system families within product areas, and their perceptions of
vendors, channels and services, Non-technical buyers will be asked to rate associated services,
channels and vendor perceptions.

Analyses: Needs-based segmentation of IT buyers within each product area. Development of 12
quantitative choice models relating customer perceptions of the IT vendors to customer preferences for
them, and this within defined computing areas (7), for in the selected countries (4), and overall (1).

« Introduction of these on-line interactive models into the CSD Business Groups and BSG for use in

product development, planning and marketing.

Coverage

¢ USA, UK, France and Germany
» Target group buyers to represent all those involved in purchase decisions - IT technical people,
professional end-users, senior/middle level non-IT specialists (CEO, FD, Dept. Manager).
* VARSs/ISVs are 1o be handled in a separate study, planned (but not so far budgeted) to start after
completion of this first “IT buyers” survey.
¢ The “product areas” and attribute sets will come out of the research. Possible groupings/attributes are
| attached to this document.
¢ Home market, government administrations and non-profit organisations excluded.

Deliverables

e 11 descriptions of "needs” based segments of IT buyers, for each country and for each product area
(across all countries). Each description will include:
- Extensive statistical qualification of the segment, $ sizing, and growth estimates;
- The needs derived from customer data based on their measured "ideals” and “importances™.
¢ 12 on-line interactive choice models for scenario evaluations for each country and for each product
area (across all countries), and overall. The models:
- Identify the product, service, corporate or emotional attributes with the highest potential to attract
future customers to Digital;
- Estimate potential market share increases derived from simulated improvements on those attributes;
- Identify the prime "marginal” customer target groups in terms of relative size and characteristics.
¢ These market models enable us to identify which new customers we have a real chance of winning,
size the potential and identify what they expect from Digital, as well as indicating how best to retain
existing customers,
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Method

Stage 1: Qualitative face-to-face interviews with IT buyers (approximately 20 per country) (o generate
a complete set of rational and emotional attributes relating to product families, associated services,
vendor image, channels, Assessment of perceptions of “computer usage” or "product” areas.

Stage 2: Personal fully structured interviews with target group respondents (65 per country) to
quantitatively validate attribute sets which fully discriminate between product lines and vendors in
each product area. Statistical reduction down to those attributes offering maximum discrimination
between product lines/vendors, and minimum redundancy between each other.

Stage 3: Main quantitative survey - 350 computer-aided personal interviews per country among
representative groups of target customers, both Digital and non-Digital customers, covering each of the
defined product areas, Rating of rational and emotional attributes covering product-specific aspects,
channels and associated services. Rating of "ideal" producis and vendors, and buying intentions. IT
technical buyers will be asked to rate system families within product areas, and their perceptions of
vendors, channels and services. Non-technical buyers will be asked to rate associated services,
channels and vendor perceptions.

Analyses: Needs-based segmentation of IT buyers within each product area. Development of 12
quantitative choice models relating customer perceptions of the IT vendors to customer preferences for
them, and this within defined computing areas (7), for in the selected countries (4), and overall (1).
Introduction of these on-line interactive models into the CSD Business Groups and BSG for use in
product development, planning and marketing.

Coverage

USA, UK, France and Germany

Target group buyers to represent all those involved in purchase decisions - IT technical people,
professional end-users, senior/middle level non-IT specialists (CEO, FD, Dept. Manager).
VARSs/ISVs are to be handled in a separate study, planned (but not so far budgeted) to start after
completion of this first “IT buyers” survey.

The “product areas™ and attribute sets will come out of the research. Possible groupings/attributes are
attached to this document.

Home market, government administrations and non-profit organisations excluded.

Deliverables

11 descriptions of "needs" based segments of IT buyers, for each country and for each product area

(across all countries). Each description will include:

- Extensive statistical qualification of the segment, $ sizing, and growth estimates;

- The needs derived from customer data based on their measured "ideals” and “importances”.

12 on-line interactive choice models for scenario evaluations for each country and for each product

area (across all countries), and overall. The models:

- Identify the product, service, corporate or emotional attributes with the highest potential to attract
future customers to Digital;

- Estimate potential market share increases derived from simulated improvements on those attributes;

- Identify the prime "marginal” customer target groups in terms of relative size and characteristics.

These market models enable us to identify which new customers we have a real chance of winning,

size the potential and identify what they expect from Digital, as well as indicating how best to retain

existing customers.
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Timing and costs. research supplier

* Total costs amount to $650K. Opportunity to stop after Stage 2 ($160K) if intermediate findings were
not thought to be promising.
Final presentation is due 15 Sept. 95.
Supplier is The Research Business, London.

Project integration within Digital

* The project has been presented to PM&D management, the BSG and then individually to senior
nominees of the PM&D groups and segments before starting out.. These nominees have also been
asked to contribute at certain stages during the research, when their input and critical review will be
both valuable and indeed necessary (eg. for attribute selection). Two rounds of meetings of this kind
are foreseen, before the final presentations,

* After the final presentations, on-line access to the models will be arranged and on-the-spot training in
their usage and a proper manual provided to the PM&D groups/segments. Plus a hot-line as required.

LR R B N N

-
Auachments:
1. Prospective attributes, “product areas”, passive variables (segmentn.xls)
2. Model lines which may be included (prodlist xls)

-
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CSD “IT-buyers” segmentation

Project overview

prepared for

Mr Peter Conklin

Geneva, 22nd February 1995

CSD Business Strategy Group
Digital internal Use Only
February 1995
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Case study

Car-line Europe - BMW

»Brands and attributes
»Needs segmentation

» Repositioning “hot buttons”
»Target group definition
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Brand and Attribute Lists

Brands

Alfa Romeo
Aston Martin
Audi

BMW
Bentley/Rolls Royce
Citroen
Daihatsu

FSO

Ferrari

Fiat

Ford

Honda
Hyundai

Isuzu
Jaguar/Daimler
Lada

Lancia

Land Rover/Range Rover
Lotus

Mazda
Mercedes
Mitsubishi
Morgan
Nissan
Peugeot
Porsche
Reliant
Renault

Rover

SEAT

Saab

Skoda

Suzuki

Toyota
Vauxhall
Volkswagen
Volvo

Yugo

Other Vehicles

Attributes

A Popular Car

Approved by Experts
Attractively Styled

Better Cornering

Better Crash Protection
Better Workmanship
Better for Rough Terrain
Better for the Environment
Businessmen

Career Women

Clever Advertising
Conventional/Conservative
Cute

Dependable/Reliable
Factory Workers

Families with Children
Flamboyant/Showy
Flexible for Carrying People/Cargo
For Outdoor Sports/Recreation
Friendly

Good After Sales Service
Good Resale Value

Good for Slippery Roads
Has Many Dealers
Housewives

International Reputation
Luxurious Interior

Made in Britain
Manufacturer Subject to Strikes
More Aerodynamic

More Expensive to Buy
Quick Acceleration

Quieter Inside

Roomy Interior

Seats More People

Sexy

Sporty

Technically More Sophisticated
Typically European

Uses More Fuel




Mind Share Table

Original

Share

24.7 Ford

15.2 Vauxhall
Rover
Volkswagen
Nissan
Peugeot
Volvo

BMW

Fiat
Renault
Citroen
Mercedes
Other Vehicles
Audi
Toyota
Honda
Land Rover/Range Rover
Mazda
Jaguar/Daimler
Saab
Mitsubishi
Porsche
Daihatsu
Bentley/Rolls Royce
Lada
Ferrari

Alfa Romeo
Aston Martin
SEAT
Suzuki
FSO
Skoda
Morgan
Lancia
Lotus
Yugo
Isuzu
Hyundai
Reliant
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Aggregate Importance Weights

Weight Attribute

597
3.22
317
3.13
3.11
3.10
2.92
2.91
2.85
2.81
2.70
2.69
2.64
2.60
2.59
2.57
2.55
2.53
2.52
244
241
2.35
2.31
2.30
2.30
2.26
2.22
2.21
2.21
2.18
2.17
2.14
2.11
1.95
1.93
1.88
1.86
1.68
1.54
0.94

More Expensive to Buy
Families with Children
Businessmen

Flexible for Carrying People/Cargo
For Outdoor Sports/Recreation
Housewives
Flamboyant/Showy

Luxurious Interior

Factory Workers

Seats More People

Roomy Interior

Has Many Dealers

More Aerodynamic

Sporty

Uses More Fuel

Attractively Styled

Quieter Inside

Quick Acceleration

Career Women

A Popular Car
Conventional/Conservative
Technically More Sophisticated
Better Crash Protection
Friendly

Good Resale Value
Dependable/Reliable

Better for Rough Terrain
Better for the Environment
Sexy

Approved by Experts

Better Cornering

Better Workmanship

Good for Slippery Roads
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Motivation cluster analysis
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While life style analysis segments the population on the basis of demographics and attitudinal measures,

motivational cluster analysis segments the population on the basis of the needs and desires which motivate
their purchase intention.

The motivational cluster analysis was carried out on the UK Carline Model sample. Six clusters were
identified, accounting for 79% of the sample.

Economical housewives car (19%)
Luxury and styling (13%)

Sporty (16%)

Basic down-market (9%)

Family car (9%)

Off road (13%)
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Method

Respondents were clustered on the basis of their patterns of ideal car ratings and importance weights.
Therefore, people in a given cluster have the same needs, placing importance on the same aspects of car image.
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Cluster 1 - Economical, housewives .ar. 1

Cluster 1 accounted for 19% of the sample. This cluster consists of those looking for a small reliable car, probably a second

car. This was one of the groups most likely to have a second car and the group most likely to have a third car. This second
car is likely to be an Austin, while the main car owned is likely to be a Ford, Vauxhall, or Nissan.

These respondents are looking for a less expensive car, suitable for housewives. Both low fuel consumption and

environment friendliness are important to this group. This group would also prefer a car made in Britain. While a car should
ideally have better crash protection, this factor is not actually important in brand choice.

Ideals difference from total Importance weights difference
from total
Housewives 12  Has many dealers 1.95
Better crash protection 10  Fuel consumption 1.93
Better for the environment 9 Housewives 1.19
Made in Britain 8 Better for the environment 95
Made in Britain 91
Uses more fuel -19  Flexible for carrying goods/people  -1.24
Flamboyant / showy -17  Better crash protection -1.75
Sexy -16  Good for slippery roads -1.06

Expensive -15  Attractively styled -0.87




Cluster 1 - Economical, housewives @r (cont,). ®

Respondents in this groups tended to be women aged between 30 and 59 , with a household income of £15,000 to £25,000,
in social class A or B. The household tended to consist of either two or four people, suggesting couples with older children,
who may have left home.

Age Cluster 1 Total Line Cluster 1  Total

Under 20 3% 8% Ford Fiesta 9.23 6.67

20-29 years 24% 32% Vauxhall Nova 4.26 2.40

30-39 years 25% 20% Nissan Micra 3.25 2.48

40-49 years 24% 20% Peugeot 205 242 2.25

50-59 years 20% 11% Renault 5 2.32 1.75

60 and over 5% 3% Rover Maestro 2.05 1.69
Rover Mini 1.96 0.70

H/H income Cluster 1 Total Fiat Panda 1.69 0.95

Under £10,000 13% 14% Lada Riva 1.38 0.40

£10,000 to £14,999 28% 26% Citroen AX 0.87 0.65

£15,000 to £24,999 45% 39% Citroen 2CV 0.82 0.22

£25,000 and over 14% 20% VW Jetta 0.63 0.37
Fiat 126 0.43 0.15

No. in H/H luster 1 Total

1 7% 11%

2 31% 29%

3 21% 24%

4 27% 24%

5+ 14% 12%

SE Group Cluster 1 Total

A/B 39% 32%

C/D/E 61% 68%

Sex Cluster 1 Total

Male 64% 78%

Female 36% 22%
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Cluster 2 - Luxury and styling.

