SEGMENTING THE INFORMATION SERVICES MARKET:
A Speclal Report from MLS

Information providers, hardware sellers, and other publishing
organlrations are eager to help llbrarlans reach prospective Information
consumers. The reason? Technology Is one key to Increasling patron
services, getting new sales, and creating exclitement In the llbrary and
Informatlon businesses.

Almost two years ago In 1988 a feeding frenzy of mergers and
acqulsltlons marked a fundamental change In the Informatlon Industry.
The number of Informatlon Industry mergers and acqulsltlons transactlons
reached 28 wlth a total value of over $2 blll lon, according to the

January 8, 1987, IDP_Report.

The pace of acqulsltlon slowed In 1987, but many companies hungry to
cash In on Information buslnesses stayed on the acqulsltlon trall In
1987 and wlli remaln there In 1988. VNU Is an odds-on favorlte to
obtaln control of Dilsclosure, Inc. Other non-U.S. companies are |ikely
to take advantage of the U.S. economic climate to strengthen thelr stake
In the iInformatlon-rich Amerlcan market.

One consequence of the visibllity glven Informatlon as a business has
been a concomitant surge of awareness about electronically-delivery
vehlicles. For example, CD-ROM Information products--largely vaporware
In 1986--have made signiflicant headway In corporate, academlic, and
public Ilbrarles. CD-ROM products are dropplng In price as titles
proliferate. Mlcrosoft has sent strong slgnals to the marketplace about
Its commitment to optical technology. Lotus Development Corporatlon’s
One Source comblines weekly CD-ROMs contalning flnanctal data witth an
option for Instant updating. The firm’s recent acqulslitlon of Datext, a
CD-ROM company, demonstrates Lotus’s falth In optical storage
technology. For 1988, product testing Is glving way to CD-ROM overload.

Even blbllographlc timesharing companlies experienced rapld change.
Recent events Include Dlalog’s reporting that new sign UpS to the Dlalog
service are mostly non-llbrarlans. In response, Dialog’s Business
Connectlon simpiifles considerably log on and retrleval of numeric and
factual buslness Information. A simpler Interface to Knowledge Index Is
likely to be one of 1988's hottest online products.The senlor management
changed at BRS. In January 1987, Mead Data killed Its Reference
Service, and Is launching Itself Into 1988 wlth a legal challenge to
West Publishing.

It Is too soon for 1987's online earnings estlmates from Informatlon
Market Indicators, a firm which tracks revenues and usage of
bibllographlc databases. Rumor has It that the rate of growth for
bibilographic databases Is slowing whlle flnanclah databases thrive. In
spite of the generally poor track record of new textual databases, new
products continue to make their way to market. The most recent Cuadra
directory tallies more than 3,000 files.
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What's all thls mean to |ibraries?

For Informatlon speclallsts, the vendors’ and database producers’
concern for contlnued growth means greater marketing support to People
who can reach new Information consumers. It also ineans a more recsptive
audlence with greater awareness of the value and Importance of
electronically-dellvered Informatlon.

One excellent source of marketing assistance comes from companles
selling compact dlsc Informatlon products. Since some of these
products bridge the gap between printed reference matertals and online
access, they can be used to learn electronic Information retrieval more
eas|ly than some tradltlonal onllne systems. For example, Datext’o and
Dialog‘s CD-ROM products offer the capabllity of golng online to obtain
the most current Informatlon. Some CD-ROM or laser disc offerings,

notably I1AC’s InfoTrac Il, are available on a no-charge trial
Instaltatlion basis. The hope Is that use of the product wili lead to a
sale.

Thus, vendor and database producer marketing support to Ilbraries Is
likely to be greater In 1988 than In 1987. Informatlon providers wtlii
bend over backwards to help llbrarlans attract new customers to thelr
products. The challenge becomes making the best use of available
resources, but thls Job Is not easy.

The seminar expliosion

In 1985, Dow Jones News/Rstrleval, Dun’'s Marketing Services, and
UMi/Data Courler offered free semlnars In a dozen major U.S. citles.
The Intended audience was “end users* or people Interested In onllne
searching who dld not have professlonal tralnlng In Information sclence
or text-based Informatlon systems.

The “Joint” semlnars attracted enough medla attentlon and attendance to
spark a renewal of Interest In thls marketing approach. In 1987, a
number of Informatlon companies offered "cooperative® seminars as well.
These Include BIOSIS, Chemical Abstracts, Derwent, and others. Semlnars
market Informatlon effectively. Procter & Gamble has created an onllne
and computer tralning facllity used by P&G Informatlon speclallsts and
database companies to teach P&G employees how to get the most value from
speclfic electronic resources.

