
CSD "IT-buyers" segmentation 
Marketing objectives 

• Identify the prime target groups in the markets of 
current/potential customers for CSO's product fa!11i1ies 
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. 

mDmoomo 

* 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), 
eacll country and overall/non-IT professionals : 
. - Market model for scenario evaluations 

* Identification of the product, service, corporate or 
emotional attributes with highest potential to attract 
future customers to Digital 

* Estimated potential share increase 

"* Identification of the prime "marginafs" 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? 
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Deliverables (3) 

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

mDmDomo 

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

- Indication of ,possible emerging areas which are 
reievant 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 
cOIT'!!11itting 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 
severa!, plus committees (varying degrees of importance 
attached to cost, technical adequacy and the vendor) 

• Sample of target group buyers will include: 
J 

- Senior/middle non IT specialists (MD, FD, Dept Manager) 
- liS 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 tlW 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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Research surveys 
- Stage 2 uantitative-

• 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 uantitative-

• Main quantitative survey 

momoomo 

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

- Rating of ratipnal & 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 
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mDmDomD 

PM&D involvement 

Bus. groups 
& segments 

Detail level 

CSD 

Bus. groups 
& segments 
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PM&D involvement 

project Siage 
Outo (pggrox) 

timing 

Preamble W-1 

Pha.e 1 (qualltallve) W+7 

phase 2 (quantllatlve) W+1S 

Phase 3 (Presentation) W+28 

EoUow-on 

Activity (with PM&D nominees) 

Project explanation, discuss 
product urea. and likely 
.peeille (tech.) anrlbutes 

Review of attributes and product 
areas highlighted In qualltallv8 
r4search; any additions? 

Attribute selection 

Presentation 

Integration Into PM&D processes 
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PM 

TRBIPM 

TRB/PM 

Responsible location 

us Mid Nov '94 

us Mid Jan '95 

us Mid Mar '95 

us Mid June '95 

Ongoing 
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CSD "IT buyers" segmentation 
Possible "product areas" tor Individual choice models 

Types o f eqyjpment 

H'9h perlormance soenbfic 
El'lQlneeong WS 
EmerprisalTP servers 
DB I Awl. servel'S 
Fda & pnnt s&rVers 
Desklop PC 
Mobile PC 

High end server 
Low end S8fVer 
WorkstatIOns 
PC. 

PC's 
low-end workstations (RISC) 
low·end WOfXstauons (Intel) 
HIgh·end workstatIOnS 
low-end servers (RISC) 
low-end servers (Intel) 

DepLlent8fpnSe servers 

TYRes o f computer uspge 

Adminislratjon 
Office automatlOO 

Aooounnng I administration 
Payml 
Employee record management 

Productjon 
Plant I manutactunog management 
Factory automabon / CIM 
Expenment l process control 
ProdUCllOl"lI inventory management 

Commercial 
Order I lransactlOO processang 
Sec:umies I currency trading 

"""'" ReservatIOn systems 
Claims proc::esSlO9 
Sales & marl(enng 
Cusuwnersennang 

Technical I profession'l 
EI8Cll'OtlIC design I anaIyIIS 

Machantcal design I 8/\lIiysIs 

Systems smutatJOn 
Al l elpen systems 
Matbamabcal l stanstlCal anaI)'SIS 

8t.rsrIess I hnanaal analysiS 

Pro;ea management 

eommunic.tioo 
Image proceSSIng I enhancement 
Electronic publishing 
Education I training 
Graphic sirrulation I animation 

E-malVfaxllmemet • 
IT ml nlg.mlnt & dlvllopm. nt 

Systems s/W development 
AppIic:allOns SIW development 
Computer system I networil managment 
Telecoms I datac:omS 

other(s) 

Business process automation 
Workflow automatIOn 
Cl<oupwa<e 
Dala warehousing 
E-mail 
Customer aocess to onflne data 
End-to-end SPA 

CommerCial/electronic commerce 
Order I transaction processing 
Securities / currency trading 
Baoklng 
Reservation systems 
Clairm processing 
Sales & 1TI3/1(8IIng 

Customer seMc:ng 
Eol 
On-line info (eg Dow jones) 

IT m,o'g.menl & d'Yllopm.ot 
Systems s/W development 
AppIic:anons stw development 

Computer system J n8tWOfk managtT 

T eleooms I datac:oms 
Clentlserver SW development 

Adminiltrltjon 
Office automatJOn 

Accounting I admWltstratlOn P.,..,. 
Employee record mMagement 

Productjon 
Plant I manufacturing management 
Factory autOmabon I CIM 
Elpanment l process control 
Production I inventory management 

perlQo.lImaoegeriel 
Mobill ancI/of remote access 

• T elecomputlng 
• Decision support 

Technicel l profession,! 
ElectroM: design I analysis 
Mec:harKaI deSign I analysis 
Systems SIfTUalion 
All Ilpen systems 
Mathematical I statistical analysts 
Business I financial analysis 
Project management 
Visualiza110n (VR) 

Embedded intelligeoce 
• eg ·sman" buildingS 
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eso "IT buyers" segmentation 
Some potential "passive variables" 

primary function's) of dept. 

Finance/administration 
Marketing/sales 
Customer service 
Manufacturing 
Engineering 
Purchasing 
MIS/EDP 
Datacomltelecoms 
SIW development 
Educalionltraining 
Research 
Consulting 
Personnel I HR 

primary end-product I service 
Automotive 
Aerospace 
Engineering 
Financial services 
ChemicaVpetroleum 
Insurance 
Electronics 
Transponation 
Computer SIW 
Computers J peripherals 
Computer distributor/OEM 
Utility 
Architechture/conS1ruction 
Heavy equipment / machinery 
Printing/publishing 
Defence 
Consulting I professional 
Pharaceutical ' medical 
Telecommunications 
Food I agrculture 
Education 
Research 
Consumer J retail goods 
Hospitality 

primary computing applications 
(ysedlwould like) 

Office automation 
Accounting I administration 
Payroll 
Employee record management 
Plant J manufacturing management 
Factory automation I elM 
Experiment I process control 
Production I inventory management 
Distribution I warehouse management 
Order I transaC1ion processing 
Securities I currency trading 
Banking 
Reservation systems 
Claims processing 
Sales & marketing 
Customer servicing 
Mathematical I statistical analysis 
Systems simulation 
Al l expert systems 
Electronic design I analysis 
Mechanical design I analysis 
Business ' financial analysis 
Project management 
Graphic simulation ' animation 
Image processing ' enhancemem 
Electronic publishing 
Education ' training 
Systems slw development 
Applications sJw development 
Computer system I networ1< managment 
Database access I retrieval 
Telecoms I datacoms 

primary and "a lso used" computing systems Installed 

primary and "also used" Qperating systems Installed 

Network OS's installed 

Prod. arsas l SEGMENTN.XLSI 6IIi95 
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CSD "IT buyers" segmentation 
Some potential "passive variables" (2) 
//(A~ 

Annual budget for purchasing' 
'"'j,_computers (sm. syCS) 

< 10K i\ 
10-SOK . 
50-lOOK 
100-S00K 
SOOK-2M 

> 2M.rr ~- (C 

Annual revenues I funding 
of company I Institution 

<5M 
S-10M 
10-20M 
20-S0M 
SOM-1B 
> lB 

Function' s) of respondent 
CEO 
CFO 
Dept. Head 
IT Director/Manager 
Sl.1f 
Consultant 
Systems manager 
Engineer 
Researcher 
Systems analyst 
Systems programmer 
SIW developer 
Computer operations 
Other MiSlED? professional 
Other 

/D f- . 

Industry 
Agricuhure. mining, construction 
Manufacturing 
Transponation, communication, utilities 
Wholesale, retail 
Banking, investment. insurance 
Services (bus.lprof./edp) 

Geography 
USA 
France 
Germany 
UK 

Bole In buvlng 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 usedlpre(erred 
Direct from vendor 
VARllSV 
Distributor 
Mass-merchandiser 

Use of applications Inyolving distributed infrastructure 
(mlddlewarel 

processor preferences IRISCfl nieIl 

I Technology adoptign style 
• Early adopter/early majonty/late majority/laggard 

Centralisedfdecentratised company 

Company situation 
MatureJstagnam 
Tumaround 
Rapid growth 
Rapid industry evolution undelWay 

Prod. areas I SEGMENTN.XLS 1611195 



IT ~buyers segmentation. initial attribute listing 

"Application!!" orientation 
I . For accounting applications 
2. For CAD 
). For engineering applications 
4. For graphical applications 
j . For laboratory applications 
6. For large volume applications 
7. For scientific applications 
8. For specialist applications 
9. For technica1 applications 
10. Runs our applications 

"Compatihi licv" orienralion 
II. Compatible \\ith induslry standards 
12. Compatible \vilh other systems 
11. Integrates with existing systems 
14. Provides ability to e"lXlnd 
I ,. Provides interoperability 
16. Provides open systems 

Networkvconnectivitv" orientation 
17. Good for data comms 
18. Makes good networks 
19. Provides intcrconnectivity 

"Hardware" orientation 
20. Attractive designs 
21. Faster S)'Stems 
22. For large production systems 
21. Good response times 
24. High performance machines 
U Large capacity machines 
26. Less down time 
27. Provides migration path 
28. Provides scalability 
29. Technically mong 
10. Upgradcable 
11. Wide range of systems 

"So((wnre" orientation 
12. Easy to use 
ll. Good environment for software dcvtlopment 
)4. Good for large databases 
u Good for multimedia 
36. Good security 
l7. Good system management tools 

"Sen'ice and 5unnort" 
l8. Good engineering support 
19. Good service available 
40. Has good thlrd party support 
41. Local service available 
42. OlTers good. warranties 
4l. Provides good technical support 

"Cost" orientatinn n ..... If..r 
44. Expensive Q- \" t" 
4j. Good value for monev-- &sO 

"Vendor orientation" 
(Can also refer to products) 
46. A leader 

". Aggressive 

•• American ... Amlgant , •. Boring 

". Cold 

". Confident 

". Conservalive ,.. Creative 

". Dynamic ... Fading 

". Fashionable ... Financially strong , •. Flexible ... Friendly 
61 . Good ad\'enising 
62. Good marketing 
63. Good reputation ... Has good customer relationships ... Hungr)' ... Informal 
67. Innovative ... Leading edge company 

••• Listens to CUStomers 
70. Makes good dient servers 
71. Makes good large servers 
n . Makes good mainframes 
1J. Makes good minis 
74. Makes good network servers 

". Makes good workstations ,.. Modem 
77. Professional 
7. Quality company ,.. Reliable ... Responsive 
II . Spony 

"- Trustworthy 

". Young 

"Uscr 5terefllvpe5" 
84. For computer e.'(pc:ns 
" . For designers 
86. For financial people 
17. For managers 
88. For smaller businesses 
89. For universities 

NO: "Brood groupings" only for purposes of gaining an oven,jew; will nOI be included", research itself 

~~-" 



momoomD 

Research survey - Stage 1 qualitative -

• Qualitative 1-on-1 interviews 
- 18 per country (US, UK, Fr, Gy) 

- Semi-structured interview guideline 
- Deciders: IT specialists, CEO/CFO's, professional 

users, Dept. heads & business users. Digital and 
non-Digital base. 

• 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 

eSD Business Strategy Group 
Digital lntent-I UN Only 

October 1994 

.gtnprol.ppt (Vl.0) I 21110194 1 Page 2 



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 

momoomo 

- Both "machine type" and "business need / application 
type" appear to be possible. 

*Quantify in Stage 2 before decision. 

eso BUllness Strategy Group 
Diglblliniema' Use Only 

October 1994 

agtnproJ.ppt (V1 .01 / 2111 0194 1 Page 3 



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 

eso Business Strategy Group 
Oigitallntemal Use Only 

October 1994 

sgtnproj.ppt (V1 .0) 12111 0194 ' Page 4 



1 LJGuideline 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? 
• Decislon·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 
• Ideal world - systems, apps, suppliers, relationships 
• "Open systems" probe 1 

• " Middleware", " layered s/w", "networking needs", 
"seamless user interface networks" probes 
- Awareness, comprehension of specific middleware 

products 
(CORBA, SMALL TALK, VISUAL AGE, DCE, OBI, 
etc.) 

• CLOSE 

Page 1 



72 , 
< 11~"-1l. , 

liM. • Un. 
IT Managers CEOICFO Depl Mgr Prof. user Non-prot. user ~ 

Qualiflutions: Mn 5 yrs IT Sigo-otf major systems Keep up-to-date on IT Keep up-to-date on IT Use PC for genraI busNss 
,..-chaoes .... 

Involved in spec. Involved in strategic IT Speedy IT needs for thetr Dept. Use WS or similar Not IT specialists -c..- Coy. uses serverslWS Specify servenJI.ooVS lor Dept Not IT specialists No budQet for computers 
Strongly iwoIved in buyWlg Not MIS professionals Co-decidef in function of Use their systems for work 

business needs frequently 
Not IT specialist 

T;t2k:at tlUes IT O .. ector Chief Executive OffICe( Architect Have become PC experts DP Manager Managing Director Graphist ,,-
System Manager Chief Financial OffICeI' 

__ 
Network Manager FII"IaI'lClaI Director R&D scientists 
PC·lAN Manager 

No en1elollHS ,sllel , 
> 250 empt 12 (12) 3 (8) 5 (4) 2 (4) (-) 22 (28) 50-249 ernpl. " (12) 5 (8) " (4) 3 (8) (-) 16 (32) 20.50 empl. 3 (-) 1 (-) 2 (4) 1(4) 1 (4) 8(12) Non-specffled • 2 3 4 1 ,. Toul ACTUAL (TGT) 25 (24) 11 (16) 14 (12) 10 (16) 2(4) 62 (12) 

-



FROM THE RESEARCH BUSINESS (THU)Oa 02' 95 10: 

Country SID po.man Inclu.try 

France 116 CFO-Finance Director Tungstan distrtbutor 

France 87 CFO-Finanoe Director Autol'l'lOliv. 

Frane. '000 Dopar1momHoad Anancallnvestr'nent 

France 800 Department Head InsunmC8 

France 100 Department Head· Personnel Director Building/Construction 

Franco 270 End Uler1l • Admini.;trQtor Industrfal CIQano, 

France 100 Anance Ofrector Manufacture of Electronic Equipment 

France 340 H.ad of IT Manufacture of Astronautic Equipment 

France 1000 IT Director Dispensing Machine/Cash Point 

France SOO rr Manager Medal rasp. and Pharme.eeuUcaJ 

development 

France 2SO rrManBger Detergent Manufacture 

Fnmce 25 IT Manager Research Lab 

F","ce SSO rTManager Tecnl"tology Centre 

France 30 IT Manager Sic toch lab 

France 120 Profes5ional user Manufacture parts aerospace and 

nudear 

Franco eooo Professional user.-statiatician Finance 

Gel1'TlanY e, CEO nJa 

Germany 50 CEO Food Industry 

Germany 3500 CEO rndustl'taf Manufacture 

Germany 90 CEO pubrlC Service. 

Germany ISO DeptH.ad 01. 

Germany oIa o.pt Head Eslate Agent! 

Germany oIa o.ptHead BanI< 

Germany 8 Dept Head BanI< 

Germany nla DoptHead oIa 

Germany 2500 IT Manager Manufacture of 'TV equipment 

Germany 140 IT Msnager Engineering 

, 



EROM THE RESEARCH BUSINESS (THU) 03. 02' 95 IO:48/ST. IO : 47~ ~n l §§nl i, P463/4 

Country Size Position Industry 

Germany 270 IT Manager IndustrtaJ Manufacwre 

Germany 250 IT Manager Aircraft Parts manufacture 

Germany 600 rTMQ11ager Metal Industry 

Glilrmany nI. Professional User Research Institute 

Garmany 01. Professional User Industrial chemicals 

Germany nI. Profes!lonaJ Us.r SkincarelcosmetJes manuta.cture 

Germany 2S Uier Manufacture of electronIc components 

UK 8 Bustness Pl"Ofessional Reprographics 

UK 01. CEO - Finance Director Air spares rnanufacturara 

UK 100 Dept Head - Import Manager Import Agent 

UK 35 Oept Head - Operation. Director Publishing 

UK oJ. Fln3nea DIrector (IT) Manufacturing diaries & promotional 

"oms 
UK ISO AccI:Juntant Banktng 

UK nt. IT MlIt18ger Manufacturer of spring. and .n.rgy 

products 

UK n/. IT Manager rnsurance 

UK nI. IT Mana;., Management Consultants 

UK nt. Accountant (Responsible for IT) Plastics Manufacturer/Moulder 

UK 350- IT Managor - Group Project Manager Electrical Heating ManufactUre 

400 

UK 50.000 IT Manager - Telecoms man.agcr Manufacture industrial parts 

Woddw 

ide 

UK 300 i.e Professional Us.r COnsultant enginQe~ 

UK 

UK nI. Pl'Ofalilonal user - Creative S,l'\IIo.s Typesettinglpubllahlng 

Manager 

USA nla Business Professional Food 

USA nt. CEO Manufacturing 

USA 20 CEO Manufacturer of comme~i81 fumfture 

USA 300 CEO - Director of FInance Elevator installation and malntenance 



,ROM THE RESEARCH BUSINESS (THU) 03. 02' 95 10: 48/ST. IO:47tW ~n)§§nI11?464/4 

• 

Country Size Pocitian Industry 

USA Soo CEOlContronlr Aerospace defence manufacture and 

design 

USA 1000 Dept Head Design & manufacture of busin.css 
products 

USA 2BO Dept Head - director of engineering nt. 