Cluster 2 comprises 13% of the sample. This group want a prestige car. The styling of the car is important, as is comfort, witk

a luxurious interior and quiet interior being important motivators. The car should also handle well, both in acceleration and in
comering. Neither fuel consumption nor initial cost are very important.

Ideal difference from total | nce wei
from total |
Luxurious interior 17  Attractively styled 1.84 |
Aerodynamic 15  Luxurious interior 1.78 :
Technically more sophisticated 15  Quieter inside 1.71
Businessmen 14  Better cornering 1.41
Quick acceleration 14  Approved by experts 1.31
Attractively styled 14
Uses more fuel -11  More expensive to buy -2.58
Cute -11 Housewives -1.76
Housewives -10  Uses more fuel -1.53

Manufacturer subject to strikes -9 Better for rough terrain -0.88
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~ Cluster 2 - Luxury and styling (cont.f® ®

The range of cars selected by this group are those normally thought of as businessmen’s cars, which is suggested already
by the high ideal on this attribute.

These respondents tend to be younger, well-off men aged between 20 and 39, earning over £25,000 and living alone or with
one other. Interestingly, this group is not distinguished by social class.

Age luster 2 Total Line luster Total
Under 20 8% 8% BMW 3 Series 3.04 1.69
20-29 years 35% 32% Mercedes 190 2.58 0.79
30-39 years 26% 20% Rover 800 Series 2.48 1.37
40-49 years 20% 20% Renault 21 2.28 1.04
50-59 years 9% 11% Citroen BX 121 1.25
60 and over 1% 3% BMW 5 series 1.64 0.51
Jaguar XJ6 1.38 0.41
H/H _income Cluster 2 Total Mercedes 200/300 1.09 0.39
Under £10,000 14% 14% Toyota Corolla 0.76 0.47
£10,000 to £14,999 20% 26% Honda Accord 0.72 0.33
£15,000 to £24,999 39% 39% Audi Quattro 0.68 0.26
£25,000 and over 28% 20% Range Rover 0.55 0.25
Mercedes S Series 0.48 0.15
in H Cluster 2 Total
1 16% 11%
2 33% 29%
3 19% 24%
4 21% 24%
5+ 11% 12%
SE Group Cluster 2 Total
A/B 33% 32%
C/D/E 67% 68%
Sex Cluster 2 Total
Male 84% 78%

Female 16% 22%
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Cluster 3 - Sporty.
This group makes up 16% of the sample. They want a sports car, a car that is sexy, sporty and flamboyant. In terms of the

car they intend to puchase next, this wish translates into a range of cars, from 2 seater sports models to hot hatchbacks
such as the Volkswagen Golf.

eals differ | rtance wei ifferen
from total

Sexy 27  Sporty 3.62

Sporty 24  Sexy 3.12

Flamboyant / showy 23  Flamboyant / showy 1.80

Uses more fuel 16  Attractively styled 1.68 |

Quick acceleration 14  Better workmanship 1.46 |
|

Families with children -18  Roomy interior -1.41

Housewives -12  Better crash protection -1.16

Flexible for carrying -12  Better for rough terrain -1.11

people/luggage

Better for the environment -0.96




Cluster 3 - Sporty (cont) @ ®

These are men aged under 29, with a household income of £25,000. However, as they tend to be living with 3 others, they
may still be in their parents home. This group tend to be in social classes C, D or E. This group is also more likely than

average to have two cars at the moment. They are more likely to have an Audi as a main car or a Volkswagen as a second
car than the total sample.

Age Cluster 3 Total Line Cluster 3 Total
Under 20 12% 8% Ford Escort 10.85 8.35
20-29 years 42% 32% Volkswagen Golf 4.09 2.68
30-39 years 23% 20% BMW 3 Series 3.17 1.69
40-49 years 14% 20% Volkswagen 2.63 1.54
Polo
50-59 years 7% 11% Rover 200 H/B 2.54 2145
60 and over 1% 3% Jaguar XJS 1.08 0.30
Toyotal Celica 0.92 0.21
H/H _income Cluster 3 Total Porsche 0.66 0.18
Under £10,000 15% 14% Audi Quattro 0.55 0.26
£10,000 to £14,999 27% 26% BMW 7 series 0.54 0.24
£15,000 to £24,999 33% 39% VW Scirocco 0.51 0.15
£25,000 and over 25% 20% Aston Martin 0.49 0.11
Ferrari 0.40 0.10
No. in H/H Cluster 3 Total BMW 6 Series 0.31 0.10
1 11% 11% Toyota MR2 0.31 0.07
2 30% 29% Mazda RX-7 0.30 0.07
3 20% 24% Morgan 0.26 0.07
4 26% 24% Toyota Supra 0.15 0.05
5+ 12% 12% Nissan 200SX 0.09 0.03
Renault GTA 0.06 0.03
SE_Group luster 3 Total
A/B 25% 32%
C/D/E 75% 68%
Sex Cluster 3 Total
Male 86% 78%

Female 14% 22%




BMW
Original Share = 3.31
Share New Adjus
Change Gain Loss Share Growth tment  Attribute
0.32 0.34 0.02 3.63 10% 10 Better Crash Protection
0.29 0.30 0.01 3.60 9% 10 Dependable/Reliable
0.29 0.33 0.04 3.60 9% 10 Roomy Interior
0.28 0.30 0.02 3.59 8% 10 Approved by Experts
0.28 0.30 0.02 3.59 8% 10 Good for Slippery Roads
0.27 0.30 0.03 3.58 8% 10 Better Workmanship
0.27 0.29 0.02 3.58 8% 10 Good After Sales Service
0.26 0.29 0.03 3.57 8% 10 Attractively Styled
0.26 0.29 0.03 3.57 8% 10 Good Resale Value
0.25 0.29 0.04 3.56 8% 10 Families with Children
0.24 0.28 0.04 3.55 7% 10 Quieter Inside
0.23 0.27 0.4 3.54 7% 10 Flexible for Carrying People/Cargo
0.22 0.24 0.02 3.53 7% 10 Better Comering
( 022 028 006 3.53 % 10 Seats More People
0.21 0.27 0.06 3.52 6% 10 Businessmen
0.21 0.25 0.04 3.52 6% 10 For Outdoor Sports/Recreation
0.20 0.26 0.06 3.51 6% 10 Luxurious Interior
0.19 0.20 0.01 3.50 6% 10 Beuer for the Environment
0.19 0.21 0.02 3.50 6% 10 Clever Advertising
0.19 0.21 0.02 3.50 6% 10 International Reputation
0.18 0.22 0.04 3.49 5% 10 A Popular Car
0.18 0.20 0.02 349 5% 10 Career Women
0.17 0.21 0.04 3.48 5% 10 Friendly
0.17 0.22 0.05 348 5% 10 Has Many Dealers
0.17 0.22 0.05 3.48 5% 10 Technically More Sophisticated
0.16 0.19 0.03 347 5% 10 Better for Rough Terrain
0.16 0.21 0.05 3.47 5% 10 Quick Acceleration
0.15 0.17 0.02 3.46 5% 10 Made in Britain
0.13 0.17 0.04 3.44 4% 10 Conventional/Conservative
0.13 0.19 0.06 3.44 4% 10 More Aerodynamic
0.13 0.18 0.05 3.44 4% 10 Sexy
0.13 0.18 0.05 3.44 4% 10 Sporty
0.12 0.19 0.07 343 4% 10 Flamboyant/Showy
(. 0.09 0.15 0.06 3.40 3% 10 Factory Workers
0.09 0.17 0.08 3.40 3% 10 Housewives
0.08 0.10 0.02 3.39 2% 10 Typically European
0.06 0.15 0.09 3.37 2% -10 Uses More Fuel
0.02 0.06 0.04 3.33 1% 10 Manufacturer Subject to Strikes
0.01 0.08 0.07 332 : 10 Cute
- 0.15 0.15 3.31 ; -10 More Expensive to Buy
-0.01 0.12 0.13 3.30 : 10 More Expensive to Buy
-0.04 0.02 0.06 3.27 -1% -10 Manufacturer Subject to Strikes
-0.04 0.07 0.11 3.27 -1% 10 Uses More Fuel




BMW

Original Share = 3.31

Share New Adjus
Change Gain Loss Share Growth tment  Attribute
-0.06 0.04 0.10 3.25 2% -10 Cute
-0.08 0.03 0.11 323 2% -10 Factory Workers
-0.09 0.05 0.14 322 3% -10 Housewives
-0.09 0.02 0.11 3.22 -3% -10 Typically European
-0.15 0.06 0.21 3.16 -5% -10 Sexy
-0.16 0.02 0.18 3.15 -5% -10 Conventional/Conservative
-0.16 0.08 0.24 3.15 5% -10 Flamboyant/Showy
-0.16 0.01 0.17 3.15 5% -10 Made in Britain
-0.16 0.05 0.21 3.15 5% -10 Sporty
-0.19 ) 0.19 3:12 6% -10 Better for the Environment
-0.20 0.04 0.24 3.11 6% -10 Quick Acceleration
-0.20 0.06 0.26 3.11 6% -10 Technically More Sophisticated
-0.21 0.01 0.22 3.10 6% -10 Better for Rough Terrain
-0.21 0.04 0.25 3.10 6% -10 More Aerodynamic
-0.22 0.01 0.23 3.09 1% -10 A Popular Car
-0.22 0.01 0.23 3.09 1% -10 Career Women
-0.22 5 0.22 3.09 1% -10 Clever Advertising
-0.22 0.01 0.23 3.09 -1% -10 Friendly
-0.23 0.03 0.26 3.08 -1% -10 Families with Children
-023 0.03 0.26 3.08 1% -10 For Outdoor Sports/Recreation
-0.23 0.01 0.24 3.08 1% -10 International Reputation
-0.24 0.01 0.25 3.07 1% -10 Has Many Dealers
-0.24 0.04 0.28 3.07 1% -10 Seats More People
-0.25 0.05 0.30 3.06 8% -10 Businessmen
-0.25 0.05 0.30 3.06 8% -10 Luxurious Interior
-0.27 0.01 0.28 3.04 8% -10 Better Comering
-0.28 0.02 0.30 3.03 8% -10 Flexible for Carrying People/Cargo
-0.29 0.02 0.31 3.02 9% -10 Attractively Styled
-0.29 0.03 0.32 3.02 9% -10 Quieter Inside
-0.30 0.01 0.31 3.01 9% -10 Good for Slippery Roads
-0.31 0.01 0.32 3.00 9% -10 Approved by Experts
-0.31 0.02 0.33 3.00 9% -10 Roomy Interior
-0.32 0.01 0.33 2.99 -10% -10 Good After Sales Service
-0.32 0.01 0.33 299 -10% -10 Good Resale Value
-0.34 0.01 0.35 297 -10% -10 Better Workmanship
-0.36 0.01 0.37 295 -11% -10 Better Crash Protection