The most effective semlnars present Informatlon about Informatlion.
Although many dlfferent approaches to teaching people about thls
difficult and eluslve product are In use today, there are common threads
which run through the programs. Semlnars are rarely open to the publlic.
The tist of Invitees Is carefully screened In order to ensure an
approprlate audience. The programs--regardless of length--are time
scheduled. The emphasis Is upon content and pollished presentation.

Promotlonal efforts rely almost exclusively upon dlrect mall. Costs and
contacts can be tlghtly controlled.
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The principal drawbacks of the seminar as a marketing technique are:

Each new program Is unproven and, therefore, might be percelved
as a waste of time;

People often do not have the time to attend a full-day or even
a half-day program”;

It Is not often the role of a llbrarlan to suggest to an end
user that he should attend an Informatlon-or llbrary-orlented

semlnar.

Since the “corporate Intelllgence" programs began, electronic
Informatlon retrleval has become more widely known. An Increasing
number of Ilbraries have marketed their services to thelr users using
the pull of new technology or the push of dlirect marketing.

Sizzle Is not tacking In the Information retrlieval business, but
attracting and keeping users remalns ‘a very hard Job.

Roger Summlit, wrlting In the December 1986, Chronolog newsletter, made a
penetrating observation: *“Unlike such metaphors as 'Electronic Mall,
‘Desktop Publishing,” ‘Computer Conferencing,’ and the | Ike, there seems
to be no ready metaphor In everyday life to label the process of
Informatlion retrieval.® The key to continued success of electronic
Informatlon retrleval rests wlth the most Important | Ink In the
Informatlon chain--the llbrarlan.

The other side of the coin

The January 8, 1987, PC Week, reported four reasons why senlor
execut ives shun PCs:

“The bellef that PCs are not well sulited to an executive’s
actual Job actlvitles”

“The absence of user-friendly software that can elther provide
senlor executlives with timely, summarized Information or asslist
them with strateglic planning®

"A prevalling attitude that PCs are support devices that use a
lot of desk space”

“Concern over tralnlng. and a need to overcome the wldespread
fear of appearing ‘behind the times’ because of a lack of PC

knowledge.”

Echolng thls last point Is Paul Erlhoff, Informatlon manager for Varlan
Assoclates, a Palo Alto, California, manufacturer of mlcrowave
communicatlon products. He sald In PC Week: “I've suggested to my
senior executives that | would come In on a Saturday and In a
clandest Ine kind of way teach them how to use the PC. They give every
kind of excuse, none of which Is valld. The biggest problem Is fear of
exposure of Ignorance, and I'm not sure how to get over that.
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“They can tiptoe around the problem, make declaratlions and say It's not
user-friendly or there are no appllications for them, but none of that Is
really true. They | Ike to pretend they're using PCs to have the company
look progressive, but most of the senlor managers In business today grew
up In the era before PCs, and to catch up wlth the technology and
knowledge seems Insurmountable to them.“

But what about middle managers? Do they too reslst computers and online
Informatlon retrleval?

David Nicholas, Kevin Harris, and Gertrud Erbach wrlting In the Journal
of Informatlon Sclence Principles & Practice, Number 4, 1988, report on
thelr experiment In teaching end users how to search.

After sIx months of tralning book researchers at TIme-LIfe Internatlonal
to use onllne databases, It became clear that they would not become end
users overnlght, desplite plentiful tralning, good facllitles, and user-
frlendly Interfaces. The reasons Include the end users’ lack of time,

thelr general reluctance to abandon conventlonal Information retrieval

methods, and the low prlority gliven to the Informatlon-seeking part of

the Job.

Time-Life’s online experience does not support the bellef that-there
wit! be wide scale end user searching In the near future. The authors
observe that onllne will find Its place In the range of Informatlon
retrleval methods available to the user and will undoubtedly be used
where manual methods have fatied. It Is unlikely, however, to replace
manual systems that work well and are well Iiked. One of the most
Interesting findings Is that secretarlies do seem to be qualifled and In
an excellent posltlon to become a major end user group. They might even
pose a threat to the llbrarlan Intermediary In the near future.