USA 4000 IT Manager Manufacture of Food Products 

USA n1a fT Manager Information Services 

USA 2000 rr Manager UfeIHealth Insurance 

USA 200-2S0 IT Manager- Chie' Information Officer Apparel Retail"r 

USA 200 IT Manager· Director of Law Ubrary & lRgal Education 

MIS Planner 

USA 360 IT Manager - Supervisor of Technical Healthcere Industry 

Services 

USA 70 Prof user - Project engineer Engineering 

USA 300 Computer Spgeia/ist Manufacture of household products 

USA lee Prot User· Manufacturing Engineer Fire prevention (sprinkler systems) 

USA 25 Prof User - Oe.lnger Manufacture of plastic granulations 

USA 4<l IT Manager Energy Products Manufacturer 



Project Finger 

Attribute Analysis 



,e-~et'V 
Brand Personalities 

RoJo:.t IiJk 

~.)" 
~ 

c~o' 

l:£lh II 
MaDuca 

--j"-"'Absent-nlinded------------------sp---------------------------
--r-AC'tlVe----------------------sp---------------------------
--r-Adaptibi;--------------------sp-----------r---------------
--4-Ad.;eniuro~------------------BP-----------2-----------2---

--s-AwtsStvc-------------------uP-----s-----s-----.-----i.---
--g--"ArribitiouS'--------------------sp-----------------r-----2---
--r-Amenabi;--------------------sp-----------r------------ ---
--f-"Approachabi;------------------sp-----------------r-----.---
--f-Arrogam--------------------sp-----j"-----r-----r-----4--. 
-iO-AttractivC---------------------BP---------------------------
-ll-Au~cio~-------------------BP-----------r---------------

-'2-'A.verage---------------------BP-----,---------------------
-'J-"'BOld-----------------------BP-----r-----------------,---
-'4-"'BOrlng---------------------BP-----r-----------------,---
-is-CasUaI----------------------BP-----r-----------------r---
-'6-Challenging--------------------BP-----r-----r-----r-----3---
-I,-Cold----------------------up-----r- ----;-----r-----8"---
-18-Co~uniCative----------------BP-----------r-----------r---

-19-COm~unt-------------------sp-----I-----------------r---

-10-ConfidtDt-------------------op-----r-----r-----r-----6"---
-l'-Confu-sed---------------------BP-----------r-----------r - --
-lZ-ConstrVaiiV;-----------------Op-----f-----i-----S------22---
-2J-Crcadv;--------------------Sp-----r-----------r-----2'---
-24-0aud---------------------Sr--------------------------
-"is-ocmaniIIng-------------------Sp-----r---------------------
-"i6-oe~ii"dabi;-------------------BP-----------r-----------,---

-27-oTgili'fied--------------------Sp-----------------------,---
-lS-oomineerir;g------------------Sp---------------------------
--Z9-0yna7nTc--------------------UP.;----r-----r-----l-----12---
----------------------------------------------------------30 Elegant BP 1 
-l'-Eii~preneUriar-----------------BP-----r-----------------,---

-)2-"'FashIonabJe-------------------BP-----r-----------------r---
-))-'Femaie----------------------BP-----------r-----------,---
-)4'-'Fem-ui"irle--------------------Sp-----r-----------------r---
-ls-"'FitXibi;---------------------eP-----------r-----------r---
-)6-'Fffmcloos-------------------Sp-----r---------------- -r---
- "j7-"Friendjf---------------------BP-----i"-----f-----j"-----8--· 
-)i-'FUnciionai--------------------BP---------------------------
-)9-0ogcner---------------------BP---------------------------
-40-Honesi----------------------BP---------------------------
-"'4T-HUriibi;---------------------BP-----------------------.---
-"'42-H'Un'8iY----------------------BP-----------------------r---
-"'43-'nformBi---------------------BP-----r-----------------r---
-44-Tn·;;o.;&tive--------------------BP-----i-----f-----'-----24---
-"'4s-'nleliecrual--------------------BP---------------------------

=~!=!~t~~~d==================~~=====C====================~ 
o..ft 26102195 , 20,41 3 



47 Middle-aged BP 
-"4S-MOdun---------------------sp-----.r-----r-----s-----8---
-49-M~dane---------------------BP-----------I-----------,---

-SO-C)ider-----------------------sp-----------r-----f-----5---
-sT-c)ulgoin-g---------------------sp-----------r---------------
-S2-Profe"SsTona'------------------up-----f-----'-----j"-----16---
-S3-Progj"essi've--------------------sp---------------------------
----------------------------------------------------------Quiet BP 54 
-SS-Relaxed--------------------gp-----r-----------r-----f---
--s6"-ReJlabi;--------------------UP-----9'----IZ-----9"-----30---
-S'-Rcspectabi;------------------Sp---------------------------
-Si-Resp)nSibie-------------------Sp---------------------------
-S9-RobUit----------------------Sp-----,-----------------r---
-60-Safe-----------------------Sp-----r-----------------,---
-6T-se;TeiS---------------------Sp-----------------T---------
-62-Sffin----------------------Sp-----------------r-----r---
-lJ-s~w----------------------BP-----r-----r-----1-----6---

-64-Soobbi~--------------------BP-----------------r-----r---

-6S-SOJ~----------------------BP-----r-----r-----------2---

-66-~c3t~------------------BP-----------r-----r-----2---
-6'-s;;o;;y----------------------BP-----r-----j"-----------4---
-6i-s~hle---------------------sp-----------------r-----r---

-69-SmT~t--------------------sp-----------------------r---

-"1o-SryiTsh----------------------sP-----------------r-----r---
-"1T-'Trendy----------------------sp-----------------r-----r---
-71-TnisiWortby------------------op-----r-----r-----r-----,---
----------------------------------------------------------73 Upstanding BP I -"14-Young----------------------BP-----------------4"-----5---

4 



Company Rationals 
Rnln Iill< II 

Manaacn 
-7S-AI~der---------------------C-----8---- 6-----2-----i6---
-16-"Aleideriiitcchriology--------------c-----------------r-----1---
---ii-AbletoniaiiitiiiitlieifsYslems----------c-----------r---------------
-"1S-Ableros;ppiYspare-pw------------c-----------------------r---
-79-AmerTcin---------------------c-----f-----------r-----3---
-so-"AnrnCii'vedesigns----------------c-----i---------------------
-s'-aig-in-ttctmiCiJ"applicaiioM-----------c-----r---------------------
-82-can-b~ifd-up~-smalrbiocks-----------c-----r---------------------

-s3-ci"n-communicatew{ili-non..fTiXOpit------c-----r---------------------
-84-Compai1hTe-WitiieXi~~isYste7ns--------c-----r-----r-----1-----3---

-ss-compatibTe-WiiiiTndwuystand"atdS-------c-----------------r---------
-s6-comparihTe-Withothersuppliers---------c-----------------r---------
-s7-comparTbTe-Withothersysieiii;---------c-----r-----r-----r-----4"---
-si-compruTbTe-WiihP&---------------c-----------r-----------r---
-s9-creitiVecompany----------------c-----------------r-----r---
--9Q-Custorrier-orienled----------------c-----r-----------------r---
-9T-OOtheitowoserViculg--------------c-----r-----r-----------r---
--92-EiSiertouse-------------------c-----.r-----r-----------r---
--93-EiSyiOUiiDiise~----------------c-----r-----r-----------r---

--9i-ExperuiVe---------------------c-----.r-----r-----------s---
-9S-ExperiencedteChniCfans-------------c-----------r---------------
-96-Fad~g----------------------c-----r-----f-----------3---

-97-Fastermachu1es-----------------c-----r-----i-----f-----4"---
-9i-FastersySleni"S------------------c-----,-----------r-----f---
--99-"FinanciiHystfong------ - ---------c-----------f-----r-----3---
-Too-FieXibiesec-urirysysiems------------c-----r---------------------
-T6i-ooiDgtostay-ulbus~ess-------------c-----------r---------------

-TOi-oonelo-seea-------------------c---------------------------
- T03- oocxiadvenisulg-- ---------------c.-----------------r---------
-T04-o00dback~poptions--------------c---------------------------

-T6S-000dciientre'ta-ti"onshi'ps-------- - ----c---------------------------
-T06-000ddatasecuriiY----------------c---------------------------
- T07-000dengT;-et"riiigwpport--- - --------c-----------f-----------f---
-TOS-OOOdfOrciient-serVen--------------c-----------r---------------
- T09- o00dfOrcommunicaiioriS------------c-----------r---------------
- TW-OOOdfOrgmphTcs----------------c-----------r---------------
-Tn-OOOdfOrTirgeserven--------------c-----------------r---------
- Ti2-o00dfOrnliihimedTa---------------c-----------------r---------
-Tjj-OOOdfOrnetWorks----------------c-----------f-----------f---
- Ti4- o00dfOrworkStations--- -----------c-----------r---------------
-TiS-OOOdm-alkelfni-----------------c---------------------------
-Ti6-cOOd-replltation----------------c-----l-----;-----f-----,---
-T17-COOdserVi'Cea;aibble-------------c-----s-----------f-----6'---
-TiS-oOOiJSirViCe-rttO"rd---------------c-----------r-----------r---
-T~-OOOdv~uef~-mon~--------------c-----------------r---------

-TiO-Has-bCen;---------- ----------c---------------------------

Dnft 26/02195 : 20:4) 5 

. 

-



121 Has g~ servicing options C 
-Tn--Was-goo~icustorr;erc~prC;gramme-------c-----f---------------------

-Tv-"His-goo(fcustonier-reiaiiOnship---------f-----f---------------------
-1i4-His-goo(r~wiee---------------f---------------------------

-Ti5-liis-gocxrrang;oftl.~PartYsupport------C-----------f---------------

-TU-liis-gOOd-researchinddeveiopm-e;t-------C-----------f-----------1---
-Tv-"His-gOOd-serViciflg----------------C-----------j-----------1---
-TU-liis-g'OOd-thirdpanysUpPon-----------C---------------------------
-T29-liaslargersySteTns----------------c-----j-----------------,---
-TjO-"HaslocaISttVice-----------------c-----j-----------------,---
-Tjj-Haslocalsuppiier----------------c-----j-----------------,---
-Tn-Hasp~hy~------------------c-----j-----------------,---

-Tjj-Has-Widerange-ofprOductS"-----------C-----------------------,---
-Tj4-Hau&htY"---------------------c-----j-----------------,---

~Tfi-1"lrghquaiTtYprOduCtS--------------C-----------j---------------

----------------------------------------------------------136 Household name 

149 Low cost C 
-'SO-"MakegOOd-workStiiiOn-s-------------C---------------------------
-TSi-"MakelargesYstems---------------C-----------------------,---
-T5i-"MaresfaStermach~es--------------C-----------------------,---

----------------------------------------------------------153 M_kts good mairarramts c.,. 4 2 3 9 
-154-"MakesgOOdmiiiiS----------------c-----f---------------------
----------------------------------------------------------ISS Makes good peripherals C 
-i56-MakesiOOdprliiCe,;--------------C-----;-----------r-----i---
-if1-MakesgOOdworkltAtlo"iis-----------C-----------.r-----------6---
-TSS-Makesh"igh-p;rfom;ance-machines-------c---------------------------
-TS9-"Meeu-indusn)tStindards-------------c---------------------------
-T60-Morerespo"ii5Tvefhrtl.eendu~r--------c-----------------------1---

-T6t-Nomiddlemeo------------------f---------------------------
-T6i-OfferSgoOiaavice----------------c-----------------------,---
-T6j-Offe.;.;ide-rnngeofsysiems----------c-----------------------,---
-T64-0Id-rashioned------------------c-----------------2-----2---
-T~-~g~;d--------------------c-----------------I-----,---

-T&;-Overthebiii-------------------c-----------------------,---
-T~-PiOnttn---------------------c-----------------------,---

-T~-Pro~~g~-WAN5yStems-----------c-----------------------,--. 

-TtW-p.rovidesahTl1titoexpand------------c-----------------------,---
-T70-ProvidesfaStermaChines-------------c---------------------------

Draft 26102195 20:41 6 



171 Provides good security C 
-Tn-Provfd"iSgOOd softW;edevelopmen'------f---------------------------

environment 
-Tn-Provide"igoOdteC~ic8isupport---------f-----------r-----.-----2---

-T74-providiS~te;ConnectiViiY------------c-----r-----r-----------2---

-';s-provideslritcroperaiimiY------------c-----------g-----r-----9"---
,.,p/.t-"l -TUrProvide"imigi3tlon-path-------------f-----------r-----------.--­

~;;t\ -Tn-p;o;IdesmOct~iMsoiUtion;-----------c-----------r-----------.---
~ -r;8-ProvideSmo~powerft.iimachrnes--------c-----j'"-----------------r---

\ 
\ 

\ 

-Ti9-ProVideSnetworking---------------c-----------r-----------r---
-T80-Provide"iopensySt;ms--------------c-----------r---------------
-iii-p;oVidesplugandj;Iily--------------c-----------------------r---
-Tii-ProvIdeSpost."salesupport------------c-----r-----------------r---
-Tjj-Pro'Videssub'biiitj---------------c-----l-----r-----r-----9---
-ii4-"QUaii~company-----------------c-----f-----r-----------;---

-TSS-"QUaiitYProductS-----------------c-----f-----j"-----.-----r---
-Ti6-Res'Po'"Ddstouseri'----------------c-----------------------r---
-Tfl-Res'Po-n$ive--------------------c-----------------2-----2---
-T8i-ResponSivesYsleols---------------f-----r-----------------r---
-T89-ResPo~SivetocustOmers-------------f-----------------------r---

-T90-RcsPo~iivetoendusers-------------f---------------------------

-T9i-RUnsopensoftWare---------------f-----------r---------------
-T9i-sec~sYttems------------------f-----j'"---------------------

-T9j-seiTn-thepas't------------------f-----j"---------------------
-T94-sets-~dusbY"iwldards--------------f-----f-----------------3---

-T~-Sm~kr~sments----------------f-------------------------- -

-T%-S~ng~~01~----------------f---------------------------

-T9j-supporUco'"DfidentiaiTtj-------------f-----r---------------------
-T9s-supportSeXisring-databiSeS-----------f---------------------------
-T99-SupporuTargedatabaSes-------------f-----------------r---------
-Ioo-supporuopensystems--------------f-----r-----------------r---
-'2Oi-sysiemsare-responsive-louscrS'---------f-----------------r-----.---
-'2Oi-TechniCiiiysttong----------------f-----------------.---------
------------------------------~---------------------------203 Traditional C 1 
-204-TryIngiO~aid.uj)----------------f---------------------------

-'2OS-U;iversal--------------------f-----------j'"-----------.---
-206-Uj)gradeable-------------------f-----r-----r-----------r---
-'2o;-Userfrlcndiy------------------c-----r-----r-----s-----9---
-lOS-Val'UeCOrmoDty----------------c-----r-----------r-----6'-- -
----------------------------------------------------------209 Well known C 
-2W-w1lernnge-ofpliifo;ms-------------f---------------------------
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Machine Rational Attributes 

II 
Maoaecn 

-2ii-AbleiOconuole;)d-uSe~-------------M--------

-'2ii-Conmunkarcswithothersysiems--------M'-----r---------------------
-'2i3-EaSyforendusers----------------M"---------------------------
-'2i4-"'EiSYiOus:e--------------------M'-----------r---------------
-2~-Fukr~~mCtk-----------------M-----------------------,---
-2i6-Fasierp~ssiflg-----------------M-----------------r-----2---

-'2i7-oives-uSers-goocrru;;at'ound-----------M'-----------------r-----.---
-2i8-G~-e""Dvi!Onmentfor-soliW-aredevelopment---M-----r-----------------1---
-'2i9-GOOd-p;rfonntUice----------------M'-----------------------r---
-no-GOOd-~-moIeB~~---------------M-----r---------------------

-2ii-Goo(rresponsel~estouserS----------M---------------------------

-2n-G~-KCWi~------------------M-----------------r-----r---

-2fi-G~symmtoob----------------M-----------------------r---

-2i4-"His-goocrt;tCb-sYslems-------------M"-----r-----------------r---
-2i5-"His-~ulti="laycrecrSCCiiritY------------M"-----------I-----------r---

-2U-T.eSSdownrim;-----------------M"-----------------------f---
-n7-LO~time~~-~downtkn~---------M-----------------------f---
-2U-Pro~d~a~~~ib---------------M-----I-----------------r---

-229-RUnsoUrappTICiiio-ru--------------M"-----------------------r---

Dr.tft 26102195 : 20:41 8 



,.£14-8(. 
User. Stereotypes 
RI1ln Ii1I< II 

Maglcca 
-l":30-For-accountingappITcations----------us-----r-----r-----2"-----6'---
-2"j'j-FOradffiiiliSiraiors---------------us-----------------r-----r---
-2"ji-FOrsdv'eniSingageociiS------------us-----------r-----r-----3---
-2"fi-FOrb~~i------------------us-----------r-----r-----2---

-l"j4-For-b(;mii;--------------------us-----r-----r-----r-----6'---
-2"iS-ForCADTcA~r-----------------us-----------r-----2-----4---

-2"36-FOrcOmmerciiilappHciiiOns-----------us-----------r-----------3---
-n7-Forco.;;putercl~rts-------------us-----r-----r-----------9"---