037 : 0.37 204  -11% 10 Dependable/Reliable
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Better Crash Protection
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Better Workmanship
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Mind Share Table
+5 Better crash protection
+4 Better workmanship

Original Net
Share Gain Loss Change
260 3 .001 -.001
257 3 003 -.003
1.529 . 008 -.008
3.305 237 .017 220
367 . .001 -.001
2.492 g 005 -.005
.394 g -
201 . . :
289 : .001 -.001
3.033 001 .001 .
24.690 .002 036 -.034
1.397 . .013 -013
033 . - 2
075 i . s
981 : 005 -.005
359 - : :
.140 £ ; 2
1.295 . .002 -.002
110 : A :
1.187 ; 003 -.003
1.904 > 033 -033
525 : 001 -.001
147 . 001 -001
5.624 - 010 -010
5.311 .001 012 -011
395 : 003 -.003
.017 : : a
2.926 r 004 -.004
11.828 003 018 -015
256 : . :
879 : 002 =002
159 A ‘ A
227 . 001 -001
1.471 g 006 -.006
15.200 .001 027 -026
5.709 001 015 -014
3.406 . 017 -017
1.532 5 .003 -.003

3380
1.529

1%

2%

-1%

-3%
-12%
6%
‘%

Change Across
Brands = 0.220

Alfa Romeo
Aston Martin
Audi

BMW
Bentley/Rolls Royce
Citroen
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Ferrari
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Ford

Honda
Hyundai
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Lotus

Mazda
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Families with Children
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Flexible for Carrying People/Cargo
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Seats More People
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Mind Share Table
Families +5, Seats more people +5

Original

Share

.260
257
1.529
3.305
367
2.492
394
201
.289
3.033
24.690
1.397
033
075
981
359
140
1.295
110
1.187
1.904
525
147
5.624
5311
395
017
2.926
11.828
256
879
159
221
1.471
15.200
5.709
3.406
.090
1.532

Gain

230
001

001
007

001
002
001
005

1008
002

Loss

.001
001
006
035
.001
006

001
042
003

1003
002
003
014
001
007
012
1002
004
029
003
001
022

013
017

Net
Change

-.001
-.001
-.006

195
-.001
-005

-035
-003

-003
-002

-.003
-014
-.001
-.006
-010
-.002

-003
-024
-003
-001
02
-020
-011
-017

-002

New Brand %
Share Growth Draw
259 -1%
256 -1%
1.523 . -3%
3.500 6% 99%
.366 -1%
2.487 3%
394 ;
201
289
3.033 I
24.655 -18%
1.394 2%
033 )
075 )
978 -2%
359 :
140 2
1.293 -1%
110 .
1.184 I 2%
1.890 -1% 7%
524 -1%
147 -
5.618 3%
5.301 . -5%
393 -1% -1%
017 .
2.923 2%
11.804 -12%
256 .
876 2%
159 J
226 A -1%
1.449 -1% -11%
15.180 -10%
5.698 6%
3.389 9%
090 :
1.530 -1%

Change Across
Brands = 0.196

Alfa Romeo

Aston Martin

Audi

BMW

Bentley/Rolls Royce
Citroen

Daihatsu

FSO

Ferrari

Fiat

Land Rover/Range Rover
Lotus
Mazda
Mercedes
Mitsubishi
Morgan
Nissan
Peugeot
Porsche
Reliant
Renault
Rover
SEAT

Saab

Skoda
Suzuki
Toyota
Vauxhall
Volkswagen
Volvo
Yugo
Other Vehicles
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Luxurious Interior
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Mind Share Table
+5 Quieter inside

Original Net New Brand % Change Across
Share Gain Loss Change Share Growth  Dmaw  Brands =0.125
260 . : : 260 : : Alfa Romeo
257 > .001 -.001 256 . -1%  Aston Martin

1.529 . .004 -.004 1,525 : 3%  Audi
3.305 145 021 124 3.429 4% 99% BMW
367 ! .001 -.001 366 . -1%  Bentley/Rolls Royce
2.492 . .004 -004 2.488 i 3%  Citroen
394 . ; - 394 ; : Daihatsu
201 : ; . 201 : A FSO
289 - 001 -.001 288 - -1%  Ferrari
3.033 001 . .001 3.034 . 1%  Fiat
24.690 003 .024 -021 24.669 - -17%  Ford
1.397 : 007 -.007 1.390 -1% ©%  Honda
.033 . . : 033 ! : Hyundai
075 : . ; 075 . : Isuzu
981 : 003 -.003 978 A 2%  Jaguar/Daimler
359 : - , 359 . : Lada
140 3 ; . 140 ; ; Lancia
1.295 3 001 -.001 1.294 : -1%  Land Rover/Range Rover
110 : : : 110 : ; Lotus
1.187 ¢ 002 -002 1.185 % 2%  Mazda
1.904 ’ 011 -011 1.893 -1% 9%  Mercedes
525 1 y i 525 . ; Mitsubishi
147 . ; : 147 . : Morgan
5.624 ; 2005 -.005 5.619 - 4%  Nissan
5.311 .001 007 -.006 5.305 > 5%  Peugeot
.395 . 002 =002 303 -1% 2%  Porsche
017 - . ; 017 : ) Reliant
2.926 . 002 -.002 2.924 - 2%  Renault
11.828 .004 013 -.009 11.819 t 7%  Rover
256 ! : : 256 X - SEAT
.879 : 001 -.001 878 ; -1%  Saab
159 : - - 159 s . Skoda
227 - 001 -.001 226 : -1% Suzuki
1.471 v 004 -.004 1.467 . 3%  Toyola
15.200 001 017 -016 15.184 ; -13%  Vauxhall
5.709 001 010 -.009 5.700 - 7%  Volkswagen
3.406 - 012 -012 3.394 : -10%  Volvo
090 v ; 090 - : Yugo

1.532 ! 002 -002 1.530 . 2%  Other Vehicles
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Mind Share Table
BMW +5 on 'Better for the environment'

Original
Share
260
257
1.529
3.305
367
2.492
394
201
289
3.033
24.690
1.397
033
075
g 981
359
140
1.295
110
1.187
1.904
525
147
5.624
5311
395
017
2926
11.828

879
159

227

1.471

_ 15.200
¢ 5.709

1.532

Gain

105

001

001

Loss

001
022
002
001
001
001
005

005
.001

003
013

001
001
017
008

002

Net
Change

-001
-002
1098
-002
-001
-021
-002
-001
-001
-001
-005

-002
-005
-001
-003
012
~001

-001
017

New Brand %

Share Growth Draw

.260
256
1,527
3.403
367
2490
394
201
.289
3.032
24.669
1.395
033
075
980
359
140
1.294
110
1.186
1.899
525
147
5.622
5.306
394
017
2.923
11.816
256
878
159
227
1.470
15.183
5.701
3.397
090
1.530

1%
. 2%
% 100%

-2%

1%
21%
2%

1%
5%

2%
5%
1%

3%
12%

1%
17%

Change Across
Brands = 0.098
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Volkswagen
Volvo
Yugo

Other Vehicles
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Mind Share Table
BMW +5 on 'Flamboyant / showy'

Original Net New Brand % Change Across
Share Gain Loss  Change Share Growth  Draw  Brands = 0.067
.260 5 - . 260 . ’ Alfa Romeo
257 . 002 -.002 255 -1% 3%  Aston Martin
1.529 : 003 -.003 1.526 : 4%  Audi
3.305 097 036 061 3.366 2% 919%  BMW
367 " 001 -.001 366 5 -1%  Bentley/Rolls Royce
2.492 .001 004 -.003 2.489 : 4%  Citroen
394 . L ; 394 : - Daihatsu
201 : ; . 201 : L FSO
289 : 001 -.001 288 . -1%  Ferrari
3.033 002 ‘ 002 3.035 - 3%  Fiat
24.690 005 015 -010 24.680 [ -15%  Ford
1.397 - 002 -.002 1.395 - -3%  Honda
033 . ’ ! 033 : y Hyundai
- 075 A h : 075 : ; Isuzu
( 981 001 003 -002 979 . 3%  Jaguar/Daimler
359 : . " 359 . . Lada
140 - : : 140 I 1 Lancia
1.295 ¢ 001 -.001 1.294 . -1%  Land Rover/Range Rover
110 : : . 110 . 3 Lotus
1.187 = 002 -.002 1.185 ; 3%  Mazda
1.904 001 007 -.006 1.898 : 9%  Mercedes
525 001 . 001 526 : 1% Mitsubishi
147 : . . 147 ; - Morgan
5.624 2001 002 -001 5.623 - -1%  Nissan
5311 003 005 -.002 5.309 ) 3%  Peugeot
395 ; 002 -.002 393 -1% -3%  Porsche
.017 . : : 017 . . Reliant
2.926 .001 002 -.001 2925 ; -1%  Renault
11.828 006 009 -003 11.825 ; 4% Rover
256 : : L 256 ; ; SEAT
879 . 001 -.001 878 : -1% Saab
159 : ; : 159 s ‘ Skoda
227 ; 001 -.001 226 : -1% Suzuki
1.471 - 002 -002 1.469 - -3% Toyota
( 15.200 004 010 -.006 15.194 : 9%  Vauxhall
5.709 002 007 -.005 5.704 . 7%  Volkswagen
3.406 001 007 -.006 3.400 : 9%  Volvo
090 - . 1 090 : - Yugo

1532 . 001 -001 1.531 . 1%  Other Vehicles




Summary table - simulated image changes on BMW

Original |Better crash protection +5 |Familles & kids +5 Quieter + 5 |Better for environment +5  |Flamboyant +5

Market |Better workmanship +4 Seats more people +5

Shares

% % % % % %

BMW 3.3
Brand growth +7 +6 +4 +3 +2
Source of share
Ford 24.7 -15 -18 A7 21 -15
Vauxhall 15.2 12 -10 13 17 -9
Rover 11.8 -7 -12 -7 -12
Volkswagen 5.7 -6 -6 -7 -8 -
Volvo 3.4 -8 -9 -10 -9
Audi 1.6 -4 -3 -3 -2 -4
Mercedes 1.9 -15 -7 -9 -5 -9
Jaguar / Daimler 1.0 -2 -2 -2 -1

Summary shares 3 / 12/9/94
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"Mind shares" - Shares of intention to purchase
Potential target brands, from which BMW could gain share

