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CONSUMER SURVEY - SONITE MARKET
I I F L’:I:“l‘:[‘ﬂ.’(‘::wln“(lllﬂ [ SURVEY - BRAND AWARENESS BY SEGMENT
Firm Singles Pros Hikarmurs __ Othurs
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13 CONSUMER PANEL - MARKET SHARES BASED ON UNIT SALES
12 - - =
|| Firm Brand Buffs Singles Pros HiEarners Others
11 A SACK 0.5% 1.6% 0.6% 0.2% 46.7%
B SAND 2.3% 4.4% £6.8% 24 4% 2.1%
| SAPR 2.1% 0.4% 1.2% 1.0% 0.2%
9 SASI 0.5% 16.5% 34% 04% 0.8%
; = E SEAL 5.2% B.1% 5.2% 22.6% 1.9%
— @ SEXY 10.9% 1.2% 1.0% 0.5% 0.4%
X P . " . .
75 SEFA 1.0% 1.8% 1.0% 17.6% 0.8%
6 f SIGN 1.7% 18.2% 6.2% 2.5% 7.4%
— € SILK 9.4% 11.5% i 10.9% 2.8%
° | < 0 SOAF 9.5% 77% 7 1% B3% T1% B.1%
4|3 SONG 23.6% 3.9% 2.7% 2.3% 0.9% 5.7%
3 S0LO 1.2% 0.7% 1.6% 5.6% 0.3% 3.0%
3 S — - - - — - .
‘E ] SLICH 4.3% 25.7% 34% 32% 4.4% 10.0%
2| SUMO 0.5% 1.2% 0.6% 0.1% 29.9% 3.0%
| SLIBL 26.4% 0.6% 0.6% 0.3% 0.4% 4.2%
Tatal 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Total sales (U) 232,426 466,612 36,449 731,390 137,515] 1,604,392
= Total sales (% Total) 14.5% 20.1% 2.3% 45.6% 8.6% 100.0%
o
k")
%]
o]
0
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DISTRIBUTION PANEL - SONITE MARKET
I I F INSTITUT. FOR TOURISMUS DISTRIBUTION PANEL - MARKET SHARES BASED ON UNIT SALES
UND FREIZEITWIRTSCHAFT
Firm Specialty stores Depart. stores Mass Merchandis. Total
13 [} 07% 73% 15.6%] T6%
— 14.2% 177% 28%)  131%
12 12% 10% 0.4% 0.9%
| 7% 3.8% 10.1% 52%
11 E 13.0% T76% d%| 140%
| 31% 11% 2,6% 22%
7.8% 12.3% 51% 9.0%
E TT% 5o% T3.3%) 75%
121% 9.7% 106%]  108%
9 5] E5EA 5% 367 .70
| = 8.8% 3.6% 44% 57%
8| 37% 35% o] 20%
— @ ] 6% 7% T3%|  10.0%
7 f 01% 0.4% 12.0%| 3.0%
| g 6.2% 2.3% 4.2% 4.2%
6|5 Total T00.0% T000% TO00% 100.0%
L = Total sales (U) 608,924 640,815 354,653| 1,604,392
5= Total sales (% Total) 38.0% 39.9% 224%|  100.0%
c
—.2
4|0 DISTRIBUTION PANEL - DISTRIBUTION COVERAGE BY CHANNEL
>S5
g Firm Brand | Specialty stores Depart. stores Mass Merchandis.
= A SACK T w7 T
£ SAND 495% 54.6% 1.2%
2 SAPR 17.3% 10.0% 5.0%
SAS| 13.4% 15.2% 14.7%
1 E SEAL 30.6% 303%
X SEXY 15.4% 10.8%
extend to which each SEFA 2199 ; 2001,
. . | SIGN 35.2% 32.3%
brand ist carried by - SiLK i o
the channels - 30.0% 1710
o 42.8% 15.8%
S0 50.1% 1.6%
: SUMQ 0.6% 39.3%
SUBU 48.9% 24.3%
Vgl und Le Total number of ouflets 4033 11370 517




ITF SEMANTIC SCALES - SONITE MARKET
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Introduction into Markstrat

SEMANTIC SCALES - IDEAL VALUES (1 TO7)