-2"j8-FOrdesigDers------------------us-----------r-----------,---
-2"j9-FOreconom-iSts------------------Us---------------------------
-2"40-Forend-uSers-------------------Us-----r-----------------,---
-l"4i-For-eniinttrlngappjiCatioru---------u'S-----r-----r-----r-----6'---
-242-FOrfmanciiiipeople--------------us-----r-----------------,---
-243-Forg;aphic8rajlpliCations- ~---------us-----------r-----2-----3---

-2«-FOi-homeb~wmrm------------us-----------------r-----r---

-245-FOi-lTpeopji"------------------us-----r---------------------
-2«-For~bOmtoryawli~~m-----------us-----------------,---------

-2~-FOrI~~awTI~tioM-------------us-----r---------------------

-248-FOrlargecomp&riie;--------------us---------------------------
-249-FOi-lafgcdatab~---------------us-----r-----------------r---

-2so-FOi-Iafgcprodu"Ctioosystems---------us-----------------------,---
-251-FOi-T~gcvOiumeappii'cations---------us-----.f-----------------5"---

-25i-ForlaTgc,-appjiCati'OnS-------------us-----r-----------------r---
-253-For-m-aoager;-----------------us-----r-----------r-----6'---
-2S4-FOrniediCiT.ppHC;dons------------us-----r---------------------
-25S-FOrnkhe-m8rlcetS---------------us-----------r---------------
-256-FOrpeoplCwho-don'tkDowabOUi---------us-----r-----r-----------4---

computers 
-2fJ-FOrpeoplewho-need-rtiiabiITtY"---------us;-----------r-----------,---
-2SS-FOrpowerappiiciitions--------------u-S-----------r-----------2---
-259-Forpo..;-e;U"seri"------------------us-----r-----------------2---
-260-ForpowertUlcaiculatioos-----------us---------------------------
-26i-ForprofeS"siOnais----------------us-----------------r-----,---
-262-ForscientiflcappITcaiToo'----------us----io-----i-----'-----26---
-263-Forspcciiirstappllcaiions----------US-----,-----------r-----9"---
-264-FOrtecluiicians-----------------u-S-----------r-----------,---
-265-FOr-Unive7sTties----------------us-----r-----r-----------2---
-266-Maini;for:;nd:users---------------us-----------f---------------
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Computers Mentioned 
Computer II flgj 

MiiDagl1:l lJ.um 
310 1 

Amiga 
AN 1 

Apple 5 4 3 
AST 1 

Bull 2 1 

Burrows 1 

Compaq 6 3 12 

Cray 1 
10 \ t<> Dell 2 1 3 \" DEC 3 1 1 

I 1 

DEC MicroVAX 1 1 
DEC Mini 1 

DEC VAX 3 1 1 

Digital 9 6 12 

DigitaJ MicroVAX 3100 with VMS 1 
6.1 
Digital V AX VMS 1 

Ek)nex 1 

Epson 1 

Hitachi 1 

HP 20 12 17 
IBM 15 11 12 

IBM 3090 1 

IBM 34136 1 

IBM36 1 1 

IBMBO 1 

IBM 952 1 

IBM AS400 9 1 B 

IBM RS6000 3 1 

MT 
~ 

NCR 2 

NEC 1 

Nixdorf 1 

Nokia 1 

Olivetti 1 

Peacock 2 

Philips 1 

PowerPC 2 

Seimens 1 1 

SGI 10 3 4 

SUN 21 7 7 

SUN Span: station 2 1 

Tandon 1 

Toshiba 1 1 2 

Ultimate 1420 1 
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Operating Systems 
Qpl[lli()g II fr2f 
System. MIDilggm llHm 
AIX 1 1 
Apple OS 3 3 1 

DOS 10 5 9 

Gateway 2000 1 
IRO 33 (Nixdorf) 1 

Novel 11 4 4 

OS2 3 1 

Solaris 1 
UNIX 19 8 9 

VMS 4 1 2 

VODIS 1 

Voice 2 1 

\Nindows 11 7 14 

\Nindows NT 5 

11 



Brand Personalities 
&ol!:1 Ii1l< II 

MaDnrD 

--l-Abseni~inde(r----------------BP-----·---- --------.--~ 

--r-ActiV;---------------------sp-----------------;------;----
- -r-Adapiibie---------------------sp-----------·-----------.---
--4"-AdventUrQus-------------------sp-----------··-----------,---
--r-"Agg;.esSi;e-------------------sp----···-----. .. -----;-----···---
--6-AnlbiruoU;-------------------sp-----·-----------;------.---
--'f-"'Aiiie-D"ahI;--------------------sp-----------·-----------.---
--f-Appnlochabi;------------------sp-----------------;------;----
--f-'A.rrogMt---------------------sp-----,-----··-----;------•• ---
-"""'jo-"'Attr.iCtiv;--------------------sp-----·-----------------,---
-iT-"Aud3cious-------------------sp-----------;------------·---
-'"'j"2-"Average--------------------sp-----·-----------------·---
-'"'j3'-sold----------------------sp-----·-----------------,---
-'"'j4-BO~g---------------------sp-----·-----------------,---

--IS-Casu.a'----------------------BP----··-----------------.---
--16-ChaTlengini-------------------BP-----·-----·-----,-----.---
--17-cold-----------------------BP----··----· .. -----,----.,.---
-is-communicitiv;----------------sp-----------·-----------·---
-'"'j9-Compcieirt-------------------BP-----·-----------------.---
-2o-Confid~t-------------------BP-----··-----··-----,-----•• ---
-2T-confus~--------------------BP-----------·-----------.---

-22-coriSeMli~------------------BP----···----· .. ----···----••• ---
-23'-C~M;e--------------------BP-----;------------·-----.---

-24-~----------------------BP-----------·-----------·---

-2S-OCmandiig-------------------BP-----;------------------.---
-26-OCpc;~e------------------BP-----------·-----------·---

-27-DigDrfi~--------------------BP-----------------·-----.---

-2i-~m~~~g------------------BP-----------·-----------·---

-z9-1>Yn-ainiC---------------------BP;---· .. ----· .. -----··----· •• ---
-""jO-EiegMt----------------------BP-----;------------------.---
-3T-En~~n~al-----------------BP-----·-----------------·---

-32-Fu~oM~e------------------BP-----·-----------,-----,---

-33-Fema~---------------------BP-----------;------------.---

-34-Femi;il1e---------------------BP-----;------------,-----,---
-3S-Fi~Xibie---------------------BP----------··-----------,---

-36-FI~rio~-------------------BP-----;------------------.---

-""j7-Friendly--------------------BP-----··----··-----··-----;,.---
-lS-Functionai--------------------BP-----------;------------,---
-l9-(;ogener---------------------BP-----------;------------,---
-40-Ho~~---------------------BP-----------------·-----.---

-4T-HUriibie----------------------BP-----;------------------,---
-42-H~gry---------------------BP-----------·-----------,---

-43-~fu~~--------------------BP-----;------------------,---

--44'-TnnovarTv-e--------------------sp----· .. ----···----·,.----.,.---
-4s-Trite1iec~al--------------------BP-----------;------------,---

-46-T.rghihearted------------------BP-----;------------------,---
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47 Middle.aged SP" 
-4s--~.f('(Tem---------------------BP----·"-----;------··---- • .-.--. 
-49-"'Mundane---------------------SP-----------.------------.--_. 
-SO:-Older----------------------Sp-----------,·-----··-----•• --. 
-sT-OutgOing---------------------Sp-----------;------------.---. 
-S2-ProfessiOna'-------------------Sp----· .. ----· .. -----,·----• .-.-_. 
-S3-Progressive-------------------Sp-----.------------------.---. 
-S4-Quiet----------------------Sp-----.------------------.---. 
--SS-"Rclaxed--------------------Sp-----,-----------·-----.---. 
-S6-Reliabi;---------------------SP----··,----· .. ----···----•• ,--. 

-SS-Responiibie-------------------SP-----------------·-----.--. 
-S9-"RobUSi---------------------Sp-----·-----------------.--. 
-60-SaI;----------------------Sp-----·-----------------.--. 
-"6,-Sexless----------------------BP-----------------.------.--. 
-62-SfuD----------------------Sp-----------------·-----·---
-63-siOw-----------------------BP-----·-----,·-----··-----,.--. 
--64"-SnobhlSit---------------------SP-----------------·-----.---
-6s-sOiid----------------------Sp-----,-----·-----------.---
--a-SophistTcated------------------Sp-----------;------·-----.---
-67-Spony---------------------SP----··-----;------------,.--. 
-6i-s~Q;---------------------SP-----------------·-----.---

-69-S~T~t--------------------SP-----;------------------.--. 

-70-S~fuh---------------------SP-----------------.------.----

-7'-"Trendy----------------------SP-----------------·-----.---
-72-"TrustWOrthy------------------SP-----,·----··-----.------,.---
-73-Upstandh1g-------------------SP-----;------------------,--. 
-74-Young----------------------BP-----;-----------··,-----,.---
----------------------------------------------------------
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Company Rationals 

I!oJn IllIt II 
Manaeca 
- ... -----.• ----... ---

-76-Aleaderiiitecliiiology--------------c-----------------·-----.----
-77-AbleiO-maiiiiiin7tieif"systeffis----------c-----------;------------;----
--=,i-AbletosuppiYspai;pw------------c-----------;------------.---
--.,9-Americ8'n---------------------c----··-----------·-----·---
-so-"Anru"tf;e-dcSigru----------------c-----·-----------------,---
--sT-aig-in-tcchnicalawiICadons-----------c-----;------------------.---
-s2-cin-build-upinsnii'ifbiocks-----------c-----·-----------------;----
--83-Can-commw,TcaiewitlJ-non:.rT-~pfe------c-----·-----------------.---

-S4-compatihTe-WiiiieXiSting-sySienis--------c-----,-----·-----·-----;----
--SS-comparlbTe-WiihTn(iustrYStaiidardS-------c-----------------;------;----
-S6-compatihTe-Wiihoihusupplim---------c-----------------;------;----
-S7-ComparibTe-WiihOthuSyStems----------c-----·-----·-----··-----•• ---
-SS-compatihTe-Wiih"PCS--------------c-----------·-----------;----
-s9-ciuiIvecompany----------------c-----------------·-----.---
--90-CUstOmer-orlerited----------------c-----·-----------------;----
-9T-DOdle;-o .. ;:~;serViculg--------------c-----·-----·-----------.---
-92-EiSierioUS;-------------------c----· .. -----·-----------·.---
-93-EMyiOtriiiiUS;~----------------c-----·-----·-----------·---

-94-ExpensiV;--------------------c----···-----·-----------•• ---
-9S-ExperiencedleChniciw-------------c-----------·-----------;----
- -96"-"Fidini----------------------c-----·-----··-----------.---
-97-"F8StermachuleS"-----------------c-----·-----·-----··-----•• ---
----------------------------------------------------------98 Faster systems C • •• 
--99-FinMciaHystrong----------------c-----------··-----;------;----
-Too-"FieXibiesecurlrysystems------------c-----·-----------------;----
-TOI-CoiOgtostayinbusiOe"Ss-------------c-----------,-----------;----
-TOi-conelo-seed-------------------c-----------,-----------.---
-Tro-coociadveztisulg-----------------c;;----------------;------;----
-T64-COOdback.:tipopiions--------------c-----------,-----------;----
-T6S-COOdcITentrCliiiOOshiPs-------------c-----------------------;----
-T66-COOddaiasecUriiY----------------c-----------------;------;----
-T01-000dengineeriiigsuppori------------c----------··-----------;----
-T68-000dfOrcITe"iltstrVeTs--------------c-----------,-----------;----
-T6(rGOOdfOrcommunkit'iOns------------c-----------,-----------;----
-TiO-COOdfOrgrnphTc'S----------------c-----------;------------;----
-Tii-GOOdfOrTat'geSer..ers--------------c-----------------;------;----
-Tii-OOOdfOrniiiitiiTie<iTa---------------c-----------------·-----;----
-Ti3-000dfOrnetWo;b----------------c-----------··-----------;----
-Ti4-GOOdfOrwo;kSiatio,u--------------c-----------;------------;----
-Ti1-000dm8iketing-----------------c-----------------·-----;----
-Ti6-000dreputBtlOR-----------------c-----,·----·,·-----·-----•• ---
-Ti7-000dserViceavailihTe--------------c-----; .. -----------·-----•• ---
-TiS-OOOdserVicerecord---------------c-----------··-----------.---
-Ti9-GOOdval~e-ror-money--------------c-----------------·-----;----

-TW-HM-~S--------------------c-----,-----------------·---
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121 Has god servicing options 
-Tii-"Has-goocicustomer-careprogramme-------f-----'-----------------,---

c • • 

-Tij-Has-gOOdcustromerreiitionshTp---------f-----'-----------------,---
-Ti4-Has-gOOd-guarente;---------------C-----,-----------------,---
-jiS-Has-goo(CmngeoCthTrdPartYruppon------C-----------,-----------,---
-i26-Has-gOOdresearchanddeveiOpmeiit-------C-----------,-----------,---
-T:i7-Has-gOO(rserVicIng----------------C-----------,-----------,---
-jiS-Has-gOOd-iliiidpartYsUpPo-rt-----------C-----,-----------------,---
-ii9-Haslru-ge;-systeniS----------------C-----,-----------------,---
-TjQ-"HiiiocaiserVlce-----------------C-----,-----------------,---
-jjj-HaslocalsuppITe;-----------------C-----·-----------------,---
-i32-Has-pushyreps------------------C-----·-----------------,---
-Tfi-Has-widtrange-ofprOducU------------C-----------·-----------,---
----------------------------------------------------------134 Haughty • • c 
-T3S-"HTgbquaiitYPrOductS"--------------C-----------·-----------,---
-Tj<;-Househoidname-----------------C-----------·-----------,---
-Tj7-liitegrates-WitheXiSi~gs~tems---------C-----·-----------------,---

-ij8-'nte7Ioper--------------------C-----------------.------.----
-Ti9-'scompalihTeWithotherproduCtS--------C-----------,-----------,---
-T~-K;ow-~~~iliey&;e-~~g-----------C-----------·-----------,---

-T4i-Latge-cipjcTtYmachiDe;-------------C-----·-----------,-----,---
-T4i-Latge-company------------------C----------··-----,-----,---
-")'O-Large-production-abiTIiY-------------C-----------·-----------,---
-"),w-LeaderinoPensYstems-------------C-----------------,-----,---
-i4S-LeadGigedge-rompany-------------C----------,·-----·-;-----.-;---
-T~-L~Ciy~behere-~iliefu~e----------C-----------,-----------,---

-")47-Llsteruto-uSen------------------C-----------·-----------,---
-T«-LOcal-serViCeavaTlabie--------------C-----------------,-----,---
-T49-Lo~coSi---------------------C-----·-----------------,---

-T50-Make-gocxCworkst8tions-------------C-----------.------------,---
-Hi--~·,_akelargcsYstems---------------C-----------------,-----,---

-T5"i-"MakesfaSiermaChines--------------f-----------·-----------,---
-T5j-MakesgOOdiiiaI;rrnmes-------------f~---···----,-;-----·-;-----;,.---

----------------------------------------------------------154 Makes good minis C· • 
-Tss-"MakesgOOcI~iipherais-------------C-----------------·-----,--. 

-TSi;-"MakesgOOdprlnim---------------C----· .. -----·-----·-;-----;,.---
157 

-TSS-"Makeshigb-perfonnan"Ce-machmes-------f-----------·-----------,---
Makes good workstations c • ... • .. 