Total samEIe BMW intenders w non-intenders
Total "Primaries”  Marginals
[100%) [29%] [4%] [25%] [71%)]
BMW 33 11.5 43.3 7.1 0.0
Ford 24.7 18.5 9.6 19.8 27.2
Vauxhall 15.2 12.5 53 13.5 16.3
Rover 11.8 10.2 4.3 11.0 12.5
Volkswagen 5.7 6.3 54 6.4 5.5
Peugeot 33 58 4.0 6.0 5.1
Volvo 34 4.4 2.5 4.6 3.0
Nissan 5.6 39 0.6 43 6.3
Mercedes 19 3.5 59 3.2 1.3
Renault 29 29 1.4 3.1 29
Citroen S 2.6 1.4 28 2.5
Toyota 195 23 1.2 2.5 1.1
Fiat 3.0 1.7 0.2 1.9 3.6
Audi 1.5 2.1 39 1.9 1.3
Honda 1.4 1.6 1.9 1.5 1.3
Jaguar/Daimler 1.0 1.4 Zi 13 0.8
Mazda 1.2 1.2 1.0 1.2 1.2
Saab 0.9 0.9 1.9 0.8 0.9
Land Rover/Range Rover 1.3 0.8 0.8 0.8 1.5
Porsche 0.4 0.6 L2 0.5 0.3
Other Vehicles 5.5 5.5 2.2 6.0 5.4

Sorted according to mind shares of the Marginal group
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"Mind shares" - Shares of intention to purchase
Potential target brands, from which BMW could gain share
Total sample L BMW intenders BMW non-intenders
Total "Primaries”  Marginals

[100%] [29%] [4%] [25%] [71%]
BMW 33 11.5 43.3 7.1 0.0
British makes
Ford 24.7 18.5 9.6 19.8 272
Vauxhall 15.2 12.5 33 13.5 16.3
Rover 11.8 10.2 4.3 11.0 12.5
Jaguar/Daimler 1.0 1.4 2.1 1.3 0.8
Land Rover/Range Rover 1.3 0.8 0.8 0.8 1.5
German makes
Volkswagen 5.7 6.3 54 6.4 55
Mercedes 1.9 3.5 5.9 3.2 1.3
Audi 1.5 2.1 3.9 1.9 1.3
Porsche 0.4 0.6 1.2 0.5 0.3
Other European
Peugeot 53 5.8 4.0 6.0 5.1
Volvo 34 44 2.5 4.6 3.0
Renault 29 29 14 3.1 29
Citroen 25 2.6 1.4 2.8 25
Fiat 3.0 1.7 0.2 1.9 3.6
Saab 0.9 0.9 1.9 0.8 0.9
Japanese
Nissan 5.6 3.9 0.6 43 6.3
Toyota 1.5 2.3 12 2.5 1.1
Honda 14 1.6 1.9 1.5 1.3
Mazda 1.2 1.2 1.0 1.2 1.2




BMW summary

Target group definition, positioning strategy

Prime target group
e Defined in terms of product/image criteria relevant for

brand choice, plus statistical description (passives).
e Target group size/characteristics can be tracked over time.

3)

4)

"Crash protection”, "better workmanship" (potential = ca. + 7% share)
"Quieter inside" "luxurious interior” (potential = ca +4% share)
"Flamboyant/showy" (potential = ca +2% share)

"Families with kids", "seats more people" (potential + ca +6% share), and
"better for environment” (potential = ca + 3% share) are interesting, but
involve the risk of cannibalisation on Rover.

Other criteria are potentially less effective in increasing BMW share.

Main sources of business (ie. of growth)

Major UK brands:
Ford, Vauxhall; also Rover for "families/seats more" 35% - 50%

German brands:
Audi, Volkswagen; Mercedes notably for "Crash protection”  20% - 25%
NB: German brands (& Ford) are particularly affected
'by "Flamboyant"

Descriptive statistics

Demographics

Brands currently owned

Buying own car, choosing company car
Car usage patterns

Etc.

SEGMENTN.XLS / 9/12/94
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CSD “IT-buyers” segmentation
Marketing objective

« ldentify the prime target groups in the markets of

current/potential customers for CSD’s product families
and services

* Propose leverage points for optimising Digital
positioning

— Based upon a quantified understanding of customer

needs, perceptions, buying preferences and behaviour
vis-a-vis the relevant IT vendors and their products.

« Recommendations on channels and communication

« Support for focussed resource allocation aimed at
optimising market share in selected product areas

CSD Business Strategy Group pres.ppt (V1.0) / 12./12/94 / Page 2
dlilaliltall s s S ——

December 1994
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Deliverables (1)

« For each product area (across all countries),
each country and overall/non-IT professionals:

. — Description of “needs”- based segments of
IT buyers.

* Extensive statistical qualification of segments.
$-sizing and growth estimates.

* Needs defined in terms of how an “ideal” product
is viewed, its most important characteristics

---> What IT-buyer segments are out there,
from which we could choose?

CSD Business Strategy Group bag_pres.ppt (V1.0) / 1212/94 / Page 22
diilaliltiall DTS ™
1994




Deliverables (2)

« For each product area (across all countries),
each country and overall/non-IT professionals :

. — Market model for scenario evaluations

* |ldentification of the product, service, corporate or

emotional attributes with highest potential to attract

uture customers to Diqital

* Estimated potential share increase

* Identification of the prime “marginals” customer
target group in terms of relative size and statistical

“tags”.

---> Which are the customers we have a real
chance of winning? What is their potential?
What could trigger their moving to Digital?

CED Susiunen Shwiey Srovp es.ppt (V1.0) / 12/12/94 / 23
Eﬂgnan Digital Internal Use Only bsg_pres.ppt (V1.0) Page
December 1994
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Deliverables (3)

« For each product area (across all countries),
each country and overall:

- — Access to model for evaluation of impact on Digital
of possible competitive moves.

— Indication of possible emerging areas which are
relevant in terms of “needs”, but not yet exploited.

— The option to evaluate ‘new ideas” (product or
services concepts, channel strategies or
advertising) on the market models before
committing significant development funds*®

CSD Business Siralegy Group bsg_pres.ppt (V1.0) / 12/12/94 | Page 24
dilgliltlall BT ™




Coverage - countries, buyers,
product area

USA, UK, France, Germany (ca. 55% FY94 NOR)

IT purchases are rarely decided by one individual; usually
several, plus committees (varying degrees of importance
attached to cost, technical adequacy and the vendor)

Sample of target group buyers will include:
— Senior/middle non IT specialists (MD, FD, Dept Manager)

— I/S technical people (IT Manager, Systems Manager,
PC (?LAN) Manager)

— Professional end-users (architect, graphist, scientist)

— Large(ABU-type)/medium/small companies, across industries
(ex. govt, home)

VARs/ISVs to be included as separate sub-group
Product areas to be confirmed by the research itself.

CSD Business Strategy Group bsa pres.ppt (V1.0) / 12/12/94 | Page 6
Digital Internal Use Only a_pres.ppt (V1.0) -

December 1994




CSD

Bus. groups
& segments

/N

Bus. groups
& segments

PM&D involvement

Detail level

Bus. groups
& segments

——

bsg_pres.ppt (V1.0) / 12/12/84 / Page 30
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PM&D involvement

Project Stage Timing Activity (with PM&D nominees) Besponsible Location
Date (approx)
Preamble W-1 Project explanation, discuss PM us Mid Nov ‘94
] product areas and likely
; specific (tech.) attributes
Phase 1 (qualitative) W47 Review of attributes and product PM us Mid Jan ‘95
areas highlighted in qualitative
research; any additions?
Phase 2 (quantitative) W+15 Attribute selection TRB/PM us Mid Mar ‘95
Phase 3 (Presentation) W+28 Presentation TRB/PM us Mid June ‘95
Eollow-on Integration into PM&D processes Ongoing

| SO RNSINS Oirway S bsg_pres.ppt (V1.0) / 12J12/94 / Page 29
ﬂﬂﬂﬂan Dighal Internal Use Only

December 1994
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Objective of “choice modelling™

— Explain the relationship between perceived attributes
and the buying preferences for all vendors/products
known to the the buyer in a given area

* Attribute battery must cover all criteria relevant for
product line / vendor choice (rational and
emotional)

* Relative importance of attributes in generating
buying preference must be derived mathematically

* Each buyer analysed individually (dissaggregated)
* Focus of analysis on the “marginal” buyer

CSD Business Strategy Group : V1.0) / 12.12/84 | 12
dlilgli|tlall T i s

December 1994




RIBE choice model - calculating importan

Introduction
- The aim of the model is to understand the statistical relationship between
(a) image perceptions of all known products/brands/services in a given usage area,

(b) preferences for those products,
so as to identify which attributes are most driving buyers’ choices of products.

- Measured product image ratings alone cannot validly explain preferences, since this would
assume equal importance for each image attribute in product choice. The ratings must first
be weighted by their individual importance, and this for each respondent individually
(disaggregated basis). Thus effectively a model is effectively built for each respondent, and
the overall model for that particular usage area is made up of the sum of the individuals’

weighted data.

- In order to calculate the image attribute importances in a given usage area, three measures
are needed for all known products:

—_—
- ™ E

......._.___
D ot

lrr ¥ 2
iz

s 7

Image ratings for each product
¢ Image rating for the “ideal” product
¢ Buying intentions for each product

Additionally the image attribute battery needs to be statistically optimised to ensure that it
explains at least 90% of measured buying preferences. This normally requires prior
qualitative and then quantified attribute development research

- The importance weights are then calculated for each respondent as follows:

Chart 1

The “ideal” product is positioned in multi-dimensional space against all attributes. The
chart only shows two attributes, as an example.

Chart 2

The distance of each product from the “ideal™ is calculated in multi-dimensional space
across all attributes; again, two have been exemplified in the chart.

Chart 3

Here the Chart 2 unweighted product image positioning points are labelled with
hypothetical preference scores, to show that a product’s distance from the “ideal” across
all attributes does not match directly its preference level. “B” should be closest to the
“ideal” since it has the highest preference score, but based on the raw image ratings “E”
(with the fourth highest preference) is maps closest.

Chart 4

On the hypothesis that all attributes may not be equally important to explain this
respondent’s preferences, using an iterative process weights (representing importances) are
attached to each attribute until a solution is found whereby the euclidean distance of each
product from the “ideal” correlates (r2 = > (.9) with its respective level of preference.

For subsequent simulation purposes (modelling) it is these individual importance weights

P. March Digital confidential seg_proj/spexplan.doc
CSD - Business Strategy Group Page | 2211194




which are used. The overall importance weights presented to users are in fact the
aggregate of these individual values.

Chart 5

Shows how “marginal” buyers (and hence target group) respondents can be identified. The
horizontal axis shows the euclidean distance from the “ideal” of all products within the
perceptual product space of the individual, based on all the sum of all weighted image
attributes. The product positions on this axis total 100%, and in aggregate (assuming a
representative sample) would virtually equate to user (site) share. The vertical axis shows
preference levels. The “S” curve is the response function; it is calculated taking into
account the individual measured preferences for the products, and their euclidean distance
from the “ideal” within that individual’s perceptual product space.

Thus for this particular individual the *B" product which is closest to his “ideal” also has
the highest preference. More interestingly, one notes that improving his image perceptions
of products “C”, *“A” (and to a lesser extent “E”") would give a proportionally greater
increase in preference for those products than would result from a similar image
improvement for products “D" and “F". This particular respondent is “marginal” on “C”
and “A", less so on “E", and not at all on “D" and “F”. Across a representative sample one
could thus see who is “marginal” for instance on Digital, thus defining our key target group
(via passive variables); the model will then indicate on which image attributes
improvements are most likely to result in higher preferences.

This SCRIBE technique thus allows us to size and describe the prime target group, and
define the copy strategy necessary to persuade them to view Digital as closer/closest to
their ideal in the particular usage area. It also helps ensure we do not invest in trying to
reach individuals who are for Digital effectively “‘non-users” and likely to remain so.

