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DATABASE MARKETING ON YOUR PC

Network or Notebook? Isit possibleto do something with your PC system? Many find it hard to believe that their PC
system can meet their needs. Miglautsch Marketing has a one million customer database running with 70 million
transactions on a486. And the 486 is not the optimal platform. Much better equipment is available today.

Infact, wehaveasinglePentium, and weareabetafor SCO to put themulti process Pentium together for AT& T, which
issupposed to bethe hottest of the Pentium line. So we are experimenting with higher power and faster machines. We
can sort 70 million recordsin about four hours. The processis fully relational, end to end, without indexes. Our
competition almost never is.

Oftenthequestionis, "Why build aMarketing database? And why do weneed aseparate system?’ But theimportant
pressing need isto ask the unasked question. The problemisthat when marketing and M1Sget together, they don't look
at the stuation from the same perspective. Marketingistrying to predict the future. Therefore they ask for twice
asmuch dataasthey need. MISlooksat thisand says, "Y ou don't need half of that." They deliver half of it and
marketing doesn't ask the one question they do in fact need.

GENERAL DESIGN PHILOSOPHY
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OFF THE SHELF SOLUTIONS

Asagenerd design philosophy wetry to use as many off-the-shelf solutions as possible. Thisenablesyour firm to
plug in new and different systemsthat will work better for your particular needs. Off-the-shelf programs are well
documented and understandabl e, without much need for helpfromoutside people. Andthey canbeaccessed by multiple
users.

Theworld isgoing to connect with databases. No one vendor is going to be able to kegp up with dl the technologies
that are constantly being introduced and updated.

Sometimesit'salittle harder to link disparate productstogether. But this approach is actually much more powerful
if onecangetitworking. What it also saysisthat one doesnot haveto rely soldly on the consultant. If someonewere
to leave or to betransferred, or if dl of afirm's personnd went down in a plane crash, your firm could get help from
Borland or Cognos, or whomever. These big companies are worldwide.

A SYSTEM

General Design Philosophy:

- Off-the-shelf solutions

- Accessible, understandable

* Multi-user system

- Require human intervention &
thought

A sysemshould and must be accessible and understandable. Webdievetha no good database hasonly oneuser. It must
bemulti-user. Someare saying, "al good analysis comesfrom onegood anadys." Wedon't buy that. At Miglautsch
Marketing we maintain that the president should be able to know what's going on, and so should merchandising,
circulation, field sales, sales management, and telemarketing.

For information to transform a company, it must be accessible, usable and understandable.
HUMAN THOUGHT AND INTERVENTION

Human thought and intervention are absolute necessities for the systems we build. The mission of somesysemsisto
build a"black box" that will tell onetheanswers. But when it comesto predicting the future, machines are singularly
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inept becausethey do not know how to prioritize the changesthat are going to impact themodd. Only a human being
who can understand the model and any possible tradeoffs can go with hunches. That is arequirement of our system.

TOO MUCH DATA?

Too Much

Oneaf theproblemsof databaseimplementationistoo muchdata. Inthepast, datawashardto comeby. Today, many
companiesareinundated withdata. They believethey must put thisdataon amainframe. If onedoesthiswith anorder
processing system, one has amainframethat typically hasto be recompiled when changes are made to file structures,
etc.

Not surprisingly, many marketing people get frustrated by this. It isimportant to understand that system integrity
must not beviolated. Somewill go out and buy anew mainframewith anew operating system|like PIC operating system.
They think this system will be able to be modified on thefly. "We have the case toals, we have the definitions, were
going to be able to modify it all day long. It's not going to be a problem.” Wrong!

Databases, and even PC loca gpplications, will have consequencesiif they are changed. And they are not aways
foreseeable. Complex systems haveto be built taking that into account. And one doesn't want the telemarketers
arriving at the office every morning wondering what new thing is going to be on the screen today.