Segment Weight Design  Volume Max Freq Power Price
Euffs 237 424 1.85 6.23 6.48 3.86
Singles 5.65 462 6.01 4.99 4.85 447
Fros 4.57 5.00 5.08 4.80 2.26 35
HiEarners 5.27 4.24 5.15 5.26 2.5

Others 6.37 1.95 6.18 2.21 5f

attributed to each
characteristic by
Importance of characteristic (1) 4 2 4 02— 1 consumers
participating in the
study. Numbers
are averaged

(1) On a scale from 1to 10 - 1 = Not important - 10 = Very important

SEMANTIC SCALES - BRAND PERCEPTIONS (1 TO 7)

across all
\ ents
Firm Brand Weight Design  Volume Max Freq Powe) > .
A SACK 5.89 234 4.80 242 1.50 1.73
SAND 4.00 1.63 1.97 309 24 6.22
SAPR 4.00 4.23 2.04 6.29 495 5.25
SASI 4.00 1.63 1.95 3.19 3.48 3.53
E SEAL 3.62 246 2.7 540 373 5.26
SEXY 4.00 3.0 243 6.02 6.13 .30
SEFA 443 437 4.72 507 3.08 6.06
SIGN 6.45 5.66 2.85 321 3.52 .38
SILK 3.28 477 3.30 463 5.32 5.66
o] SOAP 3.99 477 2.66 5.59 6.25 6.15
SONG 3.89 274 412 6.50 6.23 4.80
SOLO 4.71 1.50 297 6.22 .50 5.62
u 5.63 1.62 2.85 394 3.20 2.5
— 5.07 376 4.82 1.73 .50 50
281 471 .25 6.50 6.26 230
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ITF MULTIDIMENSIONAL SCALING - SONITE MARKET
INSTIT
UNe T MULTIDIMENSIONAL SCALING - IDEAL VALUES (-20 TO +20)
13 Segment Economy Performance Convenience
— Buffs 5.6 14.7 8.1
12 Singles 0.5 16 6.4
|| Pros 5.1 22 0.6
HiEarners -13 44 5.5
11 Others 5.5 -12.6 152
10
i MULTIDIMENSIONAL SCALING - BRAND PERCEPTIONS (-20 TO +20)
T
i =1 Firm Brand Economy Performance Convenience
2 = SECK 53 E 72
7|5 SAND 135 1.1 47
— = SAPR -3.9 147 0.5
6 SAS| 1.2 -0.8 47
= E SEAL 54 7.5 13
1 < SEXY 20 127 -2.0
5 c SEFA -11.4 4.2 -13
|| o SIGN -2.8 -3.7 -8.1
4 =1 SILK -5.1 43 49
S 0 SOAP 55 10.2 16
S 05 13.0 -2.0
3 Bel -13.3 12.8 -0.3
b= u 5.2 16 124
= 6.9 -127
> 125 1456 helps to
1 interpret the
MULTIDIMENSIONAL SCALING erceptual
INFLUENCE OF PRODUCT CHARACTERISTICS ON MDS DIMENSIONS p p
dimensions
= Weight Design Volume  Max Fre Power Price 1
5 e T o v derived from the
g Economy Slight Slight Slight Shight StUdy
) Performance aht Slight Moderate  Strong
2 Convenience WModerate  Modsrate Slight Slight Slight Slight
Vgl 717
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Herizontal axis

MULTIDIMENSIONAL SCALING - PERCEPTUAL MAP
ECONOMY X PERFORMANCE
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conomy, increasing from left to right)

13 Vertical axis Performanice | performance, increasing from bottom to top)
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MULTIDIMENSIONAL SCALING - PERCEPTUAL MAP
ITF ECONOMY X CONVENIENCE
UND FREN
Horizontal axis Il d ec /. increasing from left to right]
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MARKET FORECAST - SONITE MARKET