-T59-Meets-indusuystandMds-------------C-----------·-----------,---
c -T6i-Nomiddiemen------------------C-----------------·-----.---160 More responsive for the end user • • 

----------------------------------------------------------162 Offers good advice • • c 
-Tf5-0fferSwidenmgeofsYstems----------C-----------·-----------.---
-TM-oidfashioned------------------C-----------------·-;-----,---
-TtiS-Organlsed--------------------C-----------------·-----,---
-T66-0veriliehiU-------------------C-----·-----------------,--. 
-T6'7-PiOneen---------------------C-----------------·-----.---
-T6i-Provide-goo(fWANsystems-----------C-----·-----------------,---
-T69-ProvidesahTlity-toeXapnd------------C-----------------,-----,---
-i70-ProvidesfaStermaclllnes-------------C-----------------.------,---
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c 
-i7i-ProvidesgOOdsoftWaredevelopment"------f-----------,-----------;----

171 Provides good security • • 

environment 
-Tn-PiOVidesgOOdieCtUlfcalsupport---------f-----------,-----,-----.----
-'j4-ProvidesinkrconnectiViiY------------C-----,-----,-----------,---
-T75-ProvidesinteroPernbITi~-------------C----------·"-----·---- ••• ---
-Tj6-PiQvideSmTgfarioo-pith-------------f-----------;------------.---
-T77-PrQvidesmOduiifs"Oiiirions-----------C-----------,-----------.---
-Tf8-providesmorepowe;:fuimach1Oes--------f-----;------------------.----
-Ti9-proYidesnctwo7king---------------C-----------·-----------;----
-T80-PrOvidesopenSyStems---~----------C-----------·-----------;----

-TSi-Pfovidesplugandpjily--------------C-----------------;------;----
-TSi-proyidesPosi="saJesuppon------------C-----;------------------;----
-Tfi-proyideSscaliihiliti---------------C-----··----· .. -----··----.;-.---
-T84-QualitYcompany-----------------C-----··-----;------------•• ---
-TiS-QUalitYProduct$-----------------C-----··----·,-----;------•• ---
-TU-ReSPondstouseri"----------------C-----------;------------;----
-Ti7-RcsponSive--------------------C-----------------··-----;----
-Ti8-Resp(inSivesystems---------------C-----;------------------;----
-Ti9-ResPonSivelocuSiomers-------------C-----------;------------.---
-T90-ResPonSiveloerld"u.seiS-------------C-----;------------------.---
-T9i-RUnsopensoftWare---------------C-----------;------------.----
-T9i-SecUresystems------------------C-----;------------------.----
-T9j-seiTn-thepast"------------------C-----;------------------.----
-194-Seis-ifldusnYStandMds--------------C-----··-----;------------.----
-T95-SmaiJer-bwinesse;----------------C-----------,-----------.---
-T§6-StrongrechiiOiogy----------------C-----------·-----------;----
-T97-SupporucOnfideotiaJitY-------------C-----;------------------;----
-Tga-Supporuexistiflg-d'8Iibascs------------C-----------;------------;----
-T99-SupporuTargedatabaSes-------------C-----------------;------;----
-2'oo-SupponSOpeoSySkmS--------------C-----;------------------;----
-20i-sYste;;;sa;eresponsive-to~Ji---------C-----------------;------.---

-2'Oi-TechriiCiiiy-suong----------------C-----------------.-----;----_______________________________ :3 _________________________ _ 

203 Traditional C •• 
-204-"T;y;grocatciiup----------------C-----;------------------;----
-205-UniversaJ---------------------C-----------·-----------;----
-206-Upgndeabie-------------------C----··-----;------------;----
-2'07-UserfireOdiy-------------------C----··-----;-----·;-·----••• ---
-2'08-Value-rOr-money-----------------C----··-----------··-----•• ---
-2'09-weiiiCiioW;-------------------C-----------;------------;----
-2W-Widernnge-ofplaiforms-------------C-----------;------------.---
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Machine Rational Attributes 

II 
Mloaecc 

• -------.---
-2'ii-commfcales;itlt-odief"syStenis---------M"-----.-----------------.---
-2'o-EaSyfo;-endu.ser;----------------M-----------·-----------·---
-2'i4-EaSyiOu;C--------------------M"-----------·-----------·---
-2'iS-Fast;f"arithmenc-----------------M-----------------·-----.---
-2'~-Fas~f"~ocen~i----------------M"-----·-----------·-----.---

-i"i7-0lves-uS'en-goocCtUmround-----------M"-----------------·-----.---
-i"i8-G~xreDyifOiieTn"ifo;-softWUe-deyelopmeot---M"-----·-----------------.---

-2'i9-000dperfonnance----------------M"-----------·-----------·---
-2'iO-OOOdremoteaccess---------------M'-----·-----------------·---
-2"ii-OOOdresponsettmcstouserS----------M-----·-----------------·---
-2ii-OOOdsecUrltY"------------------M"-----------------.-----.---
-i"i3-GOOdsYstemtooiS----------------M-----------------·-----·---
-2i4-TIis-gooifbatch-systems-------------M'-----·-----------------;----
-22S-"His-multi:layemrse;uriiY------------M'-----------·-----------.---
-i"U-LeSSdowntiiiii-----------------M"-----·-----·-----------·---
-2f7-LQogtiffiebetween-downtTmeS---------M"-----------·-----·-----·---
-2"U-proYidesaudi"itrallS----- - ---------M'-----·-----------------·---
----------------------------------------------------------229 Runs OUl" applications M • • 
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User Stereotypes 

Roln Iilk 

-"230-Foraccounririgapplicatio.,s----------us-----·.--

II 
MinKus 

• .. .. 
-"2n-Fma~~s~~~---------------us-----------------;------;----

-"2j2-Foradvertisin-gagencie;------------us----------··-----;------;----
-"2n-Fm~~i------------------us-----------·-----;------;----

-"2j4-ForbOmns-------------------us-----··----··-----;------•• ---
-"2j'S-ForcADTcA~·r----------------us----------··-----·,-----.,---

-"236-ForcoMereTaJappHcarioils----------us-----------··-----;------.---
-"2j7-FOrcompuier-e~--------------us----···-----··-----;-----, •• ---
-"2j8-FordesIgners------------------us-----------;------------;----
-"2j9-FOrecooOm-i$U-----------------us-----------;------------;----
-240-FMend-tiSen------------------us-----;------------------;----
-"24i-ForcngTri«rlngappITcaiiOns----------u'S-----,·----··-----·-----.,---
-24i-FOrflDanciii pcopie--------------us-----;------------------;----
-"243-FmgnphTC;raP'PiiCatlo.u-----------u'S-----------;------·,-----;----
-244-Fmhome-bised;orke~------------us-----------------;------;----

-2'4S-Forlf~le-----------------us-----;------------------.----

-2'%-FOr~bO~ory~rrQti~-----------us-----------------.------;----

-2'.frForlargeappUCidoos-------------us-----·-----------------;----
-2'48-Forlargeconlpanle;---------------us-----------;------------;----
-2',w-FOrlargediiabSeS---------------u'S-----·-----------------;----
-2'~-FOrlar~prodoctioosis~ms---------us-----------------;------;----

-2"Si-FmlargC-;Oi~e-aPPiiCarionS---------u'S-----,·-----;------;------,,---

-2"S2.-Fmlarger-applicatfon;--------------lfs-----·-----------------;----
-2S3-Fm7nM'agers------------------u'S-----,·-----·-----"-----.,---
-2"S4-For7nedlcalappHc8iiOils-------------u'S-----·-----------------;----
-"2~-Fmnk~-mUi;;---------------u'S-----------·-----------·---

-2"56-Forpeopiewhodoniknov.--abOutcomputers--U'S-----··-----·-----;------•• ---
-2S7-FOrpeopiewho-neecrrtiiibiity---------U'S-----------·-----------;----
-2"Si-FMpowerappITcitiOns-------------uS;---------··-----------;----
-2~-Forpoweruscn----------------U'S-----·-;-----------------;----

-2"60-FOrpowerfultaicui8.tions-----------u'S-----------;------------;----
-2'6i-FOrpro(eiSlOnaTs----------------u'S-----------------;------.----
-2"6i-FOrsclentificapplicalions-----------us-----;··----· .. -----;;-.-----;;-.---
-263-FmspeciiiiSt-aP'PiiCatioriS-----------u'S-----;;-·-----------··-----;;-.---
-2"64-FOrteciUtTciais-----------------us-----------;------------;----
-2'65-FOruniversTties-----------------us-----;------;------------;----
-"266-Ma~iYfo;erid~uSers---------------us-----------;------------;----
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• 

General Observations 
Very few people go beyond brand names. Very, very few talk about operating systems. Needs do nOI appear to be 
very ' technical'. The end users and professional users tended to be the least well infonned. 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 fonn of mainframe (but I suspect that some of these were 
actual ly minis). Sign of hardware convergence "we either use the mainframe or on of the Macs" JT 

Manager. 

Speed and Power 
What these tenns 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 configw-e speed and power from most afthe manufacturers. 

Reliability 
No longer a criteria as its indispensable 

Middleware and Layered Software 

Many IT Managers had not heard of them. 

Digital 
The tenns DEC and Digital seem interchangeable. Some IT managers had no awareness of Digital 
(other than the name). Several people mentioned fmanciaI 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 

Objects, Middleware 

Database 

Operating Systems 

Chip Architecture: Today 

Chip Architecture: Future 

\4 ..... 

MS, Digital IBM, HP, Apple 
Taligent 

MS SQLserver Oracle, Sybase, 
Informix 

WindowsNT: UNIX: IBM, HP, 

MS, Digital Sun 

CISC: INTEL RIse: IBM, HP, 

IBM,DEC,HP Sun, Digital 

INTEL&HP 
IBM, Apple, 
Sun, Digital 

Commodity High Margin 
- lOoos of players - Scale & Scope 
- Short cycle - Longer cycle 
- Indir. channels - Direct channels 

esc Business Strategy Group 
Digitallntemal Use Only .... "'" 2/27/95 Page 2 



UNIX/NT Landscape Today 

Enterprise 

Desktop 

momoomo 

. . 

UNIX 

IBM 

Oracle! 
Sybase 

In 
HP 

Novell 

Sun 

CSO Businen StnItegy Group 
Dig~ Intemal Use Only 

NT 

Digital . 
onrux 

INTEL 

Microsoft 

IiIIe.ppI 2/27/95 Page 3 



UNIX/NT Landscape Tomorrow 

Enterprise 

Desktop 

mDmDomD 

UNIX 

IBM 

Oracle/ 
Sybase/ 

Infor 
. 
IX 

HP 

Novell 

Sun 

CSD Business Strategy Group 
Digital Intemal Use Only 

NT 

Digital 

INTEL 

Microsoft 
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Software Vision for Digital 

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

Individual 
Desktop 

momoomo 

Office 
Suites 
WIN16 

WIN32 
OLE 

"Back-end 
XPG4 
CORBA 
COM 
Encapsulation 
Class Ii braries ---= ...... 

Enterprise Mission Critical 
• Servers 
• Networks 
• Software 
• Support 

Individual in the Enterprise 

CSD Business Strategy Group 
OJgitaf Intemal Use Only ....... 



Enterprise 

Application 
Database 

Desktop 

Database S-Curves: Today 

VMS UNIX 

NT 

Oracle, 
Sybase 
Informix 

CSO Business Strategy Group 
Digital Internal Use Only 
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Enterprise 

Application 
Database 

Desktop 

Database S-Curves: Tomorrow 

VMS UNIX 

NT 

Oracle, 
Sybase 

CSO Bull,... Sb1IIegy Group 
Digitallntemal U .. Only 

VLDB .-_ 
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Broad Strategies 

• Enterprise 
- Ride database UNIX wave to high-end 
- Reposition VMS 

• Establishment 
- Ally with Microsoft NT 

• 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 

CSD Buaineu Strategy Group 
Digital Internal Use Only 
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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 8u ...... StlIIteg'f Group 
Digital Intemal Use Only 
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PROJECT: 
RESP: 

CSD 'IT BUYERS' SEGMENTATION 
E. Thomas, P. March 

Background and purpose 

One of the Business Strategy Group's (SSG) roles is 10 identify the market segments th..11 will drive the 
fu lure business of DigilaJ. Segmentation based on an analysis of customer needs. :U1iludcs. preferences 
and an underslallding 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 CSO's offerings: 
• Gauge the relative size ($ value) of lhese segments. and the growth: 
• Establish how Digital's ~ positioning and orrerings could be optimised. and the JX)lcmial impact 

of mis on Digital's market share; simulate the imp.1ct of possible compet itive moves: 
• Prospectively identify the benefits or messages regarding the products which would offer the m.1XUnum 

leverage for converting potential customers inlo real Digital customers: 
• Assist in me optimisation of a communications stratcgy - which messages will hnve greatest receptivity 

for these target segments: 
• Contribute to me definition of an optimal channels Str.l.tegy for reaching these customers: 
• Indicate possible emerging product areas with pocemial for future development. 

Research oblectiyes 

The above translates into thc following research Objectives: 
• Identify descriptive segments of IT end-user and inlennediary 0IARsIISV's) customcrs with similar IT 

needs and cxpeClmjQos. wilhin defined computing areas. Quantify and qunlify me segments in such a 
way that they can be matched with ITlmarket statistics for sizing and projected growth evaluations. 
and be reached for marketing operations. 
NB: These segmenrs and product areas mayor may not futly map to Digital CSD products and 
services. The IT world is ~ing viewed from the customer perspeCli\.·t, nOt necessarily ours. 

• Within product/computing areas identify core target segments of curren! and "marginal" customers 
li.e. IDose we have a real chance of convincing) for Digilrtl products and services. based upon their 
objective and subjective perceptions of Digital and competitors' productlincs, services, corporate 
image, etc. Provide statistical tagging to pennit si7jng and subsequent "rmdability". 

• Identify those product/service benefits with respect to modcllines with the grcntcst potclll ial to convcrt 
Digital "marginals" into actual customers. with due regard to mnintaining those critcria neccssary to 
retain the current franchise. 

• Build choice models of the product areas to simulate markct share impact on DigitaVcompetitors of 
changes in customers' perceptions of our products ('"what-if' simulations). and the effect on Digitars 
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 appropriatc PM&D groups and segments as an ongoing 

str-Hegy developmcnttool. 

NO: The research js nOl raree((ed /0 dQ the (offowjne: 
- Identifying the cost to Digital of the investments required to succeed in the target segments 
- Identifying detailed technical characteristics: however it will suggest undcrlying customer needs 
- Speciftcally spelling out new product descriptions, but will point to so far unanswcred requirements 
- Providing a target list of named customers or indirect channel partners for sales purposes. 

P. March - CSD Business Strategy Group itseg_ov.doc 12J-Feb-95 



Method 

• Sm&U.: QuaJitative face-to-face interviews with IT buyers (approximrucly 20 per counlry) 10 generrue 
a complclc SCI of rational and emotional attributes relating 10 product families. associated services. 
vendor image. channels. Assessment of perceptions of "computer usngc" or "product" areas. 

• ~: Personal fully structured interviews with tatget group respondents (65 per country) 10 
quantitatively vaJidalc attribute sets which fully discrimiruuc between producllillCs and vendors in 
each product area. Statistical reduction down 10 those attributes offering maximum discrimination 
between producllineslvendors. and minimum redundancy between ench olller. 

• ~: Main quantitative survey - 350 computer-aided personal interviews per country wnong 
representative groups of target customers. both Digital and non-Digital customers. covering each of the 
defmed product areas. Rating of rational and emotional auribulcs covering product-specifIC aspects. 
channels and nssociated services. Rating of ~ideal · products and vendors. and buying intentions. IT 
technical buyers will be asked 10 rate system fwnilies within product ntCns. and their perceptions of 
vendors. channels and services. Non-technica1 buyers will be asked to rate assoc iated services. 
ch:mnels nod vendor perceptions. 
Analyses: Needs-based segmentation of IT buyers within each product nre.1.. 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 selecled countries (4). and overall ( I). 

• Introduction of these on-line interactive models into the CSD Business Groups and BSG for use in 
product development. planning and marketing. 

Coyeraot 

• USA. UK. France and Gennany 
• Target group buyers to represent all those involved in purch.1.SC dccisKms - IT technical people. 

professkmal end-users. senior/middle level non-IT speciruists (CEO. FD. Dept. Manager). 
• VA~SVs are to be handled in a separate study. planned (butllOl so far budgeted) to SL1.J1 after 

complctiOfl of this first "IT buyers" survey. 
• The "product areas" and attribute sets will come OUI of the research. Possible groupings/allributes are 

attached to this document 
• Home market. government administrations and non-profit organis..1.tions CJ.cludcd. 

Del lye rabies 

• II descriptions of "nccds~ based segments of IT buyers. for each country and for e:w;:h product area 
(across all countries). Each description will include: 
_ Extensive statistical qualiflCation of the segment. S sizing. and growth estimates: 
-1lle needs derived from customer data based on their me.1.Sured "ideals~ and "import.'lJ'Ices". 

• 12 on·line interactive choice models for scenario evaluations for each counlty and for each product 
area (across all countries). and ovemll. The models: 
- Identify the product. service. corpornte or emotional allribUlcs with the highest potential 10 allr3Ct 

future cUStomCfS to Digital; 
_ Estimate potential markel share increases derived from simulated improvements on those auributes: 
_ Identify the prime ·marginal~ cuSlomer target groups in tenns of relative size and characteristics. 

• These m..'lr'kel models enable us to identify which new cu~omcrs we h.1.ve a rea] chance of winning. 
size the potential and identify what they expect from Digital. as well as indicating how best 10 retain 
existing customers. 

P. March - CSD Busitltss Sirattgy Group 
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Method 

• .5..tIwU: Qualilalive face-to-face interviews with IT buyers (approximately 20 per country) 10 generate 
a complete set of rational and emotional attributes relating 10 product families. associated services. 
vendor image. channels. Assessment of perce pI ions of "computer usage" or ~prodUC I ~ areas. 

• ~: Personal fu lly structured interviews with t.'U'gct group respondents (65 per counlt)') 10 
quantitatively valkL:uc attribute sets which fu lly discriminate between producllincs and vendors in 
each product area. Statistical reduction down 10 those attributes offering maximum discrimination 
between product lines/vendors. and minimum redundancy between each other. 

• Smru: Main qu.anlilalive survey - 350 computer-aided personal interviews per country among 
representative groups of wget customers. boUt DigiUll and non-DigilaJ customers. covering each of the 
defmed product arens. Rating of rational and emotional attributes covering product-specific aspects, 
channels and associated services. Rating of -ideal- produClS 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 mle 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 prefercnces for 
them. and this within defined computing areas (7). for in the selected countries (4). and overall (I) . 

• 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, Fmnce and Gennany 
• Target group buyers to rcpresent all those involved in purchase decisions - IT technical people. 

professional end-users. senior/middle level non-IT specialists (CEO. FD. Dept. Manager). 
• VARsIISVs are to be handled in a separate study. planned (but not so far budgeted) to stan arter 

completion of this first "IT buyers" survey. 
• The "product areas" and attribute selS will come out of the research. Possible groupings/attributes are 

attached to this document. 
• Home market. government administrations and non-profit organisations excluded. 

o ellverable s 

• I I descript ions of -needs- based segments of IT buyers. for each country and for each product area 
(across all counlries). Each description will include: 
- Extensive statistical qualification of the segment. S sizing. and growth estimates: 
-TIle needs derived from customer data based on their measured -ideals- and "imponances". 