Also, themainframeis expensive. To save resources, off-load data from tapes. Thisis acceptable in transaction
processing. One need not reference every order that's ever been placed. Some companies do, but for the most part
operationsorder processingis: whoispaying, towhomisit being shipped, what dothey want, how many, how much, did
it ship, did it bill, did they pay?
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HIDDEN DATA

Anather reason to build a Marketing system is that key
data is often hidden in other systems. Part of the
problem with the inflexibility is that people build
work-arounds. One piece will be on this machine,
another piece will be over there and another over there.
These users don't know what those usersare doing. In
big companies there can be 200 versions of a spread
sheet. One side will see it and think it's the current
data, but it'snot. They will think they are seeing the
same equations, but they're not. Then they jump to
erroneous conclusions.

IMPORTANT DATA UNCOLLECTED

Another problem is datathat's needed isnot collected. Dataflowsthrough order entry. Thisisespecially a problem
with anoutside servicebureau. That'sbecauseyou aregoing to put the ordersin the mainframe and send them to an of f
ste marketing database. Then you're going to get back reports or files or diskettes. Every now and then you'll look
through it and try to make sense of it.

DATA AWARENESS

It isimportant for one to have an awareness of what data one possesses. If one does not know what data has been
accumulated and what data has not, the complexity getsmagnified. What wedowith clientson siteisthis; wesendthe
order processingtotheorder processingcomputer. Wesendthemarketinginformationtothemarketing computer. When
telemarketing cals asite, it isnoted immediately. And when field sdestalksto a purchasing agent or an engineer,
the telemarketer knows.

This sort of immediate update is very difficult for one to do with aremote site, not just because of the leased line
involved, but moreimportantly, because you want aflexiblerepository and adynamic environment. Y ou needto bein
control of your data.

MAINFRAME QUERIES
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Available Query Tools
Are Too Slow

Or... Slow The Mainfrarne Too Muchl!

iglawinch
Marketing, Tor.

Another difficulty occurswhen onequeriesthemainframe. When marketingisasking questionsit cand ow thingsdown
consderably. Some clients cannot run queries during their heavy businesstimes. These periods can last for months.
Some run queries every third weekend of the month, putting everything else on hold for that entire period of time.

QUERY TOOLS CAN BE DIFFICULT TO USE

Often query toolsarehard touse. To accessfidds, instructions can go on for pages and pages. Once, ahead of MIS
said that because queriesd owed down the mainframe so much, hewasgoing to ask marketing tolearn Cobalt and write
programsinstead of queries. That would meanthat marketing would be programming themainframe. After hearingthis
asecond time, the gentleman turned whiteand said, "'l seewhat you mean." Herealized this could be a huge mistake.

Marketing peoplelearning programs would mean they are not going to be thinking about their marketing. Thelessof
that, the better. Marketing people should be looking for interesting insights into the data, not figuring out whether
the code wasright or not. If they are good at programming, they should be programers.

NOT ENOUGH DATA?

Theonly problem bigger thantoo much dataisnot enough data. Thisalso becomesaproblemwhen onehasan outside
system. Thisiswherethe systemistailored to your firm's needs, not just summarizations of piles of data.

ENVIRONMENTAL CONSIDERATIONS
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Environmental Data
Let's say you have 100 customersin Must Bc Added

Manhattan,NewY ork,and100customers
in Dodgeville, Wisconsin. There are
many more people and businessesin
Manhattan than in Dodgeville.
Therefore you are doing very well in
Dodgeville, and it's probably a better
market for you. You're not doing very
well in Manhattan if you take into
consideration the geography of the
place.

Custoiners per ZIP not Enough

Oneneedstoknow how many customers
there are compared to what the
environment is like around it. Let's
say you have 100 cusomersin Dodgevilleand 100 customersin Guam. But you've never mailed to Guam! Y ouveadways
suppressed U.S. tarritories. |t turns out the customersin Guam found you by accident. The customersin Dodgeville
and Manhattan have been deluged over and over for decades. The pointis- you must compare apples to apples.

Theseissues must be a part of one's analysis system or e se the datawon't make sense. Theinformation one haswill
lead to incorrect conclusions.

ACCESS

When we started talking to clients, we thought that accesswasthe primary issue. We thought that if we could get the
data off the mainframeinto a more flexible environment where marketing could query it, that would solve all the
problems. It turned out that the query tools are not the answer. Not even close.