MARKET FORECAST - SEGMENT SIZES AND GROWTH RATES

13
12
11
10
9 - -
| Segment Buffs  Singles Pros HiEamers Others Total
8 § Segment sizes in KU
=y Actual size this period 232 467 38 ™ 38 1,604
71X Forecasted size next period 215 505 34 829 135 1,717
| | © Forecasted size in five periods 150 600 25 1,366 12 2,363
= Relative segment sizes in %
6| g | )
= Actual size this period 14.5% 201 % 2.3% 45.6% 8.6% 100.0%
5| = Forecasted size next pariad 125% 20.4% 2.0% 48.3% 7.8% 100.0%
"1 5 Forecasted size in five periods £.7% 202% 1.1% 57.8% 5.2% 100.0%
4|3 Forecasted growth rates in %
3 Mext period 3% B.2% -7.3% 13.3% -2.2% 7.0%
IS) -31.5% 48.0% 31.5% 86.7% 47.3%
‘E 7.3% 5.2% -7.3% 13.3% 8.1%
5=
1
c
e
2]
(]
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|T F wstiTuy COMPETITIVE ADVERTISING - SONITE MARKET
13 COMPETITIVE ADVERTISING - ESTIMATED TOTAL EXPENDITURES
| (all numbers in K3)
12
—1 Firm Brand Buffs  Singles Pros HiEarners Others Total
11 A SACK 150 350 150 150 850 1,650
1 SAND 450 50 450 2,000 450 3,800
10 SAPR 200 200 800 800 200 2,200
N SASI 200 300 200 200 200 2,100
i TOTAL 1,000 2,300 1,600 3,150 1,700 9,750
8 T E SEAL 50 300 50 50 500
|| g SEXY 1450 200 200 200 2,250
71X SEFA 250 300 1,700 250 2,750
| g TOTAL 1,750 800 1,950 500) 5,500
6| o SIGN 500 2,600 500 500 1,100 5,500
— & SILK 700 400 2,250 950 400 4,700
5 E TOTAL 1,500 3,000 2,750 1,450 1,500 10,200
| g [#] SOAP 250 250 1,000 1,000 250 2,750
4 S SONG 650 250 100 100 100) 1,200
3 S0Lo 400 400 400 2,950 400 4,550
= TOTAL 1,300 900 1,500 4,050 750
2 = u SUCH 150 1,000 150 150 150)
| SUMO 150 150 150 150 1,000
1 SUBU 1,700 250 250 250 250
TOTAL 2,000 1,400 550 550 1,400
TOTAL 7,550 8,100 7,200 11,150 5,850
- AVERAGE BY BRAND 503 540 480 743 390|
o AVERAGE BY FIRM 1,510 1,620 1440 2,230 1170
2
(]
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INSTITUT FUR TOURISMUS
UND FREIZEITWIRTSCHAFT

ITF

13 COMPETITIVE SALES FORCE - SONITE MARKET
12 COMPETITIVE SALES FORCES - ESTIMATED SIZES
| (in number of sales people)
11
- Firm Brand Specialty stores Depart. stores. Mass Merchandis. Total
10 A SACK 1 1 3 5
| SAND 14 19 2 35
9 SAFR 2 3 1 8
|~ | 58| 2 2 4 8
s|® TOTAL 19 25 10| 54
1" = T SCAL 7 T T2 7
2 Y SEXY 3 2 3 8
|| & SEFA 4 7 3 23
= TOTAL 13 20 30 63
6 o SIGH 3 8 12] 25
.S SILK 17 1 20) 48
5|c TOTAL 21 19 33| 72
— 2 0 SORP T5 7 5 P
419 SONG 15 8 5 28
o° S0L0 13 10 5 a7
= TOTAL 1 2 15 83
c ] SUCH 0 75 [ 75
2 SUMO 0 0 5 45
1 SUBU 0 18 18| 86
1 TOTAL 59 63 63 185
TOTAL 56 152 50 58
AVERAGE BY BRAND 10 10 10| 21
- AVERAGE BY FIRM 31 30 30 92
Rel
2]
%]
Q
%]
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ITF

ADVERTISING EXPERIMENT - SONITE MARKET
EXPECTED RESULTS WITH INCREASED ADVERTISING BUDGET

SEAL SEXY SEFA
Change in awareness (%)

® BEuffs 0% 16% 0.4%
> Singles 0.0% 0.2% 0.2% )
< Professionals 1.0% 12% 1.0% estimated net
g High earners 0.1% 0.1% 1.3% change in
=] [— ':"h:"s . O 0.3%  05% contribution after
c ange in market share (% :
c Bufis 0.0% 16% 0.0% marketing due to
S Singles 0.1% 0.0% 0.1% the increase in
S Professionals 0.4% 0.0% 4 advertising
g High sarners D.ﬁ% II.O?? expenditures
= Others 0.0% 01%
= 922 202 =