Charts 6 & 7

Summarise the SCRIBE model building and image scenario simulation procedures.

P. March Digital confidential seg_projispexplan.doc
CSD - Business Strategy Group Page 2 22/11/94
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The “SCRIBE” choice model.
“Ideal” product positioning

SPEED

A

The positioning of the “ideal” product/vendor is calculated against all

factors and attributes, although only “speed” and ‘expensive” are shown

CSD Business Slﬂw GMP in V1.0) | 21/10/94 / 24
djilglift/all Dighn itrnal Use ony B e 1

Oclober 1994
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@ P @
Positioning of all vendors
vs the “ideal” vendor

SPEED

[ aen

® ®
< »  EXPENSIVE

®

®

The distance of each vendor from the “ideal” is calculated for all

combinations of factors/attributes

CSD Business Strategy Group tnproj.ppt (V1.0) / 21/10/94 / Page 25
Digital internal Use Only g

October 1994




Preferences between the vendors

SPEED

A

@

No relationship between preferences and distance from the “ideal” ! But the scales used for the plot are

identical, thus assuming both attributes are equally important for the explanation of buying intentions.

CSD Business Strategy Group t(V1.0) / 21/10/04 / P 26
TGl TETET e
October 1994




Hypothesis: Attributes may not be equally
important for explaining preferences

SPEED

RS

€=

E=4

©=5)
(F=6)

» EXPENSIVE

()

Separately for each respondent, the model calculates what level of importance the attributes must have, for

the distance of each vendor to the “ideal” to correlate (r 2 = > 0.9) with its respective level of buying intention.

The model has thus calculated the importance of the attributes for generating preference.

SO Duslosts Suaagy. Gretg inproj.ppt (V1.0) / 21/10/94 / Page 27
Eﬂﬂanan Digital Internal Use Only sgtnproj.ppt (V1.0) ag
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The “marginal” buyer

This buyer is “marginal”
: for the vendors C, A and E
WA /
]
Q
o
e
2
2
o
A i i ived @
. o ” ncreasing perceive
Yendors: “lIdeal B kc A - J o ¢ distance ?rc‘:)m “ideal”

Improving buyers’ perceptions of a vendor brings it closer to the “Ildeal”, and increases buying intentions.

This buyer is “marginal” for vendors C, A and E. An improvement in his/her perceptions of vendors C, A & E
brings a proportionally greater increase in buying intentions for them than would be the case for vendors D or F.

CSD Business Strategy Group ;
Eﬂﬂnn Digital Internal Use Only sgtinproj.ppt (V1.0) / 21/10/94 / Page 28
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summary: Model building ...

Survey measurements odel calculatio

Vendor Ideal vendor
perceptions perceptions

IMPORTANCES of perceived |
» (vendor attributes in generating
buying intentions *

Buying intentions
(“Mind shares” 2 Market shares) /§

SO Susen Bevtogy voup tn t (V1.0) / 21/10/94 / Page 29
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... Market scenarios simulation”

User simulation latio

MODIFIED :
vendor Ideal vendor
perceptions | perceptions
(simulation)

Recalculated BUYING INTENTIONS

P | based on modified vendor attributes
(Market share estimates)

Importances
of vendor
attributes

CSD Business Strategy Group ;
Engﬂan Digital internal Use Only sginproj.ppt (V1.0) / 21/10/84 / Page 30

October 1994
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Contribution of RIBE choice m Is and associated research techni
vertising develo nt an ing.

Background

As has been described above, the segmentation project has as its main goals the following:
- Identification of segments of like-minded IT customers with similar business/IT needs, within defined

computing areas for broad targeting purposes.

- Within computing areas to identify the core target segments of current and “marginal” (ie. high potential)
customers for Digital products and services, based upon their objective and subjective perceptions of
Digital and competitors’ product families / corporate images.

Using this choice modelling process the objective will be to achieve an understanding of the relationship
between product/vendor perceptions and brand choice, so as to identify those product/service/vendor
characteristics offering the greatest leverage to convert Digital “marginals” into actual customers, whilst
still retaining the current franchise.

- Business scenario testing - simulation on the market models of the potential share impact on Digital and
competitors of changes in customers’ perceptions of our products which we may wish to achieve; also
effects on Digital of possible competitive moves.

- Aresearch system which relates to the market models for the evaluation of “new ideas” (product concepts,
advertising), with results in terms of image shift, share changes, etc.

IBE m

A SCRIBE model is essentially based upon a matrix of measured rational/emotional/ relationship perceptions
(attributes), ideals and buying intentions with regard to known products/vendors within a defined product
area, Building such models for a given product area involves: (a) the development of a complete and
statistically optimised attribute battery; (b) quantitative representative survey to measure products/vendors and
ideals against the attribute battery, and also preferences; (c) based on these measures the calculation of
attribute importances in generating product/vendor preferences. Given that the measured product/vendor
preferences will be sufficiently close to actual shares for practical planning purposes, the SCRIBE model is in
effect relating product/vendor image perceptions to market shares. It thus becomes possible to indicate which
attributes are the “hot buttons™ for leveraging Digital’s share, via simulation to evaluate what share increase
can be expected for given degrees of image shift on these attributes and from what products/vendors this extra
share would be taken. Concurrent and also competitive moves can be simulated likewise,

The data in SCRIBE models will furthermore permit the identification of current users of a given product,
giving valuable insight into their degree of loyalty, but even more interestingly highlights the “marginals”,
those potential buyers not currently choosing Digital but who are most amenable to a move (0 our products.
Understanding how to reach such individuals through the “hot button™ attributes, and their comparative size
in the marketplace permits optimal product and communication planning.

t efinition an vertisin i si RIBE m

1. Copy strategy

On the premise that SCRIBE models are built using rational and emotional attributes relevant and fully
explicative for any given product area, where the survey respondents properly represent buyers/co-deciders
and assuming that the marketing objective was the enhancement of the Digital product’s current positioning,
the “hot button™ attributes are in fact those which form the basis for defining the key communication
objectives of the copy strategy. It should be noted here that we are not only referring to rational attributes
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directly related to the product field, but additionally to emotional and relationship criteria which, although
only rarely taken into account in research can be extremely important in the choice of vendors. One would
then want to look at other attributes with perhaps lower leverage and less power to discriminate between
products/vendors, but which are nonetheless important - image “slippage” can be highly damaging. And there
will be other potential concerns - possible cannibalisation of the Digital product on other Digital products,
likely competitive moves, etc. - which can and should be taken into account using the SCRIBE's simulation
facilities.

Hence SCRIBE is designed to indicate copy strategy (ie. the key communication criteria) for optimizing
product/vendor market postioning and share, There are however some caveats:

- SCRIBE can help set copy strategy, but not executional treatment. It indicates the image areas the
advertising should address and the degree of image shift required, but it cannot address problems of
creative style, colours, text, etc. Other more ad hoc research tools are of course available to deal with such

ISSues,

- Strategic planners must carefully consider to what extent it is actually possible to achieve image shifts
which SCRIBE indicates as being necessary to obtain the targeted share gain.

- The timing and investment necessary 1o achieve image shifts in the real world must also be considered.
SCRIBE assumes comparable share of voice vs leading advertisers, and normally also 100% media reach
(different levels can be simulated).

2. Advertising lesting

The SCRIBE research suite includes an advertising pretesting module “APPRAISE" which is normally used
once a SCRIBE choice model has been developed for the product area in question. APPRAISE is primarily for
evaluating advertising concepts/executions, but also for looking at new product ideas, before engaging often
heavy development costs.

What sets APPRAISE apart from classical advertising pretesting techniques is that after exposing a small
sample of respondents to the advertising/ad. concept, it measures their perceptions of all relevant
products/vendors rather than just those for the advertised product. Since APPRAISE uses the same attribute
battery and preference measures as in the SCRIBE model for that product area, it is not only possible to see
precisely what image shifts have been achieved by the advertisement, but also what share changes in the
product area the ad. may be expected to produce and which products/vendors would gain or lose how much
share.

The research technique involves indirectly exposing a small sample (ca 80-100N) of buyers/co-deciders,
representative for the product area in question (and matched to the structure of the SCRIBE model sample for
that product area), to the advertisement. Respondents then complete the same interview as for the SCRIBE
survey (500N +). The APPRAISE data is then projected up onto the model using data fusion techniques
(matching by ideals, importances and demographics). Results take the form of the image shift achieved by the
ad., and the resultant projected share changes.

APPRAISE thus allows the vendor to understand how a proposed advertisement will impact perceptions of the
product - have the “hot buttons” been pushed, and have any other image changes been effected - desirable or
otherwise ? What is the likely share outcome ?

What APPRAISE will not do is to explain why a given advertising executional style is not achieving a desired
image shift. If this is required, some additional small-scale qualitative research is usually sufficient.
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Servers
Good performance

- CPU performance

- 1O parformance

- Interactive response times (actual workioad)
- Computational power

- MTBF

- Network throughput

- Server disk access time

- Multiprocessing

- Multiple 1/O channals

- Basad on B4bit architecture

- Parformance monitoring tools

High availabily / reliability
- Across the total solution (HW. SW - OShools/apps)
- Mirrored drives
- RAID arrays
- ECC mamorry
- Redundant components
- Hot swappable components
- Automated server lalover
« On-board diagnostics

Quhar techaical
Disk space availability

\ Clustenng capability
Scalability
Flaxitity
System management (ools
System secunty
Multi-vendor interoperability
Mainirame connectivity
Compatible with @xisting systems
Robust UNIX operating envifonment
3rd party apps. avallable
Availability ol middieware
Propnetary standards comphance

Bange of options within same @amily

- System parformance levels

- Consistent user interfaces

. SW comparible across systems

- Common networking / communication
- Consistant upgrade stralegy

- Consistan| sarvice offerings

Loovenience
Ease of use
\ Ease of sel-up/installation
Ease ol access 1o components
Ease of upgrading 10 future technologies

Qoo sAnJaas

- Operating environment

- Bus

- Storage optons

. Load / back-up media

- Us@ of industry-standard componenis (PCI. SCSI. SIMMS)
- Networks / comms

- Usar intariace

- DB, apps

- industry standards compliance

Low costof owneshig

- Prica/performance

- Prica-point

- System

- SW (OSnools/apps)

- Service (HWISW)

- System/network management. operations

Servers (cont)

Other non-lechaical
On-sile maintenance options
Extendaed warranty oplions
Best value lor my needs
Many otnhers will buy system

QS's

Overall guality
Raliability dependability
Performance

Quality of code
Robusiness

Primary computer vendor offers system Scalability

Long expected sysiem lietime

Workstations (exiras)
Product throughput performance
Availability haw & s/w configs.
Application avajabilty

Graphics parformance

BC's

Price/cost

Initial buying prce
Operaiing cost
Tachnical

Memory managament
High availability features
Interoperability

- Over lifa of solution (installation, operation, upgrades, repail Conforms to indusiry standards
Upgradability motherboard/procassor

Securnity

Technical documeantalion
Network compatibility
Multi-meadia compatibility
HAW & S/W conligs meet needs
Diher