What marketing wants is usable data ddlivered into decision support applications. Marketing wants answers, not
access. Of course, they haveto have accessto get answers, and if they don't get access, they might probably think
that that'sthe answer. But the answer isn't access, it's answers. What this meansis that you have to get the data,
along with the extrainformation, together with the answer application. Thisgraphsor chartsit, or crunches through
it like CHAID, or putsit on a map.

Marketing focuses on the future. Thismeansthat dataishelpful only if it can help in making decisions. Marketing
professionals fundamentally don't know whet they are going to want to know from amarketing system. This causes
interesting problemswhen M| Sprofessionals, who are used to buil ding procedural systems, try to specify thenecessary
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elementsto build a decision support system.

Into thisstruggle stepsthe database marketing consultant. Marketing saysthey want access. They smply want tolook
into the datathey know isthere. Initidly wetried to use access tools to satisfy thisrequest. Slick "point & click”
query toolswere offered. They dlowed unskilled usersto build multiplejoins, pull complex sdlects and send output
to Lotus, etc. One would think marketing would be satisfied. But no.

Thereisabroad category of query tool whichisdesigned to accessarange of databases. The user needsonly to learn
onesoftware packagetolook at Oracle, Sybase, Interbase, dBase and others. Unfortunately, power isoften sacrificed
in order to deliver thisflexibility.

The bottom lineisthat marketing is not really interested in access (though that is precisaly what they are asking
for). They do not redly want to take the time to understand the nuances of the file structures. Neither do they want
to becomeadept at writing theinnumerable macros necessary to proceduralizethe data pullsto get datainto aform for
further anadlyss. What marketing really wants is the ability to ask a simple question and get a complex answer out of
a number of analysis tools ranging from statistical to graphic to mapping applications. Marketing wants answers.

ANSWERS NOT ACCESS

Aswe have discussed, marketing deals with the future; therefare, the primary requirement of amarketing analysisor
decision support systemistheflexibility to ask and answer unanticipated questions. A system designed around afixed
number of variables and menu screenswill be obsolete by thetimeit iscreated. In addition, we have also seen that
smply retrieving data is not the solution. Marketing needs the data transformed and transported into reporting
applications. It isthis processing which yields the answers needed for decision support.

The Marketing system can be brokeninto three key components: the database, the questions, and the gpplications. It
iscrucia to understand that both ends of the system, the database and the applications are relatively constant.
Only the questions change on aregular basis.
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Thedatabaseisfounded onwhat isavailablefromthemain operations computer. We start with acustomer master file.
This contains customer number, name, address, origina source, some saes history, and sometimes geo-demographic
overlay data. Transactions are often split into order header and detail files. The header contains fields like order
number, date, keycode, territory, etc. The detail file contains item number, description, price, cost, units,
shipping charges, etc. Sometimes these two transaction filesare combined. In addition, inventory master files can
provide the product organization information linking part number with product types, groups, classes, and divisions.

Finally, there is usually a promotion file which contains keycode information like promotion date, cost, and
description. Theremay aso beimportant key organizational dataallowing the grouping of keysinto advertising type,
campaign type, and offer type. Thesefivefiles providethe building blocks. And sincedata doesn't appear out of thin
air, until additional types of information (new fields) are added to the database, it remains constant in structure,
growing only as more customers and orders are added.

The applications, on the other hand, require specidized types of data. Most tools require extensive definition files
whichmust match exactly the data coming in. Thesedefinitionfilescanbewd| over 100 pagesof carefully structured
information; one stray character can blow away the whole system. It is precisaly this complexity which makes it
difficult to get answers out of the database.

THE BEGINNING
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Wehavelearned to build systemsby beginning withasampleof thedata. Thisallowsusto handcraft relatively quickly
the variousfilesinto the structure mentioned above. No two systems are the same, but there are common threads. It
iscrucial to understand that there are only a handful of predictive variables within the database. Once these are
identified and/or constructed, al further analysis will use the same ones repeatedly.