Change in contribution after marketing (K§)
uld have been achieved by a given brand if its advertising budget had been increased by 20% and if

nged
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SALES FORCE EXPERIMENT - SONITE MARKET
EXPECTED RESULTS WITH INCREASED SALES FORCE

©

@ SEAL SEXY SEFA
T Change in number of distributors (U)

= Specialty stores 668 454 604
g Depart. stores 191 a7 214
e Mass Merchandis. 248 192 275
=) Change in market share (%)

© Specialty stores 1.0% 0.6% 1.5%
3 Depart. stores 0.6% 0.2% 1.7%
g Mass Merchandis. 0.3% 0.4% 0.6%
< Change in contribution after marketing (K$) 1.857 352 4,195

Notes: These results would have been achieved if the number of sales people had been increased by 10 in each channef
and if competitive actions had remained unchanged.
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I I Markstrat - Decision Form
For prepating youz input you may print the Mazkstzat Decision Form and/or the Markstrat Budget Fomzl

Course: LV | 2268 -| Firm: |4 - | Password: Period: |1 -

Product Management

Name of L
i Py tual Ohjectis
R&D Project | Froduction o mmended ereer Jectives

(if modification Retail Price ($)
ar introduction)

# |Brand names

Scale Axis 1* | Objective 1 |Axis 2% |Ohjective 2

[ Mo objectives

[ o ohjsctives

[ o obiectives

=l
=
[ o objectives =]
=l
E

[ o ohjsctives

[Ho objectives =]

* Note: MDS dimensions: Sorite: 1=Econony, 2=Petformance; 3=Convenisnce. Wodite: 1=Efficiency; 2=Flexibility; 3= Econony. Semantic scalss: Sonite: 1=Weight; 2=De
3=Volume; 4=Max Freq; 5=Power, 6=Price. Yodite: 1=Autonomy; 2=Max Freq; 3=Dismeter, 4=Dresign; 5=Weight, 6=Frice

1T
T
1T
il
100
ol o] ol
I

Product Management

Introduction into Markstrat

Advertising | Advertising Targeted Segments (%) Sales Force Eiffort (%)
#| Budget Research | Buffs |Singles | Pros |Hi Eam|Cihers Tora1 SPecial. [Depart. | Mass
(thousands )| ($) Innovs |Adoprer Follow | - R o2l Siores | Stores |Merch,
! [ s [ s s o 2 e s
[ [ ] o ] s | ) XY T T o [

| [l Tl [l ol ) 5 T T [

[ [ o o 2 | o

s [ [l T [l I o 527 T T [
6 [ [ o [l ) 2 T T [
100% | 100% || 100%

sessio DD - DN
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I |Numbel' of Salespeople

Introduction into Markstrat

Sales Force and Distribution

Speciality Stores

Departmeni Stores

Mass Merchandisers

—

—

-

Research and Development

Physical Characeeristics
Project Name Expendinmes 1 2 3 4 5 6
(thousands 8) | (eigin Design | Volume |MaxFreq| Power | Requested
(Antonomy) ((Max Freq) |(Diameter) | (Design) |(Weight) Base cost (§)
C 1 0 CO T [T .1
C 1 LI C |\ CT | d)
C 1 0 CO T [T .1
C 1 T CO | CT [ 1
C 1 T CO T T 1
C 1 T CO | CT [ 1
Market Research Studies
Smdy Tiles Order Smdy Tides Order
Indusiry benchmarking [T Allmarkets | Market forecast 7 Sonite|| [T Vodite
Consumer survey ™ Sonite | [T Wodite Competitive advertising | [ Sonite | [T Vodite
Consumer P‘“‘Bl l_ Sonite '_ Wodite Cﬂmllenﬂ"e sales force '_ Sonite '_ Sodite
Distribution panel ™ Sonite | [T Vodite Advertising experiment | [~ Sonite | [ Vodite
Semantic scales ™ Sonite | [T Wodite Sales force experiment | [7 Sonite | [T Wodite
Multidimensional Scaling | [T Sonite | [T Vodite Conjoint analysis [T Sonite || [T “odite

| SubrnitData |
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Recommendations for the first period

S0 0 - IS R

Introduction into Markstrat

= Gather information

=> Do not withdraw existing brands

= Use R&D extensively

=> Do not make any major changes in your firm's
operation
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