One Answer--More and More Education

The educational task needed to convert a potentf/al Informatlon user Into
a real Information consumer or searcher parallels the Job a tradltlonal
data processing department has In teachlng someone to use a personal
computer. Naoml Karten spells out the types of tralning needed In the
Fall 1988, Information Strategy: The Executive's Journal:

Literacy tralning. A baslc overvlew of personal computer
technology and operatlons Is provided by computer tlteracy
tralning, which becomes the basis for all computer tralning.

Product-orlented tralning. This emphasizes product features
and functions and the mechanlcs of operating a particular
package. It Is not strongly related to business objectlives.

Business-oriented computer tralning. Here the emphasis IS on
business problems; wlth It, there Is no gap between what Is
learned and how to apply It.

Generlc business tralning. The Instructlonal approach
addresses specific financlal techniques used by a company but
does not cover techniques for analysis of marketlng data.
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. Customized tralning. Thls addresses the needs of a speclfic
organlzatlon's groups and Indlviduals.

Ms. Karten concludes by observing that In-house tralnlng programs can be
tallored to speclflc user needs and can offer convenlent course times,
but they requlre tralners who have speclallzed skiils. While vendor-
supplled tralnlng may be more expenslive, It offers a wlde range of
courses. A flrm may flnd It best to use both technlques.

There Is a bellef that unless llbrarties take Increasingly positive
act lon, data processing departments, the personal computer support
center staffs, or the strategtic planning unlts will try to take
responslbllity for Informatlon retrleval because It Is clearly a
critlcal corporate actlvity.

What Can a Llbrary Do?

The problem faclng a llbrary that wants to market Itself requlres a
balancing act. Demand and resources must match so that new Informatlon
consumers are created wlthout overloadlng the staff and budget. Before
promoting electronlc Information retrleval, a Ilbrarfan needs to segment
the market wlthin his particular organlzation. WIth an Idea about to
whom to market, a plan of actlon can be developed whlich comblnes
Internal and external resources.

Segmenting means littie more than chopplng a market Into manageable
groups. The market for a popular television show Is measured In the
milllons. For Informatlon found In llbrarles, the market may be
measured In far smaller numbers particularly If one Is trying to reach a
particular group of llbrary patrons or customers. The keys to
segmenting are:

. A common need

. Shared characterlstlcs

. Ablllty to ldentify the group

. Communlicatlons medla to reach the target audlence.

A common need provides a hook or an appeal on which to hang the
marketing program. The InfoTrac II CD-ROM product sells Itself because
It has an arrestlng technologlical form and lets people wanting clitations
to the popular llterature get references to lay perliodicals and
newspapers In one place.

Shared characterlstics allow the marketer to generalize about
preferences, betilefs, and desires. These subjective factors can be
woven Into the marketlng program prepared for the group. For example,
business executives expect agendas and a hligh pollsh on visual
materlals. College students expect an dxplanatlon, a discusslion, and
then an assignment approach to masterling materlal.

*If you can’'t flnd them, you can’t sell them” paraphrases a sales trulsm
In the Insurance buslness. You need to know who you want to sell and
how to communicate wlth them.
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It goes wlthout saylng that you have to get your message to your target.

The segments

The potentlal market for a large number of Information- or technology-
based products has three principal segments: The Acceptors, Receptors,
and Reslistors. Recognlzing the characteristics and size of each segment
Is a startlng point for more effective marketing of electronic
Informatlion retrieval. Figure 1, Marketing Needs by Segment presents a
summary of the segments and selected marketlng techniques for each

group. s

The Acceptors comprise the smal lest and most desirabie group. These are
the Indlviduals who are most exclted about electronlic Information
retrleval. Acceptors usually have PCs, are famlllar with the concept of
onllne Informatlon, and may nave hands-on experience wlth timesharing
services. General ly speakln‘g. about ten per cent of any organlzatlon’s
staff wlll flt thls category.” These people are not hard to find and can
be reached through an Item on the bulletin board or publicity In the
organlzatlon’s employee newsletter.

The next group Is the Receptors. In an organization about 40 per cent
of the professionals will flt Into thls category. These are people who
have an Interest, curloslty. or need for better Informatlon retrieval.
A few In thls classliflcatlon will have single-application PCs In thelr
offlices and be looking for another use for thelr computer. Indlviduals
In this category respond to announcements for seminars, presentations,
and hands-on demonstrations. However, they will require a greater level
of handholding, and they may be too Impatient to master the skllls
requlred to conduct online research themselves.