Assuming the initial examples are close to acceptable, new specifications are generated for both improving the
application power and building aphase |1 database design. It isat this point, when the database is at about 90% of
itsfinal form, that it becomes possible to build the middieware. Middleware begins with development software. We
use Paradox because it allows usersto talk to the database (like aquery tool) but alows devel opersto write programs
which keep all the pieces straight.

ANSWERS ARE NOT ENOUGH!

After building your analysis system, one now findsall sorts of new varigbleswhich help business. We go back to the
mainframe, which hasthemost current recordsand thebig red -to-red tapedrive, and try to pull namesfor an upcoming
mailing. Suddenly you redlize that the key variablesthat you discovered and predicted so precisaly who would buy,
do not evenexist onthemainframe. Anacceptablesystem cannot just performdazzlingandysis. It must allow the user
to take action; it must allow one to select on the transaction and other key variables.

Therearemany mailing packageswhich alow oneto predetermine countsfor mailing, but, in generd, they also require
that one predetermine which variables areto be counted. Thisisafar cry from theflexibility above. There are aso
"black box" systemswhich tell who isbest to mail, then pull the namesthemsealves. Though these provide analysis
capabilities, they seldom give breakthroughinsight intowhoisbuying what or how to expand business. Thefull ad hoc
analysis must be carefully connected to the list selection capability.

Following the phase |l system development, we finalize the database design and re-specify the application
requirements. By now, we haveaclear vision for what should beincluded and the most important predictive variables.
This understanding allows implementation of the ListSelect application.

List selection isavery procedural process. It requires certain e ements to be selectable (e.g. RFM scores, ZIP
and/or customer type, etc.). These should be donewith buttonswherever possible. There need to be safeguards, such
as not alowing theinadvertent sdlection of bad debt names. Decoy names should be added without user intervention
(or perhaps even their knowledge). The system must also check for accidental internal duplication. Finally, it must
allow usersto split and chop selected segments to enabl e testing and precise mailing quantities.

To dlow for the ad hoc needs of marketing, aquery style template can be included within the list selection system.
Thisquery option cannot be allowed to become the backbone of the ListSdlect system. The ability to useany variable,
even when buried within millions of transactions, will inevitably take sometime. There must be adistinction drawn
between variables to be used over and over on a production basis and those which will be needed only occasionally.
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Thelist selection system isthe most procedura part of the marketing database. It must combine real programming
power with the specidized, unanticipated requests marketing can dream up. For that reason, it is best designed in
conjunction with the marketing analysis system.

CLIENT/SERVER TECHNOLOGY

Thepower of client/server hasclearly surpassed theneedsof most marketing departments. Thisalowsoneto download
and anadyze dl the data from the transaction computer, outside sources, and data gathered from customer questions.

Client/server will dso free up data processing for enhancing the complex operations computer. Thiswill continue
to beimportant for getting merchandise out thedoor. With much of the marketing data off the mainframe, it will
operate more efficiently alowing you agreater return on investment. This cost savingsaone will more than justify
moving to a marketing database.

Mainframes Can Handle Massive Data and
Complex File Security, But Users Have NO
Computing Power

Butmostimportantly, marketingwill gain control over their own data processing environment. Dirty public databases,
coupled with mailings and customer contacts will be more precisdly targeted. Thiswill alow your cregtive peopleto
understand more clearly the needs of their customers.

THE USE OF THE MAINFRAME

Although mainframes can handle massive dataand complex file security, usershaveno great computing power. Thisis
becausemai nframessave processor resourcesby sending only afew characterstoeach user. Onedoesnot get very much
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on-screen help, point and click. Thereis XWindows, but that takes an enormous amount of resources, and it getsto be
expensive.

But the mainframe can handle many peopletakingtoit at the sametime. Userscan belooking at different customers
but each have adifferent record, and belooking at the samefile. To overcomethat character based environment, some
would put dataonto afile server such asNovell Network. "Let'sdrop it on Fox Pro, and well al share together."
The problem isthat these serverslack complex record level access security. So if three people plug in, and they want
tolook at aparticular customer, what the file server doesis send them a pack of 100 customers, fifty on each side.
It sendsthem aglob of dataand says, "Don't anybody look insidethis glob." If the customers are far apart, thisis
fine. Thetroubleisthat all the brains are out on the PC. Dumb tubes cannot be plugged in here.