On-site warranty

Ease of sel-up

Ease ol use

Extended warranty

Quality of finish

Product design/ergonomics

r}y ;n."‘d.-‘-j&",

. Investment protection (trade-in, upgrade, SW migr.. compat

Heterogeneous network management capability
Non-propnetary

LCompletengss

System security

C2 security level complaint

Network-wide sysiem managemaent/agmin
Recovery from failure

File system robustnass

Clustering capabilities

Storage/media management
Proguction system capabilies

Real time fealures
Mulliprocessing-enhanced parformance
Multitasking

High-lavel OLTP environment

High TCP-IP performance

Lhilives

Massaging systems

Fila ransler sarvices

Distributed dalabases

Lser envionment lealures

GUI

Integrated systems management tools
Richness of leatures
Businessaechoical S

Ofi-the-shell bus Jcomm. appl. sw
Oft-the-shell ang /sc1 appl siw

3rd pany s availabdty

Vertical and horizontal apps. available
S/W versions avadable for all geographies

SM mw tools

3rd panty CASE tools availability

D8 wois

Database management s/w

High level languages

Object oriented languages

Ext@nsiva object-onanted class library
Distributed computing tools

Cliant-server development tools
Heterogenaeous developmant environment
Easg of suppor. poce

Requires minimum on-sie expenise

Ease of s installaton

0S vendor's siw supporn

0OS pnce-point

Qoenness

Can run on multiple hw arch
Growth/migration potential

Portabdity ol apps

Xiopen portability

Spec 1170 compliant

Open C/S app. dov tools

Open C/S app idata distnbution toois
HW standards support (PCI SCSI, SIMM, Ethemet)
S/W standards suppon (XOpen, XPG3/4, DEC.TCP- 1P)

Mulhplo character sets porrnmm ruomallmal document
exchange

Documentation

Training cos!s

Anributes worksheet V3
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HNetwork O'S
Network hw. s/ supporn capabilities
Integrated natwork system management tools

Aulomated syslemsmeiwork operalons suppon
Distnbuted applications parformance managemant
Suppons performance simuiation

Legacy environment intaroperability
Mailimessaging/queusing in haleroganeous env.
Supports directory services

Suppons naming services

Suppons UNIX and PC's

Use of object-onianted technologies

Standards compliance (DCE. SCL. CORBA)
Ease of instailation

Ease of use

Local language suppon

Middleware

Seamless integration of cusiomer data/apps

Apps available on heterogeneous systems

Deskiop productivity whilst maintaining security

of enterpnse computing environment/data

Availability management

Security management

System administration

Rsliable TP integration with customar DB's

High credibility in data-access
. High credibity in data integration

High cr y in object technologias

High credibility in DCE

High crodibility in deskiop intagration with

heteroganeous environments

inlegraled eyerss-3 products

byerea-+34 products inferoparability

Legacy products interoperability

PC standards compliance

Services
Planning/dasign senvices
Instaliation suppon
Distributioninstallanon of sw
Performance management
Availabilty management
Security management
System administration
Software management
Network managemant
Multivendor mainlenance
Suppon staf! training
End-user training

Suppon calls

Fair fea-structures

Offers service warranties

Vendor's channels (policy)

Products widely available (++ channels)

Good partner relationships
Clear massages 10 partners

Friendly

Authoritative

Expenenced

Oflers independant advice

Openness ol siralegy/plans

Meets deadlines

No unexpected costs

Broad offering (to kmit number ol suppliers)
Rapudly addresses néw lechnology needs
Rapid responsae 10 @volving cusiomar needs
Customer/end-user locussed

Understands my businass

Easy company 10 do business with
Provides practical solutions

Respects commitments

Easy 10 purchase thair products thro' channel Enthusiastic sales reps

Have trustwonhy channels
- and other “image criena”
ElC 44+

Personnel turnover 100 high

Satisfactory invoiang administration

Simple sofware licansing

Interasted in long-term relationships

High value of products/services 10 cusiomer's business
Giobal knowleageicapabilities

Prcaiperiormance leadership

Expenswve

Easy-10-use producis

Hardware parformance

Aehable haroware

Software perlormance

Rehable software

Standard software intertaces

Continuous new product oflarings

Eflective mullivendor systems inleroperability

Provides effective 3rd party solutions

Leverages outside 1echnology
Industry-standard warranty
Good systems maintenance
Muli-vendor systems maintenance capability
Sirong prolessional services

Offers good lraining services

Supports industry standards

Has clear business strategy/plans

It is our policy 10 work with this company

J 7 r I‘,.
! Sarien / EC T TPy (/aﬁrfr/ / 3

through par ips
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Jeale sxciiement abOUL L
- Internal product positioning
- Long-term mkig stralegy

- Technology strategy

- Simpie statemeants

JERIe COMDPEIIVE

- ldentity, deliver, announce compelitive advantages

- Joint mkig progs with 3rd panies

- High visibility campaigns

Llear markaling SI/AIEQY

- By venical/horizonal market

- By type of application (technology/TG's/migr. strategy)

Lurren Dusingss QrACUCES

- Discounts warranty Arade in of up/upgrades/leasing/SW licensin

prices 1o siom margins Ior m

- petitive discounts/allowances/TA Cs/licensing
Supgon iow implemenialion COsis

- Development/deployment/mainienance

Handie orgers

- Quote for orders , close. schedula, delivar on time
Lommit to and achieve oroduct inancial goals

- Cost

- Market goal (% share. profitability, @tc )

- Development costs (pncing. product assumplions,

- Ship all system/solution components
- Announcament timing
- Evaluate and discuss schedule nsks

Allributes worksheel V3
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Heavy equipment / machinery
Printing/publishing
Defence

Consulting / professional
Pharaceutical / medical
Telecommunications
Food / agrculture
Education

Research

Consumer / retail goods
Hospitality

Primary function(s) of dept. Primary computing applications
(used/would like)
Finance/administration Office automation
Marketing/sales Accounting / administration
Customer service Payroll
Manufacturing Employee record management
Engineering Plant / manufacturing management
Purchasing Factory automation / CIM
MIS/EDP Experiment / process control
Datacom/telecoms Production / inventory management
S/W development Distribution / warehouse management
Education/training Order / transaction processing
Research Securities / currency trading
Consulting Banking
Personnel / HR Reservation systems
Claims processing

Primary end-product / service Sales & marketing
Automotive Customer servicing
Aerospace Mathematical / statistical analysis
Engineering Systems simulation
Financial services Al / expert systems
Chemical/petroleum Electronic design / analysis
Insurance Mechanical design / analysis
Electronics Business / financial analysis
Transportation Project management
Computer S/W Graphic simulation / animation
Computers / peripherals Image processing / enhancement
Computer distributor/OEM Electronic publishing
Utility Education / training
Architechture/construction Systems s/w development

Applications s/w development
Computer system / network managment
Database access / retrieval

Telecoms / datacoms

Prod. areas / SEGMENTN.XLS / 6/1/95




Possible "

JTypes of equipment

= High performance scientific
= Engineering WS

- Enterprise/TP servers

- DB/ Appl. servers

- File & print servers

= Desktop PC

- Mobile PC

=~ High end server
- Low end server
- Workstations

- PCs

- PC's

- Low-end workstations (RISC)
- Low-end workstations (Intel)
- High-end workstations

- Low-end servers (RISC)

- Low-end servers (Intel)

- Dept/enterprise servers

Types of computer usage

Admini 2
- Office automation

~ Accounting / administration

- Payroll

- Employee record management

Production
- Plant / manufacturing management

- Factory automation / CIM
- Experiment / process control
- Production / inventory management

Commercial

- Order / transaction processing
- Securities / currency trading

- Banking

- Reservation systems

- Claims processing

- Sales & marketing

- Customer servicing

Technical / professional

- Electronic design / analysis

- Mechanical design / analysis

- Systems simulation

- Al/ expert systems

- Mathematical / statistical analysis
- Business/ financial analysis

- Project management

Communication

- Image processing / enhancement
- Electronic publishing

- Education / training

- Graphic simulation / animation

- E-mail/fax/Internet

[T management & development

- Systems s/w development

- Applications s/w development

- Computer system / network managment
- Telecoms / datacoms

Other(s)
Business process automation

Workflow automation
Groupware

Data warehousing

E-mail

Customer access 1o online data
End-to-end BPA

Commercial/electronic commerce

Order / transaction processing
Securities / currency trading
Banking

Reservation systems

Claims processing

Sales & marketing

Customer servicing

EDI

On-line info (eg Dow jones)

[T_management & development

Systems s/w development
Applications s/w development
Computer system / network managm
Telecoms / datacoms

Clienvserver SW development

Administration

Office automation

Accounting / administration
Payroll
Employee record management

Plant / manufacturing management
Factory automation / CIM
Experiment / process control
Production / inventory management

Personal/managerial

Mobile and/or remote access

Telecomputing
Decision support

Technical / professional

Electronic design / analysis
Mechanical design / analysis
Systems simulation

Al / expert systems

Mathematical / statistical analysis
Business / financial analysis
Project management
Visualization (VR)

eg "smart” buildings

Prod. areas / SEGMENTN.XLS / 6/1/85




LL} r "

- < 10K A
- 10-50K

- 50-100K

- 100-500K

- 500K-2M

- >2M '*.T"' ("{C'

Annual revenues / funding

of company / institution
- <5M

- 5-10M

- 10-20M
20-50M
- 50M-1B
- >1B

Function(s) of respondent
- CEO

- CFO

- Dept. Head

- IT Director/Manager

- Staft

- Consultant

- Systems manager

- Engineer

- Researcher

- Systems analyst

- Systems programmer

- S/W developer

- Computer operations

- Other MIS/EDP professional
- Other

70+

Ll

- Agriculture, mining, construction

- Manufacturing

- Transportation, communication, utilities
- Wholesale, retail

- Banking, investment, insurance

- Services (bus./prof./edp)

Geography
- USA

- France

- Germany
- UK

Role in buying decision

- Solely responsible for decision

- Make final decision based on recommendations
- Leader of group responsible for decision

- Member of group responsible for decision

- Make recommendation, not final decision

- Provide technical davice

- Do not participate in purchase decisions

Current situation in buying cycle (by product area)
Channels used/preferred

= Direct from vendor
- VAR/ISV

- Distributor

- Mass-merchandiser

(s Gfafiikiations inliiis oiiatrwitas fardern tis
(middleware)

-3
Processor preferences (RISC/Intel) ,
| Technology adoption style
- Early adopter/early majority/late majority/laggard
Contralised/d \ralised
c ituati