• 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 improvemenlS 011 those attributes: 
- Identify the prime MmarginaJ ~ customer target groups in tenns of relative size and characteristics. 

• These rn.vkel models enable us 10 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. 

P. March - CSD Business Strategy Group ifseg_ov.doc /2 1-Feb-95 
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TIming and costs. research supplier 

• Tola! costs amount to S650K. Opportunity 10 Slop after Slllge 2 ($ 160K) if intermedime findings were 
not thoughl lo be promising. 

• Final presentalion is due IS Sept. 95. 
• Supplier is The Research Business, London. 

project Integration within Digital 

• The projecl has been presented to PM&D man.1gemenl, the BSG and then individually to senior 
nominees of the PM&D groups and segments before Slarting oul .. These nominees have also been 
asked to contribute al cenain stages during the research. when their input and critical review will be 
both valuable and indeed necessary (eg. for allribute selection). Two rounds of meetings of this kind 
arc foreseen. before the final presentations. 

• After the fiMI presentc1lions. on-line access to the models will be arranged and on-the-spot training in 
their usage and a proper manua] provided 10 the PM&D groupslsegmcnls. Plus a hOI-line as required . 

••••••• 

AnactuneOlS: 
I. Prospective aluibules, ''prOduct areas", passive variables (stgnltmfl.x/s) 
2. Model Lines which may be included (prodlisl.x/S) 

P. March - CSD Busintss Straltgy Group irst8_ov.doc 12 /-Ftb-95 
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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 

Bran ds 
Alfa Romeo 
Aston Martin 
Audi 
BMW 
BentleylRolls Royce 
Citroen 
Daihatsu 
FSO 
Ferrari 
Fiat 
Ford 
Honda 
Hyundai 
Isuzu 
Jaguar/Daimler 
Lada 
Lancia 
Land RoverlRange Rover 
Lotus 
Mazda 
Mercedes 
Mitsubishi 
Morgan 
Nissan 
Peugeot 
Porsche 
Reliant 
Renault 
Rover 
SEAT 
Saab 
Skoda 
Suzuki 
Toyota 
Vauxhall 
Volkswagen 
Volvo 
Yugo 
Other Vehicles 

Attrib utes 
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 
DependablelReliable 
Factory Workers 
Families with Children 
Flamboyant/Showy 
Flexible for Carrying People/Cargo 
For Outdoor SportslRecreation 
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 
11.8 Rover 
5.7 Volkswagen 
5.6 Nissan 
5.3 Peugeot 
3.4 Volvo 
3.3 BMW 
3.0 Fiat 
2.9 Renault 
2.5 Citroen • 1.9 Mercedes 
1.5 Other Vehicles 
1.5 Audi 
1.5 Toyota 
1.4 Honda 
1.3 Land Rover/Range Rover 
1.2 Mazda 
1.0 IaguarlDaimler 
.9 Saab 
.5 Mitsubishi 
.4 Porsche 
.4 Daihatsu 
.4 Bentley/Rolls Royce 
.4 Lada 
.3 Ferrari 

• .3 Alfa Romeo 
.3 Aston Martin 
.3 SEAT 
.2 Suzuki 
.2 FSO 
.2 Skoda 
. I Morgan 
.1 Lancia 
. I Lotus 
.1 Yugo 
.1 Isuzu 
.0 Hyundai 
.0 Reliant 

, 
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Aggregate Importance Weights 

We ight Attri bu te 

5.77 
3.22 
3.17 
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 
2.44 
2.41 
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 
ConventionaVConservative 
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 
Made in Britain 
Good After Sales Service 
International Reputation 
Cute 
Clever Advertising 
Typically European 
Manufacturer Subject to Strikes 



Summary 

• • Carline UK 

Motivation cluster analysis 

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. 

1. Economical housewives car (19%) 
2 . Luxury and styling (13%) 
3. Sporty (16%) 
4. Basic down-market (9%) 
5. Family car (9%) 
6 . Off road (13%) 

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. 



Clyster 1 - Economical. housewives :':Jr. 

Cluster 1 accounted for 19% of the sample. This cluster consisls 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 

Housewives 
Better crash protection 
Better for the environment 
Made in Britain 

Uses more fuel 
Flamboyant / showy 
Sexy 
Expensive 

Importance weights difference 
from total 

12 Has many dealers 
10 Fuel consumption 
9 Housewives 
8 Better for the environment 

Made in Britain 

-1 9 Flexible for carrying goods/people 
-17 Better crash protection 
-16 Good for slippery roads 
-1 5 Attractively styled 

1.95 
1.93 
1.19 

.95 

.91 

-1 .24 
-1 .75 
-1.06 
-0.87 



Clyster 1 - Economical. hoysewives.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. 

~ CIYSI!U 1 Tolal Line CIYSle[ 1 TQlal 
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 2.42 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 
HlH ill!<Qme CIYste[ 1 TQlal 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 
NQ, ill HlH Clyster 1 TQlill 
1 7% 11% 
2 31% 29% 
3 21% 24% 
4 27% 24% 
5+ 14% 12% 

SE GrQYR Cluster 1 TQtill 
NB 39% 32% 
C/D/E 61% 68% 

.s.e.x Cluster 1 Totill 
Male 64% 78% 
Female 36% 22% 



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, wit~ 
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 

Luxurious interior 
Aerodynamic 
Technically more sophisticated 
Businessmen 
Quick acceleration 
Attractively styled 

Uses more fuel 
Cute 
Housewives 
Manufacturer subject to strikes 

Importance weight difference 
from total 

17 Attractively styled 
15 Luxurious interior 
15 Quieter inside 
14 Better comering 
14 Approved by experts 
14 

-11 More expensive to buy 
-11 Housewives 
-10 Uses more fuel 
-9 Better for rough terrain 

1.84 
1.78 
1.71 
1.41 
1.31 

-2.58 
-1 .76 
-1.53 
-0.88 



Cluster 2 - Luxury and styling (cont,~ • 
The ran~e 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. 

~ Ciullter 2 TQtl!1 Line CIYllt~r 2 Totl!1 
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 
50-59Jears 9% 11 % Citroen BX 1.71 1.25 
60 an over 1% 3% BMW 5 series 1.64 0.51 

JaguarXJ6 1.38 0.41 
HlH iD!;Qm~ CIYl!t~r 2 TQIl!1 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 
NQ, in HlH CIYl!t~r 2 TQIl!1 
1 16% 11 % 
2 33% 29% 
3 19% 24% 
4 21 % 24% 
5+ 11% 12% 

SE GrQYI2 CIYl!t~r 2 TQtl!1 
AlB 33% 32% 
C/D/E 67% 68% 

~ CIYl!t~r 2 TQIl!1 
Male 84% 78% 
Female 16% 22% 



- -Clyster 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 01 cars, from 2 seater sports models to hot hatchbacks 
such as the Volkswagen Goli. 

Ideals difference from total 

Sexy 
Sporty 
Flamboyant / showy 
Uses more fuel 
Quick acceleration 

Families with children 
Housewives 
Flexible for carrying 
people/luggage 

Importance weights difference 
from total 

27 Sporty 
24 Sexy 
23 Flamboyant / showy 
16 Attractively styled 
14 Better workmanship 

-18 Roomy interior 
-12 Better crash protection 
-12 Better for rough terrain 

Better for the environment 

3.62 
3.12 
1.80 
1.68 
1.46 

-1.41 
-1 .16 
-1 .11 

-0.96 



Clyster 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. 

~ Clu!!t~r a TQtal Line Cly!!t~r a TQtal 
Under 20 12% 8% Ford Escort 10.85 8.35 
20-29 years 42% 32% VOlkswa~en Golf 4.09 2.68 
30-39 years 23% 20% BMW 3 eries 3.17 1.69 
40-49 years 14% 20% Volkswagen 2.63 1.54 

Polo 
50-59 Jears 7% 11 % Rover 200 HIB 2.54 2.15 
60 an over 1% 3% JaguarXJS 1.08 0.30 

Toyotal Celica 0.92 0.21 
HlH in!<Qm~ Cly!!t~[ a TQtal 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 
NQ. in HlH CIIJ!!t~r a TQtal 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 GrQIJP CIIJ!!t~r a TQtal 
NB 25% 32% 
C/D/E 75% 68% 

s..u CIYsll1[ a TQlal 
Male 86% 78% 
Female 14% 22% 
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BMW • 
~ 

Original Share = 3.31 

Share New Adjus 
Change Gain Loss Share Growth unenl Attribute 

0.32 0.34 0.02 3.63 10% 10 Beuer Crash ProleClioo 
0.29 0.30 0.01 3.60 9% 10 DepcndableJReliable 
0.29 0.33 0.04 3.60 9% 10 Roomy Interior 
0.28 0.30 0.02 3.59 8% 10 Approved by E><pens 
0.28 0.30 0.02 3.59 8% 10 Good for Slippery Roads 
0.27 0.30 0.Q3 3.58 8% 10 Beller Workmanship 
0.27 0.29 0.02 3.58 8% 10 Good After Sales Service 
0.26 0.29 0.Q3 3.57 8% 10 AlltaCLivcly Styled 
0.26 0.29 0.03 3.57 8% 10 Good Res.l.Ie Value 
0.25 0.29 0.04 3.56 8% 10 Families with Children 
0.24 0.28 0.04 3.55 7% 10 QuiclCr Inside 
0.23 0.27 0.04 3.54 7% 10 Acxiblc for Carrying PcopJelCargo 

(I 0.22 0.24 0.02 3.53 7% 10 Bcucr Cornering 
0.22 0.28 0.06 3.53 7% 10 Scats 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 Spon.sIRecrealioo 
0.20 0.26 0.06 3.51 6% 10 Luxurious Interior 
0.19 0.20 0.0\ 3.50 6% 10 Detter for the Environment 
0.19 0.21 0.02 3.50 6% 10 CJcvcr Advertising 
0.19 0.21 0.02 3.50 6% 10 International RcptltaUon 
0.18 0.22 0.04 3.49 5% 10 A Popu lar c..-
0.18 0.20 0.02 3.49 5% 10 Career Women 
0.17 0.21 0.04 3.48 5% 10 Friendly 
0.17 0.22 0.05 3.48 5% 10 lias Many DeaIcn 
0.17 0.22 0.05 3.48 5% 10 Technically More Sophisticated 
0.16 0.19 0.Q3 3.47 5% 10 Better for Rough Terrain 
0.16 0.21 0.05 3.47 5% 10 Quick: AcccJcmtion 
0.11 0.17 0.02 3.46 5% 10 Made in Britain 
0.13 0.17 0.04 3.44 4% 10 ConvcntionaVCOn~ative 
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 3.43 4% 10 AamboyanllSbowy ( , 0.09 0.15 0.06 3.40 3% 10 r"3CtOl'y Waters 
0.09 0.17 0.08 3.40 3% 10 J louscwives 
0.08 0.10 0.02 3.39 2% 10 Typically European 
0.06 0.11 0.09 3.37 2% -10 Uses More Fuel 
0.02 0.06 0.04 3.33 1% 10 ManufactW'Cr Subject 10 Slrikes om 0.08 0.Q7 3.32 10 Cule 

0.11 0.11 3.31 -10 More Expensive 10 Buy 
-0.01 0.12 0.13 3.30 10 More Expensive to Buy 
-0.04 0.02 0.06 3.27 -1 % -10 ManufactW'Cf' SUbject 10 Strikes 
-0.04 0.07 0. 11 3.27 -1 % 10 Uses More Fuel 



BMW 

Original Share = 3.31 

Share New Adjus 
Owlge QUn Loss Share GrowIh unent Attribute 

-0.06 0.04 0.10 3.25 -2% -10 Cute 
-0.08 0.03 0.11 3.23 -2% -10 Factory Workers 
-0.09 0.05 0.14 3.22 -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 ConvcnuonaVCon~ative 

-0.16 0.08 0.24 3.15 -5% -10 AamboyantlSbowy 
-0. 16 0.01 0.17 3. 15 -5% -10 Made in Dritain 
-0. 16 0.05 0.21 3.15 -5% -10 Spony 
-0. 19 0.19 3. 12 -6% -10 Better for !be 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 om 0.22 3.10 -6% -10 Beuer for Rough Terrain 
-0.21 0.04 0.25 3.10 -6% -10 More Aerodynamic 
-0.22 0.01 0.23 3.09 -7% -10 A Popu .... ear 
-0.22 om 0.23 3.09 -7% -10 Car«< Women 
-0.22 0.22 3.09 -7% -10 Oever Advenising 
-0.22 om 0.23 3.09 -7% -10 r-ricndly 
-0.23 0.03 0.26 3.08 -7% -10 Families with Children 
-0.23 0.03 0.26 3.08 -7% -10 For Outdoor Spons/Re<:reauoo 
-0.23 0.01 0.24 3.08 -7% -10 IntemationaJ Reputation 
-0.24 0.01 0.25 3.07 -7% -10 Has Many Dealers 
-0.24 0.04 0.28 3.07 -7% -10 SealS More People 
-0.25 0.05 0.30 3.06 -8% -10 Businessmen 
-0.25 0.05 0.30 3.06 -8% -10 Luxu~ In~or 

-0.27 om 0.28 3.04 -8% -10 DeIter Cornering 
-0.28 0.02 0.30 3.03 -8% -10 Flexible for Carrying Peop1elCargo 
-0.29 0.02 0.31 3.02 -9% -10 Attractively Stykd 
-0.29 0.Q3 0.32 3.02 -9% -10 QuiClCf Inside 
-0.30 0.01 0.31 3.01 -9% -10 Good for Slippery Roads 
-0.3 1 om 0.32 3.00 -9% -10 Approved by Expens 
-0.3 1 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 om 0.33 2.99 -10% -10 Good Resale Value 
-0.34 om 0.35 2.97 -10% -10 Better Workmanship 
-0.36 om 0.37 2.95 -11% -10 Detter Crash Protection 
-0.37 0.37 2.94 -11% -10 DcpendablcJRelUibIe 
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Career Women 
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Better Cornering 

100 

90 

80 

70 

IDEAL 
Lotus 

Femlri 
Porsche 5aab 
Audi BMW 
Jaguar/Daimler Mercedes Volvo 

60 Vauxhall Aston Martin 
Ford BcnLley/RolIs Royce Mazda Peugeot 
Land RoverlRange Rover Volkswngen Alfa Romeo Morgan Nissan Renault 
Honda Rover DaihaLSu 
Toyola 

SO Citroen MilSubishi 
Other V chicles 
Fiat 
SEAT Lancia 
Hyundai Yugo 

40 FSO Lada Suzuki 

Isuzu Reliant Skoda 

30 

20 

10 

o 



• 

• 

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 New &01 % Change Across 
Share Gam Loss Change Share Growth Dmw Brands. 0.220 

.260 .001 ·.001 .259 Alfa Romeo 

.257 .003 ·.003 .254 ·1% ·1% Aston Martin 
1.529 .008 ·.008 1.521 -1% 4% Audi 
3.305 .237 .017 .220 3.525 7% 100% BMW 
.367 .001 -.001 .366 BentJey/RoUs Royce 

2.492 .005 -.005 2.487 -2% Citroen 
.394 .394 Daihatsu 
.20 1 .201 FSO 
.289 .001 -.001 .288 FcmIri 

3.033 .001 .001 3.033 Fial 
24.690 .002 .036 -.034 24.656 ·15% !'aU 

1.397 .013 -.013 1.384 -1% -6% Hmda 

• .033 .033 H)'IIIdai 
.075 .075 lsuZIJ 
.98 1 .005 -.005 .976 -1% -2% Jaguar/Daimler 
.359 .359 !.ada 
.140 .14() Lancia 

1.295 .002 -.002 1.293 -1% Land Rover/Range Rover 
.110 . .110 Lotus 

1.187 .003 -.003 1.184 -1% MalXD 
1.904 .033 -.033 1.871 -2% -15% Men:edes 
.525 .001 -.001 .524 Mitsubisbi 
.147 .001 -.001 .146 -1% Morgan 

5.624 .010 -.010 5.614 -5% Nissan 
5.311 .001 .012 · .011 5.300 -5% Peugeot 
.395 .003 -.003 .392 -1 % -1% Ponobe 
.017 .017 Reliant 

2.926 .004 ·.004 2.922 -2% Renault 
11.828 .003 .0 18 -.015 11.813 -7% Rover 

.256 .256 SEAT 

.879 .002 -.002 .877 -1% Saab 

.159 .159 Skoda 

.227 .001 -.001 .226 Suzuid • 1.471 .006 -.006 1.465 -3% Toyota 
15.200 .001 .027 -.026 15.174 -12% Vauxhall 
5.709 .001 .0 15 -.014 5.695 -6% Volkswagen 
3.4()6 .017 -.017 3.389 -8% Volvo 
.090 .090 Yuga 

1.532 .003 -.003 1.529 -1% 0Ihcr Vebicles 
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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 Net New DIlIlII % Omngc Across 
Share Grun Loss Change Share Growth Drnw Dmnds = 0.196 