For example, supposeyou ask for al thecustomersin Texas. The"dumb server will send downthewholefile. ThePC
will evaluatewhicharein Texasandwhicharenot. It'slike UPS backing their truck up to your door and saying, "Were
pretty busy today. Could you look through the truck and seeif any of the packages in here belong to you?”

Allthe processing power isdone onthe PC. AtMiglautsch
Marketing, wehaveadumb server and asmart tube. Witha
client/server, wetakethe smart server and the mainframe,
which has some record locking security and some other
things, andweplugthe PCintoit. Whenaquestion comes
fromaPC, just theanswer will goback. Soif | asktosee
thecustomersfrom Texas, justtheonesfrom Texaswill go
back, not all the customers.

Client/Server Allows Questions

to be Answered Rather Than

Whole Files Sent Yokamineh i
BecausePCSaresographica, PCSgraphicaly hdpusars m!m X
figureout how to ask theright question. Intermsaof our '
design philosophy of making things accessible and user PC’'s Graphically Help Users Figure OQut How
friendly, thisisan important point. PCS give one the to Ask the RIGHT Question
toolsto makeit easy to understand, and to get questions
answered. Users should not be spending their time
learning SQL. At

Ma] i T
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With TCP/IP, we have both systemsworking together. Software and dataareboth shared. Let's say Paradox ison the
dumb server. When the PC wantsto run it, it accessesthefile, and it runs. The Paradox comes up. Weve written a
little program that asks if you want to pull lists - click on List button. To pull SIC - click on that button. After
it'sall prepared, it goesto the client/server, gets the answer, and sends it back to the user.

TCP/IP Lets Both Systems Work Together
Software and Data are Both Shared

WiththeBorlandWorkgrouputilitiesweareabletosendthequestionfrom PCSthat don't have TCP/I Ptoanother PCthat
does. This PC asks the question, gets the answer and sends the answer over to the PC.

Thebottomlineismoreraw datawith morehands-on access. Not only doesthegraphica support hepinansweringthe
guestion, but once one gets the data back, one has the graphica toolsto make sense of it. It is not enough to have a
mountain of datacomeback; theissueiswhat aretheir Sl Cs, how many employees, arethey growing, arethey shrinking,
what istheir financia strength, etc.

Y ou must be ableto group datatogether and makeit interesting. Thefact isthat we have the PC on the desk aready,
and the PC is linked to the database already. Thislets us put the datainto some very nicetools.

Not only doesthisdlow the user to understand what isgoing on, it letshim shareit with other peoplein the company.
Tordterae, it's not enough to have the answer. Somebody must take action. Oftenthiscomesdown to communication.
The PC toolswill put it into the graphical environment so that you can get your point across.

TREND ANALYSIS
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Trend andysisisimportant in marketing because we are trying to predict the future. Trend analysis needs piles of
historical data. Often these marketing databaseswill have more gigabytesthan the mainframe. Operations needsred
timeonlinedata. There are different needs and different file structures, so we redo the file structures when the
data comes in off the mainframe so that it isjust unbelievable.

HOW OUR
SYSTEM WORKS

Wetake order entry datafrom
themainframe Themarketing
systemisregularly updated
with online mainframe
comadtions WeZOOM across
your “"weekly"' - a
summarization of all orders 'L _.ip &
andnew customers. Normly Bl ,.'-u"
we pull anew copy of the : HIg
customer file. Weekly, wedo -
updates.

Middleware (Paradox for

Windows) lets users get at the datawithout disturbing order entry. We can do queries without dowing things down.
For the most part thisis aone way operation, e.g. new keycodes getting updated to order entry to make sure they are
valid. Other than those rather minimd things, at this point it's aone way path, which means the mainframe doesn't
get slowed down at all.