- Mature/stagnant

- Turnaround

- Rapid growth

- Rapid industry evolution underway

Prod. areas / SEGMENTN.XLS / 6/1/95
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Product line lists (Page 1)
Digital HP IBM Silicon Graphics
(all) (all) (alf) (all)
Workstations
DEC 3000-300LX VMS HP 8000-712 Unix HP-UX |RS 6000-20 Unix AIX  |Indy PC g I el
DEC 3000-300LX Unix OSF/1 |HP 9000 715/64 Unix HP-UX |RS 6000-25T Unix AIX  |Indy SC/R4000 Unix IRIX
DEC AlphaStation 200 4/166 VMS HP Vectra 486/66 XM2 PC Windows  |ValuePoint 4682-LV1 PC Windows
DEC AlphaStation 200 4/166 Unix OSF/1 |HP Vectra 486/66 XM2 PC NT ValuePoint 4682-LV1 PC NT
DEC AlphaStation 200 4/166 NT HP Vectra 486/66 XM2 PC 0s2 ValuePoint 4682-LV1 PC OS2
DEC Celebris 466d2 PC Windows
DEC Celebris 466d2 PC NT
DEC Celebris 466d2 PC 08s2
DEC AlphaStation 3000-700 VMS HP 9000 715/100 Unix HP-UX | RS 6000-3AT Unix AIX  |Indigo 150 Unix IRIX
DEC AlphaStation 3000-700 Unix OSF/1 |HP 9000 735/125 Unix HP-UX |RS 6000-3BT Unix AIX
DEC AlphaStation 3000-700 NT PC 730 P90 Windows
DECpc XL 590 Windows PC 730 P90 NT
DECpc XL 590 NT PC 730 P90 0s2
DECpc XL 590 0s2
DEC AlphaStation 3000-900 VMS HP 9000 755 Unix HP-UX |RS 6000 59H Unix AIX  |Crimson Unix IRIX
DEC AlphaStation 3000-900 Unix OSF/1
DEC AlphaStation 3000-900 NT
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Sun SparcStation 20/514MP  Unix Solaris

- o
Product line lists (Page 2)
Sun Compaq Deil SNI
(all) (al) (all) (Germany)
Workstations

Sun Classic Unix SunOS |DeskPro XE4/66 M270 PC  Windows |Optiplex 466/MXe PC Windows |RW 320-360 Unix SINIX
Sun Classic Unix Solaris |DeskPro XE4/66 M270PC  NT Optiplex 466/MXe PC NT RW 320-340 Unix SINIX
Sun SparcStation 570 Unix SunOS |DeskPro XE4/66 M270 PC = OS2 Optiplex 466/MXe PC 082
Sun SparcStation 5/70 Unix Solaris
Sun SparcStation 5/85 Unix SunOS
Sun SparcStation 5/85 Unix Solaris
Sun SparcStation 20/61 Unix SunOQS Optiplex XL 590 PC Windows |RW 362 Unix SINIX
Sun SparcStation 20/61 Unix Solaris Optiplex XL 590 PC NT

Optiplex XL 580 PC 0s2
Sun SparcStation 20/612MP  Unix Solaris RW 460 Unix SINIX
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Product line lists (Page 2)
Sun Compagq Dell SNIL
(al) (al) (all) (Germany)
Workstations

Sun Classic Unix SunOS |DeskPro XE4/66 M270 PC Windows |Optiplex 466/MXe PC Windows |RW 320-360 Unix SINIX
Sun Classic Unix Solaris |DeskPro XE4/66 M270 PC NT Optiplex 466/MXe PC NT RW 320-340 Unix SINIX
Sun SparcStation 5/70 Unix SunOS |DeskPro XE4/66 M270 PC OS2 Optiplex 466/MXe PC 0s2
Sun SparcStation 5/70 Unix Solaris
Sun SparcStation 5/85 Unix SunOS
Sun SparcStation 5/85 Unix Solaris
Sun SparcStation 20/61 Unix SunOS Optiplex XL 590 PC Windows |RW 362 Unix SINIX
Sun SparcStation 20/61 Unix Solaris Optiplex XL 590 PC NT

Optiplex XL 590 PC 0s2
Sun SparcStation 20/612MP  Unix Solaris RW 460 Unix SINIX
Sun SparcStation 20/514MP  Unix Solaris
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Product line lists (Page 3)

Escom Highscreen (Vobis) Zenith ZDS Macintosh
(Germany) (Germany) (Germany) (France) (France)
Workstations
AV 530/532  Unix DG-UX
AV 410/412  Unix DG-UX
AV 500 Unix DG-UX
AV 550 Unix DG-UX
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Product line lists (Page 4)

Wor

Ofivetti
(UK)

AST
(UK)

Elonex
(UK)

(UK)
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Product line lists (Page 5)

‘_ Digital HP 1BM Silicon Graphics

Servers

“Workgroup~ |DEC AlphaServer 1000 4/200 VMsS HP 9000 E25 Unix HP-UX |RS 6000-250 Unix ALX
DEC AlphaServer 1000 4/200 Unix OSF/1 |HP 9000 E45 Unix HP-UX | RS 6000-390 Unix AIX
DEC AlphaServer 1000 4/200 NT HP 9000 E55 Unix HP-UX | AS400 Server 305-2411  0S400
DEC MicroVAX 3100-85 VMS HP Netserver 4/66 LF PC wiw PC server 466 wiw
DEC MicroVAX 3100-95 VMS HP Netserver 4/66 LF PC Netware PC server 466 Netware
DEC MicroVAX 4000-105A VMS HP Netserver 4/66 LF PC NT/server |PC server 466 NT/server
DEC Prioris XL 466 PC wiw HP Netserver 4/66 LF PC SCO-Unix |PC server 466 SCO-Unix
DEC Prioris XL 466 PC Netware HP Netserver 4/66 LF PC OS2/server |PC server 466 OS2/server
DEC Prioris XL 466 PC NT
DEC Prioris XL 466 PC SCO-Unix
DEC Prioris XL 466 PC 0s2

"Department”™ |DEC AlphaServer 2000 4/200 VMS HP 9000 G50 Unix HP-UX | RS 6000 58H Unix AIX
DEC AiphaServer 2000 4/200 Unix OSF/1 |HP 9000 HB0 Unix HP-UX |RS 6000 G30 Unix AIX
DEC AlphaServer 2000 4/200 NT HP 9000 H70 Unix HP-UX | RS 6000 590 Unix AIX
DEC AlphaServer 2100 4/200 VMS HP 9000 H170 Unix HP-UX |RS 6000 J30 Unix AIX
DEC AlphaServer 2100 4/200 Unix OSF/1 |HP Netserver 590 LM PC wiw RS 6000 59H Unix AIX
DEC AlphaServer 2100 4/200 NT HP Netserver 580 LM PC Netware AS400 Server 20S-2010 0OS400
DEC AlphaServer 2100 4/275 VMS HP Netserver 5/90 LM PC NT/server |AS400 Server 30S5-2412 0OS400
DEC AlphaServer 2100 4/275 Unix OSF/1 |HP Netserver 580 LM PC SCO-Unix |PS/2 Server 95 5/90 wiw
DEC AlphaServer 2100 4275 NT HP Netserver 580 LM PC OS2/server |PS/2 Server 95 590 Netware
DEC VAX 4000-505A VMS HP Netserver 590 LM2 (dual pr.) PC WIW PS/2 Server 95 5/90 NT/server
DEC VAX 4000-705A VMS HP Netserver 5/90 LM2 (dual pr) PC Netware PS72 Server 95 5/90 SCO-Unix
DEC Prions HX590 PC wWiw HP Netserver 590 LM2 (dual pr.) PC NT/server |PS/2 Server 95 5/90 OS2/server
DEC Prioris HX590 PC Netware HP Netserver 590 LM2 (dual pr.) PC  SCO-Unix
DEC Prioris HX590 PC NT/server |HP Netserver 580 LM2 (dual pr.) PC OS2/server
DEC Prioris HX590 PC SCO-Unix
DEC Prioris HX590 PC OS2/server
DEC Prioris HX520 (dual pr.) PC WIW
DEC Prioris HX580 (dual pr.) PC Netware
DEC Prioris HX590 (dual pr,) PC NT/server
DEC Prioris HX580 (dual pr.) PC SCO-Unix
DEC Prioris HX590 (dual pr.) PC OS2/server

~Enterprise~ |DEC AlphaServer 7000-700 VMS HP 9000 T500 Unix HP-UX | RS 6000 R24 clusters Unix AIX
DEC AlphaServer 7000-700 Unix OSF/1 RS 6000 R30 clusters Unix AIX
DEC VAX 7000-700 VMS

PCs DEC Venturis 433dx PC Windows |HP Vectra VL2 4/33dx2 PC Windows |IBM Aptiva 4/33dx2 PC~ Windows

r DEC Celebris 466d2 PC Windows |HP Vectra XM2 4/66dx2 PC Windows |IBM Value Point 4/66dx2 | Windows
DECpc XL 590 PC Windows |HP Vectra XP60 560 PC Windows [IBM 330 P90 PC Windows
DEC Prioris HX5/00 PC Windows HP Vectra XU6G0 5/60 PC Windows IBM 730 P54C/80 PC Windows
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Product line lists (Page 6)

Deil SN
Servers
“Workgroup® |Sun SparcServer 585 Unix Solaris |Prosignia 466 M1050 wiw RM 220-120 Unix SINIX
Sun SparcServer 20/61 Unix Solaris |Prosignia 466 M1050 Netware RM 220-125 Unix SINIX

Prosignia 466 M1050 NT RM 400-220 Unix SINIX
Prosignia 468 M1050 SCO-Unix RM 400-420 Unix SINIX
Prosignia 466 M1050 0s2 RM 400-430 Unix SINIX

“Depardment” [Sun SparcServer 20/612 Unix Solaris |Proliant 1000 5/60 Wiw Power-Edge XE2 590 (dual pr.) WIW RM 400-440 Unix SINIX

Sun SparcServer 1000E Unix Solaris |Proliant 1000 5/60 Netware  |Power-Edge XE2 5/90 (dual pr) Netware |RM 400-540 Unix SINIX
Proliant 1000 5/60 NT/server |Power-Edge XE2 5/90 (dual pr.) NT/server |RM 400-6XX Unix SINIX
Proliant 1000 560 SCO-Unix |Power-Edge XE2 5/90 (dual pr) SCO-Unix
Proliant 1000 560 OS2/server |Power-Edge XE2 590 (dual pr.) 0OS2/server |RM 600-220 Unix SINIX
Proliant 2000 5/60 (dual pr) WIW RM 600-230 Unix SINIX
Proliant 2000 5/60 (dual pr.) Netware RM 600-240 Unix SINIX
Proliant 2000 560 (dual pr.) NT/server
Proliant 2000 560 (dual pr.) SCO-Unix
Proliant 2000 5/60 (dual pr.) OS2/server
Candus

“Enterprise”  |Sun Sparcaei¥er 2000E Unix Solaris BS 2000 Unix SINIX

PCs Compaq Prolinea 4/33S PC  Windows |Dell Optiplex LE 4/66dx2 PC Windows |SNI DT 486dx2-33 PC  Windows
Compagq DeskPro XE4/66 PC Windows | Dell Optiplex LE 4/66dx2 PC Windows |SNI DT 486dx2-66 PC  Windows
Compaq DeskPro XL 5/90 PC Windows | Dell Optiplex L 560 PC Windows |[SNIDT 5/90 PC Windows
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Product line lists (Page 7)
. DataGeneral =~ |Escom |Zenith ZDS Macintosh
Servers
“Workgroup™ [AV 4605 Unix DG-UX
AV 4625 Unix DG-UX
“Department” |AV 5500 Unix DG-UX
AV B500 Unix DG-UX
“Enterprise”  [AV 9500 Unix DG-UX
PCs Escom DT 486dx-33 PC  Windows Highscreen 400 ZE-4/80dx2 PC Windows |Zenith Select 100 4/33Sc PC ~ Windows Mac LC MacOSs
Escom DT 486dx2-66 PC Windows |Highscreen 500 ZE-5/60 PC Windows |Zenith Station 500 4865h PC  Windows PowerMac 7100/60 MacOS
lEsoorn DS Pentium PC Windows |Highscreen 500 ZE-5/00 PC Windows |Zenith Station EX 540 PC Windows PowerMac 8100/100 MacOS
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Product line lists (Page 8)

Qlivett| AST Elonex Gateway

Servers

“Work =

D ument”

“Enterprise”

PCs Olivetti Modulo M4 4/50dx2 PC  Windows AST Bravo 4/66dx2 PC ~ Windows Elonex 450M 4/50dx2 PC  Windows Gateway 4/50dx2 PC ~ Windows
Olivetti M4 82 5/60 PC Windows AST Bravo MS PO PC  Windows Elonex 560M 560 PC Windows Gateway P5/60 PC Windows
Olivetti M6-640 5/90 PC Windows AST Premmia GX P/90 PC Windows Elonex 590M 5/20 PC Windows Gateway P5/90 PC Windows
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Consultan reemen

This AGREEMENT is made between Digital Equipment Corporation, its successors and its
subsidiaries worldwide (“DIGITAL™) and The Research Business Group, Holford Mews,
Cruikshank St., London WC1X 9HD, UK and its subsidiaries The Research Business, The
Research Business International, Focus-on-Research and Sandpiper International all at the
same address and its agents, servants, employees and subcontractors (collectively the
“CONSULTANT™) for the purpose of setting forth the exclusive terms and conditions by
which DIGITAL acquires the CONSULTANTs services on a temporary basis.