.260 .001 -.001 .259 -1% Alfa Romeo 

.257 .OOJ -.001 .256 -1% Aston Martin 
1.529 .006 -.006 1.523 -3% Au<ti 
3.305 .230 .035 .195 3.500 6% 99% BMW 
.367 .001 -.001 .366 -1% DentleyfRoIls Royce 

2.492 .001 .006 -.005 2.487 -3% Citroen 
.394 .394 DaihalSu 
.201 .201 FSO 
.289 .289 Femlri 

3.033 .001 .001 3.033 Fiat 
24.690 .007 .042 -.035 24.655 -18% r-onl 

1.397 .003 -.003 1.394 -2% Ibm 
.033 .033 Hymdai 

• .075 .075 Iwzu 
.981 .003 -.003 .978 -2% JaguarlDaimJer 
.359 .359 UttIa 
.140 .140 Utncia 

1.295 .002 -.002 1.293 -1% Land Rover/Range Rover 
.110 . IIO Lotus 

1.187 .003 -.003 1.184 -2% Mm<Ia 
1.904 .0 14 -.014 1.890 -1% -7% Mcro:dcs 
.525 .001 -.001 .524 -1% MilSubishi 
. 147 .147 Morgan 

5.624 .001 .007 -.006 5.618 -3% Nissan 
5.311 .002 .012 -.010 5.301 -5% Peugeot 

.395 .002 -.002 .393 -1% -1% -.017 .017 Reliant 
2.926 .001 .004 -.003 2.923 -2% Renault 

11.828 .005 .029 -.024 11.804 -12% Ro,cr 
.256 .256 SEAT 
.879 .003 -.003 .876 -2% Saab 
.159 .159 Skoda 
.227 .OO J -.001 .226 -1% Suzuki 

1.471 .022 -.022 1.449 -1% -11% Toyota 

• 15.200 .008 .028 -.020 15.180 -10% Vauxhall 
5.709 .002 .013 ·,011 5.698 .Q% Volkswagen 
3.406 .017 -.017 3.389 -9% Volvo 

.090 .090 Yugo 
1.532 .002 -.002 1.530 -1% Other Vehicles 
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Quieter Inside 
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Luxurious Interior 
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30 Suzuki 

Reliant FSO 

20 

10 

o 



Mind Share Table 
+5 Quieter inside 

Original Net New BrlIId % Otange Across 

Share QUn Loss Change Share Growth Dmw Brnnds = 0.125 

.260 .260 Alra Romeo 

.257 .001 -.001 .256 -1 % Aston Martin 

1.529 .004 -.004 1.525 -3% Audi 

3.305 .145 .021 .12A 3.429 4% 99% BMW 

.367 .001 -.001 .366 -1% BenlleylRolIs Royce 

2.492 .004 -.004 2.488 -3% Citroen 

.394 .394 DaihatSu 

.201 .201 FSO 

.289 .001 -.001 .288 -1% Ferrari 

3.033 .00 1 .001 3.034 1% fiat 

2A.690 .003 .02A -.021 2A.669 -17% r-ord 

1.397 .007 -.007 1.390 -1% -6% Honda 

.033 .033 H)'\IldW 

( 
.075 .075 lsu," 

.98 1 .003 -.003 .978 -2% Jaguar/DaimJer 

.359 .359 \..OOl 

.140 .140 UIncia 

1.295 .001 -.001 1.294 -1% Land Rover/Range Rover 

.110 .110 - \..o<us 

1.\87 .002 -.002 1.185 -2% Ma2dl 

1.904 .011 -.011 1.893 -1 % -9'lI> Maa:dcs 

.525 .525 Mitsubishi 

.147 .\47 Morgan 

5.62A .005 -.005 5.619 -4% N;ssan 

5.311 _001 .007 -.006 5.305 -5% Peugeot 

.395 .002 -.002 .393 -1 % -2% -.017 .017 Reliant 

2.926 .002 -.002 2.924 -2% Renault 

11.828 .004 .0\3 -.009 11 .819 -7% Ro,er 

.256 .256 SEAT 

.879 .001 -.001 .878 -1% Saab 

.159 .159 Skoda 

.227 .001 -.001 .226 -1% Suzuki 

1.471 - .004 -.004 1.467 -3% Toyota 

( 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 .090 Yuga 

1.532 .002 -.002 1.530 -2% Ot.ber Vebk:ies 

, 
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Better for the Environment 
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Fctrwi 

30 

20 

10 
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Mind Share Table 
BMW +5 on 'Better for the environment' 

Original Net New &rod % Cllange Across 
Share Gain Loss Change Share Growtll Dmw Brands = 0.008 

.260 .260 Alra Romeo 

.257 .001 -.001 .256 -1 % Aston Martin 
1.529 .002 -.002 1.527 -2% Au<ti 
3.305 .105 .007 .098 3.403 3% lOO'lI> BMW 
.367 .367 Dentley/Rolls Royce 

2.492 .002 -.002 2.490 -2% Citroen 
.394 .394 DaihalSu 
.201 .201 FSO 
.289 .289 Ferrnri 

3.033 .001 -.001 3.032 -1% Fiat 
24.690 .001 .022 -.021 24.669 -21 % Fad 

1.397 .002 -.002 1.395 -2% llooda 
.033 .033 H,...-,dai 
.075 .075 lsuw 

( I .981 .001 -.001 .980 -I % JaguarlDaimler 
.359 .359 [all 

.140 .140 Lancia 
1.295 .001 -.001 1.294 -I % Land Rover/Raoge Rover 
.110 .110 LolUS 

1.187 .001 -.001 1.186 -1% Ma2da 
1.904 .005 -.005 1.899 -5% MatOOes 
.525 .525 MilSUbisbi 
.147 .147 Morgan 

5.624 .002 -.002 5.622 -2% Nissan 
5.311 .005 -.005 5.306 -5% Peugeor 
.395 .001 -.001 .394 -I % Porscbc 
.017 .017 Reliant 

2.926 .003 -.003 2.923 -3% Renault 
11 .828 .001 .013 -.012 11.816 -12% Rover 

.256 .256 SEAT 

.879 .001 -.001 .878 -I % Sa:lb 

.159 .159 Skoda 

.227 .227 Suz.uk:i 
1.471 .001 -.001 1.470 -1% Toyota 

15.200 .017 -.017 15.183 -17% Vaulthall 
5.709 .008 -.008 5.701 -8% Volkswagen 
3.406 .009 -.009 3.397 -'I'll> Volvo 
.090 .090 Yugo 

1.532 .002 -.002 1.530 -2% orner Vehicles 
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Mind Share Table 
BMW +5 on 'Flamboyant I showy' 

Original Net New Ilr.Ild % Olange Aaoss 

Share Gain Loss Change Share Growth Draw Brands: 0.061 

.260 . .260 . Alfa Romeo 

.251 .002 -.002 .255 -1 % -3% Aston Martin 

1.529 .003 -.003 1.526 4 % Aucti 

3.305 .091 .036 .061 3.366 2% 91 % BMW 

.361 .001 -.001 .366 -1 % OcnLley/Rolls Royce 

2.492 .001 .004 -.003 2.489 4 % Citroen 
.394 .394 Daihatsu 
.201 .201 FSO 

.289 .001 -.001 .288 -1% r..- t 
3.033 .002 .002 3.035 3% Fiat .~ 

24.690 .005 .015 -.010 24.680 -15% Fad 

1.391 .002 -.002 1.395 -3% Honda 

.033 .033 Hyoodai 

C 
.075 .075 lsuzu 
.981 .001 .003 -.002 .979 -3% JaguarJDaimler 

.359 .359 UdI 

.140 .140 lNOa 

1.295 .001 -.001 1.294 -1% Land RoverlRange Rover 

.110 .110 Lotus 
1.187 .002 -.002 1.185 -3% Mmh 
1.904 .001 .007 -.006 1.898 -9% McroxIes 

.525 .001 .001 .526 1% Milsubishi 

.141 .141 Morgan 

5.624 .001 .002 -.001 5.623 -1% Nissan 
5.311 .003 .005 -.002 5.309 -3% l'eugeo< 

.395 .002 -.002 .393 -1 % -3% I'ooiche 

.011 .011 Reliant 

2.926 .001 .002 -.001 2.925 -1% Renault 
11.828 .006 .009 -.003 11.825 4 % Rover 

.256 .256 SEAT 

.879 .001 -.001 .818 -1% Saab 

.159 .159 Skoda 

.221 .001 -.001 .226 -1% Suzuki 
1.411 .002 -.002 1.469 -3% Toyota 

( 15.200 .004 .010 -.006 15.194 -9% VauxhaJl 

5.109 .002 .001 -.005 5.104 -1% Volkswagen 

3.406 .001 .007 -.006 3.400 -9% Volvo 

.090 .090 Yugo 

1.532 .001 -.001 1.531 -1% Other Vehicles 



• • 
Summary table - simulated image changes on BMW 

QdglDlI BeHt[ ~[Ish m!21ect)2D ±~ Elmliltl 6. ~isli ±:i Quieter + 5 Bett.r for enylronment +5 Flamboyant +5 
Market Better workmanlhlR t4 S.at, mor. people +5 
Share' 

% % % % % % 
BMW 3.3 

Brand growth +7 +3 +4 +3 +2 

SoUr:J:1 gllbl[1 
For<! 24.7 -15 -18 -17 -21 -15 
Vauxhall 15.2 -12 -lD -13 -17 •• 
Rover 11.8 -7 -12 -7 -12 -4 
Volk.wagen 5.7 ... ... -7 ... -7 
Volvo 3.' -8 -9 -lD -II -9 
Audl 1.6 -4 -3 -3 -2 -4 
Merced.s 1.9 -15 -7 -9 -5 •• 
Jaguar I Dalm lar 1.D -2 -2 -2 -1 -3 

SUmmary shares 3 I 1219194 



"Mind shares" - Shares of intention to purchase 
Potential target brands, from which BMW could gain share 

Total "Primaries ll Marginals 
[ JIJ()%[ [29%[ [4%[ [25%[ 

BMW 3.3 11.5 43.3 7.1 
Ford 24.7 18.5 9.6 19.8 
Vaux.hall 15.2 12.5 5.3 13.5 
Rover 11.8 10.2 4.3 11.0 
Volkswagen 5.7 6.3 5.4 6.4 

5.3 5.8 4.0 6.0 
3.4 4.4 2.5 4.6 
5.6 3.9 0.6 4.3 
1.9 3.5 5.9 3.2 
2.9 2.9 1.4 3.1 
2.5 2.6 1.4 2.8 
1.5 2.3 1.2 2.5 
3.0 1.7 0.2 1.9 
1.5 2.1 3.9 1.9 
1.4 1.6 1.9 1.5 
1.0 1.4 2.1 1.3 
1.2 1.2 1.0 1.2 
0.9 0.9 1.9 0.8 

Rover/Range Rover 1.3 0.8 0.8 0.8 
0.4 0.6 1.2 0.5 
5.5 5.5 2.2 6.0 

Soned according to mind shares of the Marginal group 

l 
BMW 

[7J%J 

0.0 
27.2 
16.3 
12.5 
5.5 
5.1 
3.0 
6.3 
1.3 
2.9 
2.5 
1.1 
3.6 
1.3 
1.3 
0.8 
1.2 
0.9 
1.5 
0.3 
5.4 

, 



• 

BMW 
Bri lish makes 
Ford 
Vauxhall 
Rover 
Jaguar/Daimler 

• • 
"Mind shares" - Shares of intention to purchase 
Potential target brands, from which BMW could gain share 

Total sample BMW intenders 

Total tI Primaries" Marginals 
1 JIXI%I 129%1 14""1 125%1 

3.3 11 .5 43.3 7.1 

24.7 18.5 9.6 19.8 
15.2 12.5 5.3 13.5 
11.8 10.2 4.3 11.0 

1.0 1.4 2.1 1.3 
Land Rover/Range Rover 1.3 0.8 0.8 0.8 
Qsm::rmn rna~~s 
Volkswagen 5.7 6.3 5.4 6.4 
Mercedes 1.9 3.5 5.9 3.2 
Audi 1.5 2.1 3.9 1.9 
Porsche 0.4 0.6 1.2 0.5 
Olhs:;r EYI2I2S::i!R 
Peugeot 5.3 5.8 4.0 6.0 
Volvo 3.4 4.4 2.5 4.6 
Renault 2.9 2.9 1.4 3.1 
Citroen 2.5 2.6 1.4 2.8 
Fiat 3.0 1.7 0.2 1.9 
Soob 0.9 0.9 1.9 0.8 
Japanese 
Nissan 5.6 3.9 0.6 4.3 
Toyota 1.5 2.3 1.2 2.5 
Honda 1.4 1.6 1.9 1.5 
Mazda 1.2 1.2 1.0 1.2 

• 

BMW non.intenders 

17J%1 

0.0 

27.2 
16.3 
12.5 
0.8 
1.5 

5.5 
1.3 
1.3 
0.3 

5.1 
3.0 
2.9 
2.5 
3.6 
0.9 

6.3 
1.1 
1.3 
1.2 
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3) 

4) 

BMWsummarv 

Target group definition. positioning strategy 

prime target grQUP 

• Defined In tenns of product/Image criteria relevant for 
brand choice, plus statistical description (passives). 

• Target group size/characteristics can be tracked over time • 

BMW liug~l g[gl.n~ (ma[Qioals) amQI.IDls Ig sgm~ 25°6t gt car gltmmi 
(NB. 71% are not In the target group.) 

The target group Is sensitive to BMW Image Improvements in as follows; 

"Crash protection", "beHer 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 cannibalisaHon on Rover. 

Other criteria are potentially less effective in Increasing BMW share. 

Main sources 01 business lie. 01 growth) 

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

GennaD brands: 
Audl, Volkswagen; Mercedes notably for "Crash protection" 20" .. ·25% 

N8: Gennan 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 /9112194 
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CSD "IT-buyers" segmentation 

Marketing objectives 

• Identify 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 

mDmoomo CSD Bualntlu Stre'egy Group 
Dlgl .. 1 ..,1.' ..... U •• Only 

December 1194 

~...Pt •• .ppt (VI.O) f 12112/94 I P8g8 2 



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 ill terms of how an "ideal" product 

is viewed, its most important characteristics 

momDnmo 

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

CSD BU-.lM" Stt.tegy Group 
0';"_1 tn1 ... rMII OM Only 

D.umbw 1tiC 

bsg..P'''.ppt (Vl.O) 1 12112194 I ~ 22 

• 



• • 
Deliverables (2) 

• For each product area (across all countries), 
each country and overall/non-IT professionals: 
. - Market model for scenario evaluations 

* Identification of the product, service, corporate or 
emotional attributes with highest potential to attract 
future customers to Digital 

* Estimated potential share increase 

"* Identification of the prime "roargina/s" 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? 

CSD ~~ne .. SlnItegy Group 
Digit-' Int.".. UN Only 

o.c.mbM 1* 

bsQ...pt ... ppt (Vl.D) 1 12J121i4 1 ~ 23 



Deliverables (3) 

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

momonmo 

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

- Indication of possible emerging areas which are 
reievant 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 Busln. .. Slr8legy Group 
Digital In~ UN onty 

o.c.mbef lW4 

bsQ...,pfn.ppl (Vl.o) I 12J12/M I p.g. 24 
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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) 
- liS 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. 

esD Business Strategy Group 
Digital Internal Use Only 

December 1994 

b8g...,Pl'es.ppt (V1.0) / 12J12194 1 Page 6 



PM&D involvement 

Bus. groups 
& segments 

Detail level 

CSD 

Bus. groups 
& segments 

CSD Busln ... Str.tegy Group 
Dlglc.l Inler. U .. Onty 

DecemtMr 1994 

Bus. groups 
& segments 

b&gJ)fH.ppt (VI.O) 1121121'94 1 Page 30 
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PM&D involvement 

PrQlect Slage 
pale (approx) 

liming 

Preamble W-1 

Phase 1 (qualitative) W+7 

Phase 2 (quantitative) W+15 

Phase 3 (Presentation) W+28 

Follow-oo 

mDmDomo 

Actlyity (with PM&D nominees) 

Project explanation, discuss 
product areas and likely 
specific (tech.) attributes 

Review of attributes and product 
areas hlghllghlad In qualijative 
researchj any additions? 

Attribute selection 

Presentation 

Integration Into PM&D processes 

CSD Bu.I.,. .. St"'l~y Group 
DIgI .. llnlerNil U .. Only 

o.c.mbet ,* 

PM 

PM 

TRB/PM 

TRB/PM 

Responsible Location 

us MldHov'94 

us Mid Jan '95 

us Mid Mar '95 

us Mid June '95 

Ongoing 

HgJ>t ••. ppt(Vl.O) 1 12J12IM I Pllge 2i 
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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 au.m... S~ Group 
DtgIW InterM u.. Only 

Deeemb« tllM 

~ (V1.O) I t2Jt2IM I PIIQI! 12 
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SCRIBE choice model - calculating importances 

Introdyction 

The aim of the model is to understand the statistical relationship between 
(a) image perceptions of all known productslbrands/services in a given usage area, 
(b) preferences for those products. 
so as to identify which attributes 3rc most driving buyers' choices of products. 

Measured proouct image ratings alone cannOt validly explain preferences. since this would 
assume equal importance for each image attribute in product choice. The ratings mUSt rust 
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 auribute importances in a given usage area, three measures 
are needed for all known products: 

• Image ratings for each product 
• Image rating for the "ideal" product 
• Suying intentions for each product 

Additionally the image attribute banery 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 
chan only shows two attributes. as an example. 