Weplugin severa applications. Mapping isusualy thefird. It givesthemost "human" look et thedata. A salesman
canlook at acertain territory with which heisfamiliar. Perhaps he's driven it and knows something about it. If
someone shows up who is off his usual route, he'll spot it.
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PowerPlay Allows Massive
Graphic Cross-Tab

Analysis shaminch

MmT Tawr.

Another applicationisPowerPlay. Thisapplication alows massive graphic crosstab andysis. Wehavehad andysis
systemsof upto500,000. Comparethat toan SPSS; it handlesonly about 10,000well. PowerPlay isavery powerful
tool that allows enormous flexibility in terms of how it looks at data.

l‘.—-h

n *ﬁﬁ"’ MMI Offers the

4 ONLY
_ On-the-fly
s | CHAID System
e
S
MLEr] Io.

CHAID is a product created for direct marketing. It's akin to an artificial intelligence product. But unlike
Neuralware, it isvery easy to tell what'sgoing oninit.

Phone: (414) 542-5633
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Thecurrent state of theindustry hasclientsgo out to astaff expert who takes someof your dataand builds an equation
for whomever ismost likely or least likely to beretained. Then you put mail inthe system. There are thosewho have
oneequationfor everybody! Withamagazine mailing house, thiswould belikehaving thesame equation for thosewho
subscribe to Better Homes & Gardens, Sports Illustrated, Playboy and Teen Monthly. This equation needsto be
revalidated.

Instead of that, what wedlow isthat you click in Sports lllustrated asamagazinetypeand you get aCHAID equation
for Sports Illustrated subscribers. Onecan comparethe S| peoplewho renew versusthe peoplewho livein Wisconsin
and are over fifty. It letsyou do anything you want.

Middleware connects the database with the gpplication. It hasto look like the query but not be one, because queries
aretoo open ended. It hasto look like aprogram, but not be one because programs aren't flexible. It'san in-between
situation. And Paradox has some unique strengths in that area.

ANALYSIS

We have Four Rillars of Andyss: Promotion, Place, Product, and People. The theory isthat there are overlapping
circles between these four areas. When acompany has abroad line of product, odd conclusions can bedrawn. If al
their products are sdlling - some better than others- and al their customers are buying - some more than others - this
means that all the customers are buying all the products to a greater or lesser degree.
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But one finds when building the systems that thisis not necessarily the case. We can make this clear because our
systemsdon't just print aproduct report or asalesreport. They integrate. They tell youwhoisbuying which product.
Which product issdlling to which SICs. Which products are sdlling on which promotions. Which productsin which
places.

This integration of data is where one starts to see what is really going on. What isfunny isthat clientsfind that
amajor product line may be selling to avery minor segment of their overall customer base.

Wearesometimesasked, "Why shouldweput thisthinginif wedon't knowif itwill work?' That'sanother problemwith
spendingamillion dollarsayear onasystem. Thered issueisthat one doesn't know what onewill get out of asystem
until it isbuilt. And even then, one may not appreciate how to interpret it properly right away.

Until the system is built, the client doesn't know what he's getting for his money. That's why we use off-the-shelf
toolsand PChardware. It'slessexpensive. Therésno senseputtinginatremendoudy expensivemainframeand making
it go lightning fast if it's not going to help the bottom line.

Thereforewebuildsmall syssemsandtry to haveadisproportionateamount of money spent ontheconsulting rather than
on the hardware and software.
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After the system gets going and one can seeitsworth, the client can put it on aHP9000 or bigger, or perhapsan NCR
3600. Onecandwaysget morehardware. But onemust haveit conceptually built andtested. It takesayear to dothat.
Speed isn't important at this point. One needsinsight and complexity of analysis.

As stated before, access is not enough. Users want
answers, but it turns out answers aren't enough either.
It's not enough to be able to put out beautiful charts
and graphs. One must be abletotake action. And for
that we arelinking up CHAID with ListSelect. When
there is a complex equation, instead of scoring the
file, which isthe industry standard way to do things,
what we are doing is selecting the file based on our
statistical analysis.

Our ListSelect system allows split testing and many
different ways of segmentation. That then drivesthe
andysis. It givesmoreisolated variables on which to
test. So the marketing systemis not just an analysis
box; it drives over to aListSdect which has point and
dick. It's high speed, meaning that we tested it on a

100,000 customer sampleand wereableto pull 3 pandls
of about 25,000 names in four minutes.