The final and largest group Is the Reslistors. These are colleagues who
may pay |lp service ‘to PCs, online, and CD-ROMs but resist--somet Imes
vociferously--any concept wlth which they are not comfortable. Other
Reslstors will be lukewarm to the Idea of things electronic, often
undermlining the value of Informatlon retrleval at the water cooler and
In meetings. ‘These people are easy to IdentlIfy; they are the ones who
do not respond as Acceptors or Receptors. Provlding Informatlon to
Reslstors will be more manageable In one-on-one talks.

Phases In Marketlng Informatlon

Getting someone to use an Informatlon retrieval product which Is
different from what the person has been uslng for many years requires
four steps.

First, the person must have a need or be convinced that he has a need
for the new process. This the SellIng Phase. To sell online to
Acceptors, they need only a hint that somethlng new Is available, and
they willl seek It out. Acceptors want system commands and the baslc¢s;
they will do the rest on thelir own. Receptors need more convincing,
applicatlons, and handholding. After learning about the process,
Receptors need to be resold periodically. Reslstors should not be a
target In this first phase of selling. Regardless of the segment to
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. Customlized tralning. Thls addresses the needs of a speclflc
organltatlon’s groups and Indlviduals.

Ms. Karten concludes by observing that In-house tralnlng programs can be
tallored to speclflc user needs and can offer convenient course times,
but they requlre tralners who have speclatized skilis. While vendor-
supplled tralnlng may be more expensive, It offers a wide range of
courses. A firm may find It best to use both techniques.

There Is a bellef that unless llbrarles take increasingly poslitive
act lon, data processing departments, the personal computer support
center staffs, or the strategic planning units witl try to take
responslbllity for Informatlon retrleval because It Is clearly a
critical corporate actlvlity.

What Can a Llbrary Do?

The problem faclng a llbrary that wants to market Itself requlres a
balancing act. Demand and resources must match so that new Information
consumers are created wlthout overloading the staff and budget. Before
promoting electronlc Informatlon retrleval, a llbrarlan needs to segment
the market wlthln hls particular organltation. With an Idea about to
whom to market, a plan of actlon can be developed which comblnes
Internal and external resources.

Segmenting means little more than chopplng a market Into manageable
groups. The market for a popular television show Is measured In the
millions. For Informatlon found In llbrarles, the market may be
measured In far smaller numbers partlicularly If one Is trylng to reach a
particular group of llbrary patrons or customers. The keys to
segmenting are:

. Acommon need

. Shared characterlstlcs

. Ablllty to ldentify the group

. Communlcatlons medla to reach the target audience.

A common need provides a hook or an appeal on which to hang the
marketing program. The InfoTrac Il CD-ROM product sells Itself because
It has an arresting technologlcal form and lets people wanting cltations
to the popular llterature get references to lay pertodicals and
newspapers In one place.

Shared characterlstlcs allow the marketer to generalize about
preferences, be!lefs, and deslires. These subjective factors can be
woven Into the marketlng program prepared for the group. For example,
business executives expect agendas and & hlgh polish on visual
materlals. College students expect an dxplanatlon, a discussion, and
then an assignment approach to mastering materlal.

“If you can’'t flnd them, you can’'t sell them” paraphrases a sales trulsm
In the Insurance busliness. You need to know who you want to sell and
how to communicate with them.
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It goes without saylng that you have to get your message to your target.

The segments

The potentlal market for a large number of Information- or technology-
based products has three principal segments: The Acceptors, Receptors,
and Resistors. Recognizing the characteristics and size of each segment
Is a starting polnt for more effective marketing of electronic
Information retrieval. Figure 1, Marketing Needs by Segment presents a
summary of the segments and selected marketing techniques for each

3

group. .
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The Acceptors comprise the smailest and most desirable group. These are
the Indlvliduals who are most excited about electronic Information
retrieval. Acceptors usually have PCs, are famlliar wlth the concept of
online Informatlon, and may have hands-on experience wlith tlmesharing
services. General ly speaklng, about ten per cent of any organlzatlon’s
staff wll! flt this catégory.” These people are not hard to find and can
be reached through an Item on the bulletin board or publlicity In the
organlzatlon’s employee newsletter.

The next group Is the Receptors. In an organlzatlon about 40 per cent
of the professionals will flt Into thls category. These are people who
have an Interest, curloslty, or need for better Information retrleval.
A few In thls classliflcatlon will have single-application PCs In their
offlices and be looking for another use for their computer. Indlviduals
In this category respond to announcements for semlnars, presentations,
and hands-on demonstrations. However, they will require a greater level
of handholding, and they may be too Impatient to master the skllls
requlred to conduct online research themselves.