Chart 2 
The distance of each product from the "idear' is calculated in muiti-dimensional space 
across all attributes: again, twO have been exemplified in the chart. 

Chan 3 
Here the Chart 2 unweighted produc t 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. "S" should be closest to the 
"ideal" since it has the highest preference score, but based on the raw image ratings "E" 
(with the fourth highes t preference) is maps closest 

Cban 4 
On the hypothesis that all attributes may not be equally important to explain this 
respondent' s preferences. using an iterative process weights (represeming imponances) are 
attached to each attribute until a solution is found whereby the euclidean distance of each 
product from the "ideal" correlates (r2 = > 0.9) with its respective level of preference. 
For subsequent simulation purposes (modelling) it is these individual importance weights 

P. Morcll 
CSD - Business Stralegy Group 

Digi/al conjidentwl 
Page J 

seg....Proj/spexplan.doc 
21111/94 
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• 

which are used. The overall importance weights presented [0 users are in fact the 
aggregate of these individual values. 

Chan 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 
atuibutes. 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 funclion: 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 "8" product which is closest to his "ideal" also has 
the highest preference. More interestingly, one nmes 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 "0" and "F'. This particular respondent is "marginal" on "C" 
and "A", less so on "E". and not at all on "0" 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 SCRffiE 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 mociel building and image scenario simulation procedures . 

P. March 
CSD • Busintss Siraltgy Group 

Digital confuftntial 

Pagt 2 
stgJjrojlsptxpwn.doc 

22/ll/94 



The "SCRIBE" choice model. 
"Ideal" product positioning 

SPEED 

EXPENSIVE 

The positioning of the "ideal" producVvendor is calculated against al/ 
factors and attributes, although only "speed" and 'expensive" are shown 

CSO Bual,.. .. Stretegy Group 
OIgttM Int..-NII UN only 

Oc~llM 

agtnproJ.pp1 (VI .O) J 21110194 1 p. 24 
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• • 
Positioning of all vendors 

vs the "ideal" vendor 

SPEED 

® 

© 
® 

@ 

EXPENSiVE 

The distance of each vendor from the "idea/" is calculated for all 
combinations of factors/attributes 

CSD a~lne .. Strategy Group 
DIgI'" 1n*1\IIII UN Only 

Odobo< '004 

~Inprot.ppl (V1.O) I 211101'94 1 p~ 25 



• 

Preferences between the vendors 

SPEED 

Ka 
1 = tllgllesl bI!Y!!lg Intention for ven!lor 
6 = lowest buying Intention for vendor 

EXPENSiVE 

No relationship betweell preferences and distance from the "Ideal" I But the scales used for the plot are 
Identical, thus assumIng both attributes are equally Important for the explanation of buying Intentions. 

CSD Bu"",,, Stf1l''9)' Group 
Dlgtt.l Inter,. u.. Only 

~1'" 

aglnprot.ppt (VI .0) 12, I1 0Ji4 1 PIIQt' 26 
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Hypothesis: Attributes may not be equally 

important for ex laining preferences 

SPEED 

GdeaV 
<ED 

<E=0 
~=D 

F=6 

K£:f 

1 = Hlghesl bllylng Intention fpt vendor 
6 = ,"owesl buying !nlenllol1 tor ven~Jn 
___ n,_> ___ ' 

EXPENSIYE 

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 prefere'lce. 

CSD Bu.I,.. .. Slnil~ Group 
Dig"" t'I .... MI u.. Only 

O<tobo< , ... 

-atnprol,ppt (Vl .0) I 21 /101S14 1 Peg. 7T 



Vendors: "Ideal" 

-
The "marginal" buyer 

. 

. 

B CA E 

This buyer Is "marginal" 
lor the vendors C, A and E 

D F Increasing perceived 
distance from "'dea'" 

.. 
Improving buyers' perceptions of a vendor brings It closer to the "Ideal", and Increases buying Intentions. 
This buyer Is "marginal" (or vendors C, A and E. AIJ Improvement IIJ 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. 

momoomD CSD 8ualne .. SlfIIl-;y Group 
Dlg""l IntwM UN onty 

OCk:lMr 11M 

• II 

~tnprot.ppt (V1.0) 1 21/10114 1 P~. 28 
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• • 
Summary: Model building ... 

Syrvey measurements 

Vendor 
perceptions 

Ideal vendor 
perceptions 

Buying intentions 

CSD au.l1M .. Snltlgy Group 
Dlgftal t'ltem8I u.. Onty 

October 1894 

Model calculation 

IMPORTANCES of perceived 
vendor attributes in generating 

buying intentions 

-sltnprot.ppt (Vl .0) f 2 111l1li4 1 P-se 2t 



...... "Market scenarios simulation" 

mOmODrDO 

User simulation 

vendor Ideal vendor 
perceptions perceptions 
(simulation) 

Importances 
of vendor 
attributes 

CSD lkI-'ne .. 9u.t~ Group 
Dlghlll ~..". UN onty 

October ,194 

Model calculation 

Recalculated BUYING INTENTIONS 
based on modified vendor attributes 

(Market share estimates) 

aglnprot.ppl (Vl.O) I 211101V4 I P9 30 
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Contribution of SCRIBE choice models and associated research techniques to 
advertising development and testing . 

Dackl!round 

As has been described above. lhe segmentation project has as its main goals !he following: 

Idcmificmion of segments of like-minded IT customers with sjmilar busjness/lT needs, within defined 
computing areas for broad targeting purposes. 

Within computing areas to identify Ihe core target segmenlS of current and "marginal" (ie. high potential) 
cuslOmers for Digital prodUCts and services. based upon their objective and subjective perceptions of 
Digi!al and competitors' prodUCt families I corporate images. 

Using this choice modelling process the objective will be 10 achieve an understanding of the relalionship 
between product/vendor perceptions and brand choice. so as to identify those product/service/vendor 
characteristics offering lile greatest leverage to convert Digital "marginals" into actual customers. whilst 
still retaining the curren! franchise. 

Business scenario testing. simulation on the market models of the potcn!ial share impact on Digital and 
competitors of changes in customers' perceptions of our prodUCtS which we may wish to achieve; also 
e£fects on Digital of possible competitive moves. 

A research system which relates to the market models for the evaluation of "new ideas" (product concepts. 
advenising). with results in terms of image shift. share changes. etc. 

SeRinE models 

A SCRIBE model is essentially based upon a matrix of measured r3lionaVemotional/ relationship perceptions 
(attributes). ideals and buying intentions with regard to known products/vendors within a dcfmed product 
area. Building such models for a given product area involves: (a) the development of a complete and 
StaliSticaJly optimised attribute ba!tery: (b) quantitative representalive survey to measure products/vendors and 
ideals against the attribute banery. and also preferences: (c) based on these measures the calculation of 
attribute importances in generruing product/vendor preferences. Given that the measured product/vendor 
preferences will be sufnciently close 10 actual shares for practical planning purposes. the SCRIBE model is in 
effect relating product/vendor image perceptions to market shares. It thus becomes possible 10 indicate which 
attributes are the "hot butlons" for leveraging Digital's share, via simul.1tion 10 evaluate what share increase 
can be expected for given degrees of image shift on these attributes and from whal products/vendors this extra 
share would be taken. Concurrent and also competitive moves can be simulated likewise . 

TIle data in SCRIBE models will funhennore pennit the identification of current users of a given product. 
giving valuable insight into their degree of loyalty. but even more interestingly highlights lhe "marginals", 
those potential buyers not currently choosing Digital but who are mOSt amenable to a move 10 our produclS. 
Understanding how to reach such individuals through the "hot butlon" attributes. and their comparative size 
in the marketplace pennits optimal product and communication planning. 

CODY strategy definition and advertie;ing testing ue;ing SCRIm;; modele; 

1. COPY slrn]egy 

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 buyerslco-deciders 
and assuming that the marketing objective was the enhancement of the Digital product's cunent positioning. 
the .. hot OOllon" atuibutes are in fact those which fonn the basis for dcrming the key communication 
objectives of the copy SU3tcgy. It should be noted here that we are not only referring 10 rationaJ attributes 

P. March 
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direclly relaled to the product field. but additionally to emotional and relalionship criteria which. although 
only rarely taken into accoum in research can be extremely impon.anl in the choice of vendors. One would 
then want to look at other allribules with perhaps lower leverage and less power 10 discriminme between 
products/vendors. but which are nonetheless important - image "slippage" can be highly damaging. And there 
will be other pocemial concerns - possible cann ibalisalion of Ihe Digital pnxlUCI on other Digital produclS. 
likely competilive moves. etc. - which can and should be taken into account using the SCRIBE's simul3lion 
focililies. 

Hence SCRIBE is designed 10 indicate copy strategy (ie. the key communicalion crilcria) for optimizing 
product/vendor market postioning and Sh'l.re. There are however some covea/s: 

SCRIBE can help set copy strategy. but not executional t.reaunem. II indicates the image areas the 
adven.ising should address and Ihe degree of image shift required. but it cannOI address problems of 
creative style. colours. text. etc. Other more ad hoc research lools are of course available to deal with such 
issues. 

Strategic planners must carefully consider to what extem it is aClUaily possiblc to achieve image shifts 
which SCRIBE indicales as being necessary to obtain the wgeled share gain. 

The liming and investmem necessary 10 achieve image shifts in the real world muSI also be considered. 
SCRIBE assumes comp.vable share of voice vs leading adven.isers. and nonnally also 100% media reach 
(different levels can be simUlated). 

2. Advenisjng testing 

The SCRIBE research suite includes an advenising prClcsting module "APPRAISE" which is nonnally used 
once a SCRIBE choice model has been developed for the product area in question. APPRAJSE is primarily for 
evaluating advenising conceptS/execUlions. bUI also for looking at new product ideas. ~ engaging often 
heavy developmenl COSLS. 

WhaI: sets APPRAISE apart from classical advenising prelcsling techniques is thm ruler exposing a smal l 
sample of respondents 10 the advertising/ad. concept. il measures their perceplions of iill relevafll 
pnxluctslvendors rather thanjuslthose for the adveniscd product. Since APPRAJSE uses the same allribule 
ballery and preference measures as in the SCRIBE model for that product area. il is not only possible 10 see 
precisely what image shifts have been achieved by the advenisemefll. bUI also whal share changes in the 
product area the ad. may be expecled to produce and which products/vendors would gain or lose how much 
share. 

The research technique involves indireclly exposing a small sample (ca 8()"IOON) of buyers/co-deciders. 
representative for the prodUCI area in queslion (and malched 10 lhe slruclUre of the SCRIBE model sample for 
Ihal prodUCI area). 10 Ihe adven.isemenl. Rcspondems Ihen complelc Ihe same imerview as for the SCRIBE 
survey (5OON +). The APPRAISE dala is then projectcd up onto the model using d..lta fusion techniques 
(malching by idcaJs. import.'IDCcs and demographics). ResulLS Lake the fonn of the image shifl achieved by the 
ad .• and Ihe resultant projected share changes. 

APPRAISE thus allows the vendor to understand how a proposed adven.isemefll will impaci 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 APPRAJSE will not do is to explain why a given advertising executional slyle is not aChieving a desired 
image shifl. If this is required. some additional small-scale qualiLalive research is usually sufficient. 

APPRAISE will however clearly show whether an advenjscmem (camooign) is on stra!egy or noj. or whether 
a prodyct idea has NleOlial or no)' 
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CSD "IT buyers" segmentation 
Some potential "passive yarlables" 

primary function' s) of dept. 

Finance/administration 
Marketing/sales 
Customer service 
Manufacturing 
Engineering 
Purchasing 
MIS/EDP 
Datacomltelecoms 
SIW development 
EducatiOn/training 
Research 
Consulting 
Personnel ' HA 

primary end-product I seryice 
Automotive 
Aerospace 
Engineering 
Financial services 
ChemicaVpetroleum 
Insurance 
Electronics 
Transportation 
Computer SIW 
Computers I peripherals 
Computer distributor/OEM 
Utility 
Architechture/construction 
Heavy equipment I machinery 
Printing/publishing 
Defence 
Consulting I professional 
Pharaceutical l medical 
Telecommunications 
Food ' agrculture 
Education 
Research 
Consumer I retail goods 
Hospitality 

primary computing applications 
(usedtwould 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 I transaction processing 
Securities I currency trading 
Banking 
Reservation systems 
Claims processing 
Sales & marketing 
Customer servicing 
Mathematical I statistical analysis 
Systems simulation 
Al l expert systems 
Electronic design ' analysis 
Mechanical design I analysis 
Business ' financial analysis 
Project management 
Graphic simulation I animation 
Image processing I enhancement 
Electronic publishing 
Education I training 
Systems s/w development 
Applications sJw development 
Computer system I network managment 
Database access I retrieval 
Telecoms / datacoms 

primary and "also used" cpmputlng systems installed 

primary and "also used" operating systems Installed 

Network. OS's Installed 

Prod. araas I SEGMENTN.XLS I 6I1f95 



esc "IT buyers" segmentation 
Possible "product areas" for individual choice models 

lYRes 0 ' equ ipment 

High performance scientific 
EngIneering WS 
EnterpriselTP servers 
DB ' Awl. servers 
File & prim sel'Vers 
Desktop PC 
Mobile PC 

High end server 
Low end server 
Workstations 
PC. 

PC's 
Low·end workstations (RISC) 
Low·end wor1l.statioos (Intel) 
HIgh·eoc:I workstations 
Low·end l81Vers (RISC) 
Low·end S81'Ver5 (Intel) 
Depllenterprise serv9fS 

Types of computer usage 

Admjnis t[ftioo 
Office automation 
Accounting I administration 
Payroll 
Employee record managemeot 

Produc tion 
Plant ' manufacturing management 
Factory automation , elM 
Experiment I process OOfltrol 
Productioo' inventory management 

Commercial 
o..der , transaction processing 
Securities ' currency trading 

""""'" Reservation systems 
Claims processing 
Sales & marketing 
Customer servicing 

Technical ' profession.1 
Electronic design , analysis 
Mec:tlarKaI design , analysts 
Systems siTluiation 
Al l expen systems 
Mathematical I stallstical analysis 
Business ! financial analysis 
Project management 

Communication 
Image processing ' enhancement 
Electronic publishing 
Education , training 
Graphic sllTlJlation I animation 
E·mailllax/Intemet 

IT mlnagemenl & deyelopm. nt 
Systems sIw development 
Applications sIW development 
Computer system ! n&1wor11. managment 
Telecoms / datac:oms 

Other(s) 

eusine" DroceSS automation 
Woridiow automation Group-. 
Data warehousing 
E-mal 
Customer aceess to online data 
End·tD'eoc:I SPA 

Commercialltlectronic commerce 
o..d9C' / transaction processing 

Securities I currency trading 

Ban""9 
Reservation systems 
Claims processing 
Sales & marketing 
Customer servicing 
EOI 
On·~ne info (eg Dow jones) 

IT ml nag.m. nl & deyelopment 
Systems sIw development 
Applications sIw development 
Computer system ' networX managrr 
T aleooms / datacoms 
Cfientlservar SW development 

Adminis tration 
Office automation 
Acx:ounong ' administration 
Payrol 
Employee record mMagemeDt 

Production 
Plant ! manufacturing managemenl 
Factory automation ' CIM 
Experiment / process control 
Prodoction I Inventory management 

ptflOD,lIman' gerial 
Mobile and/or remote access 

• T el9IXIfT1P.Jtlng 
• Decision support 

TechniCl1 1 professional 
Electronic design / analysis 
Mechanical design I analysis 
Systems sinulation 
AI / expert systems 
Mathematical ! statistical analysis 
Business l linancial analysis 
Project management 
VisualilatJon (VA) 

Embeddtcl intelligence 
· eg -smart" buUdings 
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CSD "IT buyers" segmentation 
Some potential "passive variables" (2) 
/f(/I..~ 

Annual budget for purchasing! 
r_ljilrcornputers (Sm, SYCSl 

< 10K ,\ 
10-S0K 
SO-lOOK 
100-S00K 
SOOK-2M 

> 2M"--r .,-(0 

Annual revenues ( funding 
of company I instnution 

<5M 
S-10M 
10-20M 
20-S0M 
SOM-16 
> 16 

Function' s) of respondent 
CEO 
CFO 
Dept. Head 
IT Director/Manager 
Staff 
Consultant 
Systems manager 
Engineer 
Researcher 
Systems analyst 
Systems programmer 
srw developer 
Computer operations 
Other MIS/EDP professional 
Other 

I D-r- _ 

Industry 
Agriculture, mining, construction 
Manufacturing 
Transportation, communication, utilities 
Wholesale, retail 
Banking, investment, insurance 
Services (bus.lprof.Jedp) 

Geography 
USA 
France 
Germany 
UK 

8gle In buying decis ion 
Solely responsible for decision 
Make tinal decision based on recommendations 
Leader of group responsible for decision 
Member of group responsible for decision 
Make recommendation. not final decision 
Provide technical daviee 
Do not participate in purchase decisions 

Current situa tlpn in bUYing cycle (by prpduct area) 

Channels usedlpreferred 
Direct from vendor 
VARlISV 
Distributor 
Mass-merchandiser 

Use of applications inyolvlng distributed infrastructure 
(middleware) 

processor preferences {RISC/lnten 

..L Technology adoption style 
• Earty adopter/early majonlyllate majority/laggard 