Thesystem aso hasfull tracking. It automatically generatesafile of whom wasmailed what. And we areworking on
integrating CHAID directly into ListSdect. Thiswill alow onetotdl it, "l want the best names." It goes and gets
them. Since Miglautsch Marketing is the first to build on-line CHAID support, we will be the first to build a
CHAID/ListSelect interface.

Besidesthat weareworking onoptional interfaces. Wearegoingto put adirect supporting link into ACT2 so that field
sdleswill have updated information on aregular basis and we can update our system on aregular basis. Weareaso
being asked to devel op telemarketing interface so that we can send marketing information back to the client/server
and still process orders. Also, we are working on out bound tel emarketing support.

Whenyou think about aternative solutionsyou must have accessto your data. It hasto build answers. And you must
be ableto take action. Y ou must have ListSdect and Act Interface complex enough so thet it supports the complex
answers you can build.

HOW WE BUILD A SYSTEM

AtMMI, wedart withadatabase audit. Sometimesclientswant to have big meetingsand talk about specificationsfor
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the system. Wetdl them that we can't redlly spec the system until we seetheir data because the specifications look
great, but we don't actually know what'sin there. We don't know if it'sfull of junk, or all onevalue, or if it'sal
blank.

Wevefoundthat thoughmarketingmay think theré'sdata

Alldit - PrOtOtype inthere, they don't really know. Though MIShasdll the

data, they don't ook at it very often. Neither group

- General Observations & understands what we are capable of with our decision

Recommendations support systems. Theresult is a disastrous series of
- Database Design Observations mestingsafter whichwehavethishugespec. Weget the
. On-Site Demonstration data, and wefind we can't build it because the necessary
. Action Plan pieces don't exist. It descendsinto, "Why don't you

. Hardware & Software Specifications take your best shot." So that iswhat we do. We're
- Fo 1 Quotation redly building ademo system and showing the potentia

for data. That's our real objective.

Wetaketheorder entry mainframedataontape, putitin
the client/server at our ste, (usually 10,000 to 50,000 customers and their transactions) and add promotion and
inventory information.

Wehandcreft the application demondtrations around the " Four Ps" Mapping, PowerPlay and CHAID. Our god istowork
withthedataand present apictureof what thesystemwill look like. We do Mapping, PowerPlay, Paperless Reporting,
and CHAID.

CHAID showstheactud gainspossblewiththemarketing sysem. CHAID will show youthat if you mail 10% of your file,
you might get 30% of your business. Thisistremendoudy good for telemarketing. Or it might show that if you cut out
30% of your mailingyouloseonly 5% of your s es, and you save 30%of your mailing budget. Soif you'remailingabig
catalog it can be very cost effective.

Thenwedo aListSdect demo to show you the ease and power of acomplete solution. After thiswe give aformal
guotation.
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We Work With You to Tune
Each ApplHcation sctamimch

MEr & T,

The next step is building the applications with client review. Thisis so that we are sure the applications will do
what the client wants. Inthe audit we build it aswethink it should be built. Now wedo it the way the client wants,
and we try to make it beautiful and perfect - although it's never perfect.

Next wetakealarger amount of thetest data. We build many more marketing fields for speed and ease of use onthe
server. We work the client to tune each application.

Thedataisoften sgnificantly changed because we haveto categorize. PowerPlay likes continuous variables, CHAID
likes categorical variables, Mapping can support only alimited number of records, so we have to squeeze it down.

Whenwefinishthat andit'sapproved, weingall the CHAID, PowerPlay and M apping applicationsonsite. Thisenables
the client to work with thedatawe have created and are handcrafting. Oncethat is approved, we go to the Middleware
phase. What we are really doing now is automating the process.

Now that the applications have been approved Middlewareisbuilt. Applications are linked to the client/server with
dientinput. Now we can ask ad hoc questionsand pour them into the PowerPlay structures, the Mapping structures, or
the CHAID that have been approved.
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Now That
Applications
Have Been

Approved,
Middleware

is Built B e

Once we understand the preliminary variableswe can build aListSelect system. Many companies will build alist
selection without understanding which variables matter in list performance. The analyssmust be built first. It will
tell onewhat to put in the ListSelect.