In consideration of the mutual obligations specified in this AGREEMENT, and any
compensation paid to the CONSULTANT for its services, the parties agree to the following:

A)Order

DIGITAL commissions the CONSULTANT to undertake a Market Segmentation and
Modelling project in four countries (USA, UK, France, Germany) in line with the
CONSULTANT's proposal No 4758 dated 7th October 1994 and the modification

No 4758R of 9th December 1994. Key elements of the programme as a whole, and terms
and conditions for its execution, are set out below:

| B

litativ rch

1.1 To provide an understanding of?:

The IT purchasing decision processes

Purchasers’ perceptions of IT product “groups/areas”, and key competitive
product families within them.

Product group and vendor image attributes for subsequent quantitative reduction.
Distribution channel perception attributes and criteria.

Evaluation of usable passive variables

1.2 Sample of 18N individual interviews per country (total 72N) among technical
(IT/Systems/PC-LAN Managers) and non-technical (senior/middle business managers
such as Managing/Financial Directors or professional end-users) buyers, working in
firms with large/medium/small IT user levels, covering PC’s, workstations, servers,
etc., as proposed.

1.3 Interviews to be conducted face-to-face in the vernacular by experienced IT
interviewers who are local nationals; interview length up to 60 minutes. Summary
analysis, report, listings in English and local language.

P. March
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2. Quantification/selection of product groups / attribute batteries

2.1 Based on quantified survey of target group (possibly with additional Digital inputs),
select attribute sets for product groups and overall vendor perceptions offering
maximum discrimination with minimum redundancy between vendors/product families.
Also check survey functionality of distribution channel attributes and passive variables.

2.2 Personal interviews (CAPI) with samples of 63N target group respondents per country
rating first key products within product groups familiar to them, then overall vendor
perceptions, product/vendor buying intentions, finally passive variables.

2.3 Whilst checking for significant country specificities, the analysis will in principle be
based upon the cross-country survey data by product groups, and overall for vendors.
Main analysis and attribute selection to take place on-line interactively with client
using Sandpiper Attribute Selection S/W Suite. Final output consists of report with
recommended product groups, attribute listings per product group and for overall
vendor evaluations (listings in English and local language), passive variables, attribute
dictionaries.

3. i ntitative surve

3.1 Final specification to depend on outcome of Stages 1+2. The objective will be to
provide the survey basis for producing “like-minded” (ie. similar * need” structures)
buyer segmentations, then interactive choice models (a) overall, (b) individually for
each country and (c) for up to 7 product groups across all countries, each “tagged”
with appropriate passive variable identifiers for subsequent marketing utilisation.

3.2 Personal interviews (CAPI) at the place of work with samples of 375N professional
and 63N non-professional target group respondents per country rating:
Within product groups:

- Attributes for products familiar to them

- Ideal product for each of their needs on all attributes

- Buying intentions for each product in the context of each of their needs
On overall basis:

- Attributes for vendors known to them, channels attributes

- Ideal vendor for each of their needs on all attributes

- Buying intentions for each vendor in the context of each of their needs
- Passive variables

P. March Digital confidential wdwdataltrbcontr.doc
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3.3 Deliverables

- Multivariate segmentations into “need state” groups, defined on the basis of
“ideal product” ratings and of attribute importances, tagged by passive variables
to allow detailed identification, sizing and subsequent “findability”. The premise
here is that it is the usage need which drives the purchase decision and hence
provides the best understanding of behaviour. Segmentations to be produced as
indicated under Para 3.1 above. Client preview to be foreseen prior to definitive
choice of the appropriate solution (ie. number of segments).

- 13 SCRIBE choice models to be built (for the time being also as per Para 3.1;
depending on results it may be decided to substitute “need state™ models for
certain of those listed). Each model analysed/reported as follows:

- Disaggregated calculation of importances.
- Mapping(s).

- Thermometer charts.

- Sensitivity analyses

- Evaluation of optimal image shifts and necessary image holds for Digital
products and for “Digital” as a corporate entity, with share implications.
Also for some key competitors.

- Brand user analysis for named Digital products, Digital and some key
competitors, with passive variable crosstabs.

- Loyalty index
- Stand-out analyses.

- Analyses in reponse to a limited number of specific marketing questions, to be
defined by Digital.

Models to be available on-line electronically to permit simulation work conducted
from various Digital sites (max. 5).

- Each model should .Vleld a mmm;ndmo_mw_mn&_chaﬂngls_uﬂ

pm_dum and (as appropnatc) fccdback on agrecd markcun g qucsuons
- Additional models and consultancy to be available on ad hoc basis.

-  Final presentation and final report including segmentation and model data
tabulations, marketing conclusions and recommendations.
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Stage

Phase 1 (W1 Kick-off meeting Qualitative phase (1) TRB/PM/ET London |1 day
W6 Presentation meeting / briefing Phase 2 TRB/PM/ET Geneva
w7 Review of findings with PM&D PMIPM&D Telecon

Phase2 |W8 Quantitative phase - Attribute Selection TRB
W14 Preview of results meeting with TRB PM/TRB London |1 day
w15 Attribute selection meeting with PM&D; | TRB/PM/PM&D USA 2 days

briefing Phase 3

Phase3 |WI6 Quantitative phase - Main Survey TRB
w27 Pre-presentation meeting with TRB PM/TRB London |1 day
w28 Presentation meeting TRB/PM/ET/PM&D | USA 1 day
W32 Final report TRB

NB: PM&D is the Digital-USA client for this study
4.2 Costs (UK pounds sterling)

UK France Germany | USA Total
95’029 82’739 102’359 116’839 396966

- The above costs include all expenditures associated with the execution of the
research, eg. questionnaire translations, incentives, fieldwork, analysis, project

consultancy and management, presentations and the time commitments forseen in

fulfilling the above meeting schedule. Availability will also be required from the
project staff for project-related telephone discussions, and is also included.

- Billing will be 70% on commissioning, 30% on delivery of the final report; terms

of payment are 30 days net. Phase 142, and then separately Phase 3, will be
considered as discrete sections of the project, and thus be billed separately.

- Travel and subsistence costs for which prior approval has been obtained from

Digital will be reimbursed at cost provided they meet Digital travel policy

guidelines. Courier charges will also be reimbursed. Copies of invoices required.

- Above costs assume LGB/local currency exchange rates quoted in proposal;
changes +/- >5% would trigger corresponding readjustment,

- Costs of extra models would be LGB 7500, including modelling, analysis and a

written debrief.
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Fees for additional ad hoc consultancy would be LGB 1’000 (Director level - Ray
Poynter) and LGB 750 (Associate Director level - Myriam Comber) per day plus
travel OOP’s.

4.3 Other provisions

The proposed CONSULTANT research team is acceptable to DIGITAL. We do
however require that the quantitative phases be carried out under the
responsibility of the CONSULTANT’s Sandpiper personnel as proposed, with
Dr. Myriam Comber as Manager for the project, and with the research design
input and ongoing availability for consultancy of Mr. Ray Poynter. It is also
required and agreed that both Myriam Comber and Ray Poynter will attend the
briefing and debriefing/ presentation sessions with DIGITAL.

Given the strategic importance of this research project to DIGITAL, its
considerable scope and the attendant plethora of research issues, DIGITAL
wishes to be fully informed on progress, and as appropriate involved, notably at
the design, analysis and research/marketing conclusion stages. DIGITAL
therefore requires that the CONSULTANT researchers and consultant be readily
available for the necessary ongoing discussions, telecons, etc., and that the
CONSULTANT makes its best endeavours to carry out the research project as
defined in this AGREEMENT, On its side DIGITAL will provide the
CONSULTANT with the names of the personnel representing DIGITAL and
responsible for managing the project, who may be readily contacted by the
CONSULTANT, and who will ensure ongoing support from DIGITAL.

It is agreed that DIGITAL is responsible for providing the CONSULTANT with
the specified quantities of addresses for conducting the research.

In commissioning the overall project DIGITAL nevertheless reserves the right not
to proceed with Stage 3, if in its view the results of Stages 1 + 2 are not
satisfactory or do not indicate sufficient practical marketing usability of models
built on that basis. Costs for the attribute development/selection part of the
research (Stages 1 + 2) amount to LGB 98’090, and should DIGITAL decide not
to continue at that point, its liability to the CONSULTANT would be limited to
LGB 98’090 (plus any approved travel costs/incidentals).

The CONSULTANTs proposals regarding confidentiality are acceptable to
DIGITAL, but must furthermore exclude the possibility of any aspect of the
research project being communicated to its parent company Maritz Holdings Ltd.
This should kindly please be confirmed in CONSULTANT’s formal Research
Confirmation letter.

As proposed, it is agreed that this research project shall be conducted in line with
the AMSO Code of Conduct.

P. March
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B) The CONSULTANT shall acknowledge and return the signed copy of the order with 15
days of receipt.

C) In the event that any provision of the AGREEMENT is found to be legally unenforceable,
such unenforceability shall not prevent enforcement of any other provision of the
AGREEMENT.

D) CONSULTANT warrants that its fees and charges to DIGITAL are no more than those
charges to any other CONSULTANT customer for a similar project.

E) To avoid conflict of interest in its dealings with third parties (eg. technical and/or business
advice), the CONSULTANT agrees not to advise any third parties with respect to the
subject matter of the concerned dealing during or after termination of its Consultancy
Agreement with DIGITAL.

F) This AGREEMENT shall be governed by English law.

IN WITNESS THEREOF, the parties hereto have executed this agreement this ......... day of

...................... , 1994,

Digital Equipment Corporation The Research Business Group
Consultant

Authorised representative Authorised agent

Date: Date:
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: End-user segmentation study
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