Centralisedldecentral ised company 

Company situation 
Mature/stagnant 
Turnaround 
Rapid growth 
Rapid industry evolution underway 
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• • Product line lists (P age 1) 

llIoU!! l£ II!M Silicon Graph!cs 
(") (") (") (") 

WOfkslalion. 

l.I>Uod OEC 3OOO-3OOLX VMS HP 9000-712 Unil( HP-UX AS 6000-20 Ur'IIl(AIX 
'''''' PC 

Il.l'\'( I r DEC 3OOO-3OOLX Unll(OSF/I HP 9000 7 15I6A Unil( HP-UX AS 6000-25T Unll( AIX Intty SClR4000 Unix IRIX 
DEC AJphaStatlOn 200 41166 VMS HP Vectra 48Mi6 XM2 PC Windows ValuePoint 4682-LVI PC Windows 
DEC AJphaStatlOn 200 41166 Unil(OSFIl HP Vectra ~ XM2 PC NT ValuePoint 4682-LVI PC NT 
DEC AlphaStation 200 41166 NT HP Vectra 48Mi6 XM2 PC OS2 ValuePolnt 4682-LVI PC OS2 
DEC Celebns 466d2 PC Windows 
DEC Celebns 466d2 PC NT 
DEC CeiebflS 466d2 PC OS2 

Mili:aa DEC AJphaStatlOn 3000-700 VMS HP90007151100 Ur'IIl( HP-UX RS 6000-3AT Unix AIX Indigo 150 Unix IRIX 
DEC AlphaStabOll3000-700 Uril( OSFII HP90007351125 Unll( HP-UX RS 6000-3BT Unix AIX 
DEC AJphaStatlOn 3000-700 NT PC 730P90 Windows 
Decpc XL 590 Window, PC 730P90 NT 
DECpc Xl 590 NT PC 730P90 OS2 
DECpc XL 590 OS2 

I::IIQb:D DEC AlphaStatlOn 3000·900 VMS HP 9000 755 Unix HP-UX RS 6000 59H Urn AIX Crimson Unix IRIX 
DEC AlphaStalion 3000-900 UnlxOSFl 1 
DEC AlphaStatlOn 3000-900 NT 
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Product line lists (Pag 2) e 

:i!!!l -- l1<!! liHL 
(d) (") (") (""""'" ) 

Worlqla!iool ....... SUn Classic: UnixSunOS OeskPro XE4166 M270 PC Windows OptJpIex 4661MXe PC WI""""" RW 320-360 Unix SINIX 

Sun """" 
Unix Solans OeskPIO XE4'66 M270 PC NT 0ptipIe)( 466IMX8 PC NT RW 320-340 UnixSINIX 

Sun SparcSla1lon 5/70 Uru:SuoOS OeskPro XE4J66 M270 PC OS2 Optiplex 466IMXe PC OS2 

Sun SparcStalOn 5/70 Unix SoIaris 
Sun SparcStabon 5185 Unix SunOs 
SUn SparcSlation 5185 Unix SoIarIS 

WalXHl Sun SparcSta1lDrl 20161 UnixSunOS OptipIex XL 590 PC Windows RW362 Unix SINIX 

Sun SparcStabon 20161 Unb.: SOIarIS Optipktx Xl 590 PC NT 
Optiple)( Xl 590 PC OS2 

I::tigtl-s Sun SparcStation 2O!612MP Unix SOIarIS RW460 Unix SINIX 

Sun SparcStabon 2OI514Mf' UrwxSolarIS 
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~ -- 11!!1 Iilil 
("l (all (all (_l 

WOfklt.!lOOJ 

"""""" Sun Classic UnlxsunOS De$kP,o XE4166 M270 PC Wo"""", Opbplex 4S6IMXe PC Windows RW 320-360 Unb:S1NIX 
Sun Classic Unix Sotarrs DesKP,o XE4!66 M270 PC NT OpnpIex 466IMXe PC NT RW J20.340 UniJ(SINIX 
Sun $parcSlallon 5170 UnixSuoOS DeskPro XE4166 M270 PC OS2 Opllplex 466IMXe PC OS2 
Sun Sparc5tallon 5170 UnIX SoIariS 
Sun SparcStabOn 5185 UniKSunOS 
Sun SpafcStallon 5/85 Unix Solar" 

""'- Sun SparcStarion 2Of6 1 UnbSunOS Optlplex XL 590 PC Windows RW362 UnixSINIX 
Sun SpafcStabon 2Ot61 Unix Solar., Optiplex XL 590 PC NT 

Optiplex XL 590 PC OS2 

t:l1Qb;ecg Sun SparcStalion 2Ot612MP Unix Solans RW460 Unix SlNIX 
Sun SparcStarion 2O/S14MP Un.,( SoIarrs 

13/1195 / seg"proj I PRODlIST.XLS 
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1= I I r= 
IAV 53ClJ532 Uru DG-UX 
IAV4101412 Unix DG-UX 

IAV 500 Uru DG-UX 

I Unix DG-UX 

1311195 1 5e9"'proj 1 PRODLlST.XLS 
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QIl..m MI ~ GallWay 

(UK) (UK) (UK) (UK) 
Worksl,lIons 

Lo!u!c!I 

M!tange 

tll$lb-md 
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Product line lists (P age 5) 

g~g 1000 41200 v .... ~~~OOJE25 Um AIX 1000 41200 UnucOSF/ l 9000 E45 UnlxAIX 

;-:.;, ' ~,4I2OO NT IH~ 9000 E55 u •• Server 305·2411 05400 
v .... I HP NetserVer 4/66 Lf PC w,w ... w,w ;;;; v .... I HP NetserV9f 4166 LF PC No ...... ... ........ 

DEC I VMS I HP NelSeMlf 4/66 LF PC NT_ ... NTlsEHVer 
XL 466 PC w,w iHP NelSerVer 4166 LF PC seC-Unix ... seQ-Unix 
Xl 466 PC Nolw ... IHP NelSeM!J 4166 LF PC OS"""'"' 

DEC PrioflS XL 466 PC NT 
XL 466 PC seC-Unix 
XL 466 PC OS2 

2000 41200 V .... 1~:~G50 u •• 58H Unix AIX 
200041200 Unix OSF/ l 9OOOH60 Uri. G30 Urix AIX 
2000 41200 NT IHP9000 H70 u •• 590 Unix AlX 
21004/200 V .... IHP9000H170 u •• Unix AIX 

Unix OSF/l I HP Netserver 5190 LM PC w,w 59H Urix AlX 
21004/200 NT I ~~ NetserVef 5190 LM PC No ...... 1:=-.2052010 0""" 
2100 4/275 VMS NetserVer 5190 LM PC NT1sefVer Ipsa Server 305-2412 05400 

UI'II)I: OSF/ l I~: NetserVer 5190 LM PC SCo.UrllX Ips;;"""" 955'90 
w,w 

2100 41275 NT NetserVer 5190 LM PC OS_ s- .. """ Nelw". 
4()()()'50SA VMS I~: NetserVer 5t9O LM2 (dual PI') PC w,w I :~ -~ .. """ NT_ 4000705A V .... IHP Netservef 5190 LM2 (ouaJ pI') PC Ne\'o¥are I~;;;;""""" """ SeQ-Unix 

HX59Q PC w,w NetserVer 5190 lM2 (dual pI') PC NT_ .......... """ OS"""",", 
HX590 PC Netw<1f8 I~~ NatserVe!' 5190 LM2 (dual pr.) PC SeC-Unix 
HX590 PC N"'.""" NelSerVef 5190 LM2 (dual PI' ) PC OS""",", 
HX590 PC SCo.UI'IIX 
HX590 PC OS""""'~ 
HX590 (dual prj PC W I W 
HX590 (dual pr.) PC Netwafe 
HX590 (dual pr.) PC NTIsef'vEH' 
HX590 (dual pr ) PC SCO-Unb: 
HX590 (dual pr ) PC OS2lselYef 

I g~g I HP 9000 T500 VMS I ~s 6000 R24 clusters Unix AIX 

~~OSF/l 6000 R30 clusters Uril( AlX 

II'!;I PC Windows I~~ Vectra Vl2 4J33dKl PC '" """"' PC Windows 

DEC;"XL""" PC 
PC Windows Vectra XM2 4J66dKl PC Windows iBM Poinl 4J66dx21 Windows 

Windows I ~: ~9C~a XP60 ~ PC Windows 330 P190 PC Windows 
HX5I9O PC Windows V9C~a XU60 5160 PC Windows !isM 730 P54C19O PC Windows 

1311195 1 segJlroj 1 PRODUST.XLS 
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~ 

lW>!B 

:WQ[~SIImllf Sun Sparc5efver 5185 UOI)( SoWIS Prosigrla 466 M 1 050 w,w RM 22()..120 Unh( SINIX 
Sun SparcS9fver 2OJ61 Unix SoIatIS Prosljyia 466 Ml050 No""'. AM 22().125 UnixSINIX 

Proslgria 466 Ml050 NT AM 400-220 Unil( SlNIX 
Proslgna 466 M 1 050 SCO-UI"II)( AM 400-420 Unix SlNIX 
Prostgna 466 Ml050 052 RM4OC).43Q UrlIX SlNIX 

"0fQ.'\rtrr'M>n1" Sun Sp,:vcServ6f 2OJ612 UnixSolaris Prollant 1000 5.'60 W'W Power-Edge XEZ 5190 (dual prj W'W RM 400-440 Unix SINIX 
Sun Spatc5ervef lOOOE Unix SoIaris Proliant 1000 5160 NelWare Power-Edge XE2 5190 (dual pr) Netware RM 4()()'540 UrlixS'NIX 

Prollant 10005/60 NT1serVer Power-Edge XE2 5190 (dual prj NT_ RM400·6XX Unix SINIX 
Prollant 1000 5160 SCO-Unb: Power Edge XEZ 5190 (dual pr) SeQ-Unix 
ProUant 10005160 OS2/sef'ver Power-Edge XE2 5190 (dual pr ) OS""",", AM 600·220 Unix 51NIX 
Prokant 2000 5160 (dual pr.) w'w RM600·230 UnbSINIX 
Prokall12000 5160 (clual PI' ) Nelware RM 6CJO.240 Unix SINIX 
Prolant 2000 5160 (dual pr ) NT.'serVer 
Prolanl2000 5160 (dual pr ) SeQ-Unix 
Prokant2000 5160 (dual pr I 05"'"-

u.k 
"Enlilaxwf Sun Spar~ 2000E Unix SoIaril as 2000 Unix SlNIX 

e!;l Compaq Prolinea 41335 PC Windows Den Optiplex LE 4/66dx2 PC Windows SNI OT 486dx2·33 PC Windows 
Compaq DeskPro XE4166 PC Windows Dell Optiplex LE 4/66dx2 PC Windows SNI OT 486dx2·66 PC Windows 
Compaq DeskPro XL 5190 P( Windows Dell Optiplex L 560 PC Windows SNI OT 5190 PC Windows 

13/1/951 segJlroj 1 PRODLlST.XLS 



• • Prod ct r !.! ID e: r t (P !~ ~ age 7) 

~ 

AV 4605 UrI)( OGUX 
AV 4625 Uf'IIxOG-UX 

Unix DG-UX 

Unix DG UX 

. 

Unix DG-UX 

1& 486dx-33 PC WindoWS ZE-4J11Odx2 PC Windows I~= SeIecIl00 4J33Sc PC 
Windows .... <OS 

486dx2-66 PC Windows PC Windows Ii;;;; Station 500 4.166Sh PC Windows .... <OS 
Windows PC Windows ' StallOn EX 540 PC Windows Mo<OS 
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rw: 

I~ 41SOdx2 PC Windows I ~~~ Bravo 4/66dx2 PC Windows Windows PC Windows 
825160 PC Windows Bravo MS PI90 PC Windows Windows P5I6O PC Windows 

l oi~;~ Ms.640 5!90 PC Windows lAST PrEHTImla GX PI90 PC Windows Windows P5l9O PC Windows 
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Consul tant agreement 

This AGREEMENT is made becween Digital Equipment Corporation, its successors and its 
subsidiaries worldwide ("DIGITAL'') and The Research Business Group, Holford Mews, 
Cruikshank St., London WCIX 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 (coUectively the 
"CONSULTANT') for the purpose of setting forth the exclusive terms and conditions by 
which DIGITAL acquires the CONSULTANT's 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 10 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: 

1. Qualitat ive research 

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/FinanciaI Directors or professional end·users) buyers, working in 
flITlls 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, repon, listings in English and local language . 

... _ .................... _ ............ _ .. _ ................... _ ................................ _ ............................... . 
P. March 
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2. Quantification/selection of product groups / attribule 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 (CAP!) 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, atnibute 
dictionaries. 

3. Main Quantitative survey 

3.1 Final specification to depend on outcome of Stages I +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 oyerall basis: 

P. March 

CSD·BSG 

Attributes for vendors known to them, channels attributes 
Ideal vendor for each of their needs on all atuibutes 
Buying intentions for each vendor in the context of each of their needs 
Passive variables 

Digital conjultntial 
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3.3 Deliverables 

P.ltfarch 

CSD·BSG 

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 cboice 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 
deflned by Digital. 

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

Each model should yield a recommendation for optimal marketing. channels and 
cOQUDunication sqategies (current and marginal target groups. channels and 
messages) to~ether with an estimate of market potential. for Pieitai and named 
Prodycts, and (as appropriate) feedback on agreed marketing questions. 

Additional models and consultancy to be available on ad hoc basis. 

Final presentation and fmal repon including segmentation and model data 
tabulations. marketing conclusions and recommendations. 

DigilOl conjulenlwl 
Page 3 016 
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4. Timing. costs. other provisions 

4.1 Tunjng 

~ IimiJ!g ActivilY Resoonsible Location 
SIm 

I'I1ase I WI Kicl::-off meeting Qualitative phase (I) lRB/PMJET London 
W6 Presentation mccting I briefing Phase 2 lRB/PMJET Geneva 
W7 Review of findings with PM&J) PMIPM&D Ttltcon 

I'I1ase 2 W8 Quantitative phase - Attribute Selection lRB 
WI4 Preview of resullS meeting with TRB PM!IRB London 
WIS Anribute selection meeting with PM&D; lRB/PM/PM&D USA 

briefing Phase 3 
I'I1ase 3 WI6 Quantilative phase - Main Survey lRB 

WT1 Pre-presentation meeting with TRB PM!IRB London 
W28 Presentation meeting lRB/PMJET/PM&O USA 
W32 Final report lRB 

NB: PM&D IS the DlgllaJ-USA client for thiS study 

4.2 ~ (UK pounds sterling) 

P.March 
CSD·8SG 

UK France Qennan)! .llSA ThW 
95'029 82'739 102'359 116'839 396'966 

The above coSts include all expenditures associated wilh the execution of the 
research. ego questionnaire translations. incentives. fieldwork. analysis. project 
consultancy and management. presentations and the time commitments forseen in 
fulf~ling!he above meeting schedule. Availability will also be required from !he 
project staff for project-related telephone discussions, and is also included. 

Billing will be 70% on commissioning, 30% on delivery of the final report; tenns 
of paymenl are 30 days net Phase I +2, and then separately Phase 3, will be 
considered as discrete sections of the project, and thus be billed separate]y. 

Travel and subsistence costs for which prior approval has been obtained from 
Digital win 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. 

COSIS of extra models would be LGB 7'500, including modelling, analysis and a 
written debrief. 

Digital confultnJial 
Page 4 0/6 
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Fees for additional ad hoc consultancy would be LGB 1'000 (Director level- Ray 
Poynter) and LOB 750 (Associate Director level - Myriam Comber) per day plus 
travelOOP's . 

4.3 Other provisioos 

P.ltlarch 
CSD-BSG 

The proposed CONSULTANT research !earn is acceptable to DIGITAL. We do 
however require that the quantitative phases be carried Out under the 
",sponsibility 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 afmis research project to DIGITAL, its 
considerable scope and the attendant plethora of research issues, DIGITAL 
wishes to be fully infonned 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 (0 carry out the research project as 
defUled in this AGREEMENT. On its side DIGITAL will provide the 
CONSULTANT with the names of the pe"onnel "'presenting DIGITAL and 
responsible for managing the project, who may be readily contacted by the 
CONSULTANT, and who will ensu", ongoing suppon from DIGITAL. 

It is agn:ed that DIGITAL is ",sponsible for providing the CONSULTANT with 
the specified quantities of addresses for conducting the research. 

In commissiOning the overall project DIGITAL nevenheless reserves the right not 
to proceed with Stage 3, if in its view the results of Stages I + 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 
",search (Stages I + 2) amount to LOB 98'090, and should DIGITAL decide nOt 
to continue at that point, its liability to the CONSULTANT would be limited to 
LOB 98'090 (Plus any approved travel costslincidentals). 

The CONSULTANT's proposals regarding confidentiality are acceptable to 
DIGITAL, but must furthcrmo", 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 
ConflI111ation letter. 

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

Digwl conrlden/ial 
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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 panies (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 tennination of its Consultancy 
Agreement with DIGITAL. 

F) This AGREEMENT shall be governed by English law. 

IN WITNESS THEREOF, the panies hereto have executed this agreement this .. ....... day of 
....................... 1994. 

Digital Equipment Corporation 

Authorised representative 

Date: _______ _ 

P.March 

CSD-BSG 

The Research Business Group 
Consultant 

Authorised agent 

Date: _______ _ 

Digital confuJenlilll 
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