At this point we start developing additional applications. After that, we install the middleware. Thiscanbea
fairly powerful PC. It candsobelinked tothe LAN/Server. Itispossibleto put even 1,000,000 customerson ademo
system. Thisyields wonderful analysis and everything can be tested.

The Load phase sometimestakesthelongest. Final databaseload isthe most intense project task, often taking weeks
of processor time. 1t depends on how much datayou have. Many things can stop you (such asamonth's abbreviation being
spelled with azero instead of an "Q"), new tapes have to be made sometimes, and back-ups need to be made regularly.
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Additional $pecialized Applcations are
Added at This Point in the Project

iglawinrh
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At thispoint thereare sometimesminor changesthat need to be made, but the systemispretty much settled. Asthedata
increaseswe can seemoreabout how thedataisgoing to perform, so wetunethe ListSelect for speed and user comfort.

Previously, we built the user interface to pilot it. Now we are building the links to start piloting the update.
Typicaly thiswill not be completed asthe database. Thisisacustomized work that will extend beyond the training
and completion of the database.

Lastly, we bring the system to the site and get final approval.
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MARKETING CONSULTATION

One very important point isthat marketing consultation isprovided. Infact, weinsist that it goes together with the
system. Thisisbecauseinterpretation ismoreimportant thantechnology. A dataelement can bring about two opposite
conclusions. Thatisespecidly truewith geodemographic penetrationanalysis. If acompany hasnever donewe | with
acertain typeof firm, it can lead it to two different conclusions: 1) There are many firms of this type that we could
cdl onbut never have, 2) Weshouldn't call on thistype of firm because we dready have and they are not responding
to us. Much of this depends on an understanding of what is going on.
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DATABASE ECONOMICS

Here'show to make money on adatabase: savemoney onthe
mainframe. Themainreasonpeoplejunk their mainframesor
software is because of reporting. It's not because the
system doesn't process orders; they amost awaysdo. If
onecanget asystemthat supportsthemainframe, onemay be
ableto keep it longer. Thisgivesagreater return on the
investment. Onemay beableto offload dataand free up some
of theresourcesand not haveto updateit so soon. Thiswill
give atremendous payback.

Many who spend afortune on their mainframe are thinking
they'll get 2 $30,000 marketing information system. The
fact isthat one can afford to spend money getting some of

Database Economics

(How to Make More MONEY)

* Mainfirame Investment

- MIS Ad Hoc Support

- Identify Customer Targets

* Sell More to Existing Customers
- Prospect More Efficiently

agtawimch
MR T,

the functionality off of the mainframe and still save alot of money.

Weadso seesavingsinthe MISrole. These systems cannot runwithout it. Marketing buildsall these queriesand fills
whatever spacethey havewithtonsof queries. They forget what they wereabout and they need somebody to keepaneye

on them.

It also saves money by identifying customer targets. It saves money in mailings, especially telemarketing. It lets
onefind the people who are most likdly to buy and not just call randomly through thefile. Also, helpsincrease sales
to existing customers. This requires a ListSelect system.. It lets one sell more because it lets one identify

customers who have bought item a ,b, and NOT c.

It also lets one prospect more efficiently. The key to thisisto find who the good customers are. Our analysis system
feeds the prospecting. That is how to make money. Our system is designed around those constraints.
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IN REVIEW

A gooddirect marketing company must havetheability and experienceto assist your company inbuilding for thefuture
through the use of the very latest technology and software applications. Computer expertise trandatesinto powerful
new insightsfor your marketing and salesdepartments. Through the use of theclient's PCS, we have hel ped numerous
firms reach new levels of growth and success.

Hereisour system: take the data from the mainframe and plug it into the dlient/server. The middleware transports it
into applications. Middleware also supports ListSelect and other applications. The database basics areto get a
marketing computer and get flexible. Get help from qualified, experienced consultants.
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