The flnal and largest group Is the Resistors. These are colleagues who
may pay |Ip service ‘to PCs, onllne, and CD-ROMs but resist—--somet Imes
vociferously--any concept wlth which they are not comfortable. Other
Resistors will be lukewarm to the Idea of things electronlic, often
undermlining the value of Informatlon retrleval at the water cooler and
In meetings. ‘These people are easy to identify; they are the ones who
do not respond as Acceptors or Receptors. Providing Informatlon to
Resistors wlil be more manageable In one-on-one talks.

Phases In Marketlng Informatlion

Gettlng someone to use an Informatlon retrieval product which Is
different from what the person has been using for many years requires
four steps.

First, the person must have a need or be convinced that he has a need
for the new process. This the Sellling Phase. To sell online to
Acceptors, they need only a hint that something new Is avaliable, and
they will seek It out. Acceptors want system commands and the baslcs;
they wiitl do the rest on thelr own. Receptors need more convincing,
applicatlons, and handholding. After tearning about the process,
Receptors need to be resold periodically. Resistors should not be a
target In this first phase of selling. Regardless of the segment to
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which the prospect belongs, the Selllng Phase must change the prospect’'s
habl ts.

The second phase Is Meeting Demand. For the Acceptors, the llbrary witl
have to provide technlcal support and someone to answer specific

quest lons. For the Receptors, small group tralnlng, hands-on practice,
and staff support are essentlal. The person’8 first experience with
electronic Information retrieval predetermlnes future receptlvity. In a
sense, It Is simliar to one’'8 first visit to the dentist. |If It Is not
good, subsequent trips offer I1ttle charm.

The thlrd phases Is Saturatlon. The Inltial marketing and tralning
actlvitles have reached the Acceptors and some percentage of the
Receptors. The growth In demand for electronic Information retrleval
peaks, and the new users are newly-hlred employees. The Acceptors have
moved to a new technology. The Receptor8 have reduced electronic
Informatlon retrleval to a routlne elther by delegating the task or by
automating thelr searching. When saturation of the two prlmary segments
Is reached, marketing shifts to the Reslistor segment. SomeReslstors
wlli have become convert8 because Acceptor8 and Receptors wlfl have
demonstrated the value of the electronic services. An Internal
groundswel| |s essentlal If Resistors are to be won over.

Maturatlon mark8 the final phase of the electronl¢c revolutlon. The
Ilbrary can repeat the cycle for another Information retrieval
technology.

Preparation

Before beginning any onllne Informatlon retrleval marketlng program, an
actlon plan ts needed, and It goes wlthout aaylng that thls plan must be
closely matched to the staff and financlal resources of the Information
center. The plan will state the marketlng program’s obJective; for
example, traln non-technlcal personnel In the Englneering Department to
use onllne Informatlon retrieval, or teach three corporate planner8 to
use the Disclosure CD-ROM product.

The key8 to success Include having an achievable goal, a reallistic
timetable, and the approprlate resources.

It I8 a good idea to Involve any other group wlthln the organlzatlion
which ha8 a vested Interest In electronic Information retrieval. In
most large companies, the data processing department also 18 In the
online information business but may not embrace textual Informatlon or
compact disc products. Some companles have a corporate Informatlion
officer who may or may not be Involved In onllne searching of the
Dlalog-type databases. Most organlzatlons, large and small, have onllne
Influence leaders who act as unofficlal Information experts.

Flnally, assemble the needed reference materlals and prepare the smali-
group tralnlng programs. Database producers and vendors can be
extremely helpful. Request product and tralning-related materials.
Vendors can provlde no-coat or reduced-cost time; database producer8
often make avallable demonatration passwords for tralnlng purposes.
Other support Includes:
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. UMIi/Data Courler provides upon request coples of our tralning
manuals and such Introductory materials as “On Online,” a
overview of electronlic Information retrieval.

Some vendors and database producer8 offer tralners who will
travel to an organlzatlon for presentations. These companles
typlcally provlide online time to the attendees. Fees vary.

Some companlies will Install a CD workstatlon to permlit fleld
test Ing.

The Actlon Plan

The Actlon Plan map8 the steps necessary to reach the targeted segments
and uses the technigues shown on Flgure 2: Marketing Vehicles by
Segment. Although the Implementatlion varles from organlzatlon to
organlzatlon, the princlpal components are: Preparation, Publicity,
Acceptor Tralning, Receptor Orlentatlon and Tralning, and Ongolng
Publlclty. The Implementatlon of a marketlng program Includes:

initlatl Publliclty. Announce the program to the target market
segment. The most effective publiclty Is sharply focused. A
single telephone call or a one-page fller with a limited
distribution may be all that Is necessary to reach Acceptors,
for Instance. Too broad a distribution will pull a
disproportlonate number of Resistors.

Acceptor Tralnlng. The most electronlcally adept Indlviduals
are the ones targeted flrst. A combinatlon of printed
Informatlon, small group tralnlng sesslons, and Indlvidual
instruction will get thls segment using electronic Informatlon
retrleval. This group wlil typlcally exhiblt a keen technical
Interest.

Receptor Orlentatlon. Thls segment requlres more baslc
Instructlon In all phases of electronic Informatlon retrleval.
The orlentatlon program Ideally should explaln the equipment
needed, teach about Important databases, and Introduce basic
systemcommands. This Information 18 the foundatlon for onllne
searching. If the group wlll be using CD ROM products or
front-end software, It may be helpful to mIx how-to Instructlon
wlth appllcatlons. Once the baslcs have been covered, the
continuing support witl be simllar to that offered to
Acceptors.

Ongolng publiclty. tIdentify departments In the organlzatlon

and promote the electronic Informatlion retrleval capabllity to
ensure a flow of prospects.

Ensurlng Success

The marketlng push given to online Informatlon retrieval and compact
discs ha8 set the stage for Increased marketlng opportunltles for an
Informatlon speclalist. The process seems deceptively simple. The
princlpal problems which can be encountered are:



Segment Ing Your Inforsation-Services Market and Its Customers: An M.S Special Report, Page 9

. Too many people respond and want individual ized instruction or
the searches done for them

. The electronic Informatlon 18 Inapproprlate to the needs Of the
prospects, or

. The cost Is prohlbltive.

Let’8 consider each of these brlefly. Too much response I8 worse than
no response. Professlionals who are baited and then not caught can form
a negatlve oplnlon of electronic Informatlon. The best--and perhaps
Only way-to 8olve this problem 18 to segment the market and {imit the
number of people Introduced to electronic Information retrieval.

The market’'8 expectatlions be kept In check. It Is easy ‘for an
Informatlon marketer to oversell his product. The prospect ha8 a real
Informatlon need and wlil look for a fast, flawless solution to his
problem. Realistlc explanatlon8 of the limitations of elactronic
retrleval are needed on an equal feoting with the benefits. Know the
vocabulary a prospect uses In hls Job and use his8 words In the way he
does. For example, competitive Intel!lgence meand a privately-heid
company’8 strateglc plan and financial statement to a corporate:planner,
not month-old articles about a company.

Informatlon I8 no longer free. WIth the 8hift from an economy based
upon such resource8 a8 coal and Iron to business based upon textual and
numer I¢ data, Informatlon Is the raw material of business, and It -ha8 a
price. The effective marketing of electronlc Information retrieval
hinges upon thorough preparatlon. careful segmentation, and rttentlon to

detall.
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Figure 2: Quick Reference to Techni ques
for Reaching Prospects by Segnent

MARKETI NG TECHNI QUES SEGVENTS
RN 5.4 S Acceptors  Receptors  Resistors
Brochures _ No Yes Yes
Bul l etin Board Postings Yes Yes No
Price Lists Yes Yes No
News| etters . Yes Yes Yes
Technical Bulletins Yes No No
Techni cal Docunentation Yes No No

New Medi a
"Loaner" PCs No Yes Maybe
"Loaner" sof t ware No Yes I\/awbe
Vi deot apes No Maybe es
Online Bulletin Board Yes Maybe No
CD- ROVs Yes Maybe Yes
Direct Marketing
One-on-One Trai ni ng No No Yes
Qpen House No Yes Maybe
Personal Sales Calls No I\/abee es
Product Denonstrations No es Yes
Sem nar s Yes Yes No
Smal | G oup Tal ks No Yes No
Techni cal O asses Yes No No

Tel emar ket i ng No Yes No



Resi stors Application Essenti al Case exam- Strategic  Conpetitive

(50% of  orientation pl es exanpl es dat a

a market)
Marketing  Very high Very high Very high Very high
costs
Sinplified Essenti al Aut onat e Aut omat e Aut onat e
access process process process
Fi ndi ng Easy Easy Easy Easy
prospect s
Pr ospect Sol uti ons | npat i ent | npat i ent | npat i ent
orieﬁtation to problens mfph_ mpph_ wrph

details details details

Trai ni ng One-on-one One-on-one One-on-one (One-on-one

needs



