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1 Product life-cycle
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4 The staircase effect, as when new uses and markets are found for
a product, the classic case being nylon
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Consultancy Fee Analysis

No.Time Hourly Rate
12progress meetings 12x ohrsx 00 000.00
3press receptions 3x ohrsx 00 000.00
Editing 4 issues of house
journal 4x ohrsx 00 000.00



12new product stories 12x Ohrsx 00 000.00

Information bureau service Ohrsx 00 000.00
4feature articles 4x Ohrsx 00 000.00
Organising works vistit Ohrsx 00 000.00
Scriptfor film Ohrs x 00 000.00
0.000.00
Estimate material cost 0,000.00
Estmated expenses 0,000.00
Contingency fund 000.00
Consultancy Fee Analysis NO Time
Hourlyrate 12 3
12 4
hourly
rate
Commcenication Studies
GCE General Centificate of Education
CAM Colnmuili cation
Studies

CAM Eedncation Foundation/ suir LNT -
Comlnunication Studies

6 CAM CAM
CAM CAM
CAM Foundation MAM
/

Gode of Pro-
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Gode of Conduct IPR
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25.4

90

25

25.1 49.5
1984

75
20

Mix Element Supported

I nstruments Used

Product
Price

Distribution
Communications
Personal selling

Mass
Publicity

Samples, bonus product, premiums

Coupons, temporary discourts, temporary pricereduction labels,
refunds, slatting fees, etmporary favorable terms of payment and
credit, end-of-season sales

Trade promotions, point-of -purchase materias

Temporary demondrations, trade shows, exhibinons, sales force
contests

Customer contests,sweepstakes

Specid events, Press Bulletins, Press conferences tours by
iournaigs.

Source: based on Walter van Waterschoot and Christophe Van den Bulte,” he 4P Classfication
of the Marketing Mn Revisited.” Journa of Marketing, Vol. 56, 4 (October 1992.)
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sicRjence
4000 .27
1
2 0.8
1.6
2 1.4
3 20

70 20 3



2.00 70.0 84.00 00.0 00.00 70.0 84.00
1.90 72.5 79.75 15.0 16 .50 87.5 96.25
1.80 75.0 75.0 30.0 30.00 105.0 105.00
1.70 77.5 69.75 45.0 122.5 110.25
1.60 80.0 64.00 60.0 48.00 140.0 112.00
1.50 82.5 57.75 75.0 52 .50 157.5 110.25
1.40 85.0 51.00 90.0 54.00 175.0 105.00

Saurce: Paul W. Farris and John A. Quelch,” The Detense of Price Promotions,” Soan
Management Revtetv, Vd. 29, Nol(Fall 1987)

MAINTAINING CUSTOMER

CONTACTS

Two consumers who objected to the bland flavor of a new potato chip
alerted Borden to a manufacturing error in one batch. People who
inquire about products can be identified and used later in direct mail



campaigns. For example, when Campbell decided to roll out a new line
of low sodium soups, its customer relations division assembled a list
of every customer who inquired about the salt content of its other soups.
These customers were then sent a brochure on the new soups as well as
some coupons.

The type of response that customers like to receive can be
illustrated by two examples, When a buyer wrote to Liz Claiborne to
complain about buttonholes unraveling of a dress, the company replied
immediately with a letter of apology. The company included instructins
to have the dress repaired by any tailor, along with reassurance that
reimbursement woule, be forthcoming. A letter sent to Health Valley
Foods complaining obout the lack of raisins in a box of cereal prompted
a two-page reply from the company president. In addition, the company
set a replacement box of cereal , an Oat Bran Jumbo Fruit Bar, a packet
of berb Seasonings, and a $1 coupon for cookies or bars. Health Valley
doesn’t advertise and the company is tickled when people take time to
let them know about a problem .

It is simply good business for you to stay in touch with your
customers.

Sourcc: Kathleen Deveny,” For Marketers: No Peeve Is Too Petty,”
The Wall Street lournal. November 14, 1990, P.BI

FrankLin
6500
100
1988 seagram coolers
seagram
C- P
C- P
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30 90
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“ promotionscan” “ promoter”
“ promotiOnscan”
15

64
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Casss GrossDdlars
Basdine*
Sales that woud have occurred during a
fourweek promotion period even without 400 $4,00
promation.
I ncremental sales to consumers*
Due to a one-week feature* 100 $1,000
Due to 50%of stores with three weeks of $2,500
displays and price reduction 250
Due to 50% of stores with four weeks of
price reduction only 80 $ 800

430 $4,300
Tenweeks of fouward buying by retailers 1,000 $10,000
Total sales during promotion 1,830 $18,300
Cost of promotion $2,745
Cost per incremental dollar of sales $0.64

* Assume weekly base sales of 100 casesand a list price of $10 per case.

+ Based on analysis of single-source date and retailer promotion purchases.

Saurce: magid M. Abraham and Leonard M. Lodish,” Cetting the Most Out of Advertising and
Promatin,” Harvard Business Review, Val. 68, No. 3 (May -June 1990).

© 00 N o o b~ W N

=
o
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24
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78000
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1BM 62 15,125
Digital 14 8,043
Motorola 11 1,806
Apple 7 7.946
Tandy 5 497
Compaq 3 2,575
Microsoft 2 15,115
Dell 2 1,582
Intel 1 5,757
Data General 1 512
Lotus 0.8 4,694
Novell 0.7 5,521
Borland 0.5 2,568
Symantec 0.2 956

A company may be mentioned more than in any article; however, it counts as only one
citation.

Sourec: PC Magazine, April 27, 1993, p. 95(based on Computer Select’s January 1993
CD-ROM).
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100
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20

15

1993 1
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3000 4000
20000
K-Mart wal-Mart
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30
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140 000



P

April 30,1991 April30,1992
1,092,528 1,130,849
838,499 869,262

76.75 76.86
254,029 261,587
226,531 236,768

20.73 20.93
27,498 24,819
8,581 10,498
6,124 4,596
12,793 9,725

Percent of Sales 1.17 0.860
4,389 9,174
11,107 11,542
68,589 75,392
4.069 2,607
88,154 98,715
13,398 17,769
Net property 158,180 176,952
13,592 11,595
273,324 305,031
6,223 6,670
32,352 36,435
Accruals 23,685 26,286
1,487 1,715
__176 __856
64,523 71,962
94,473 114,774
15,855 13,255
2,959 2,356
13,779 14,100
8,980 9,457
72,755 79,127
273,324 305.031

G EDLP

P&G
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P G
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G 50

2.65 30
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44
1
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Old strategy

New Strategy

Save More buys 380 cases at the full
suggested retail price of $1.56 a battle and 620
at the deal price of $.82 a battle. Save Mare
gives consumers afull disconut on 500 cases.
Procter 8 Gambit Sdlls

380 cases for $14,277

(380 x 24 x $1.56)

620 cases for $12,202

($1.56-$0.74 dlowance)

Revenue: $26.429

Save More Sdlls

500cases for $ 11,880($0.99/hottle)

120cases for $3,715($ 1.29/bottle)

380 cases for $17,237 ($1.89/boctl€)

Revenue: $32,832

Consumer pays an average price of $1.37

ugoested retail price is cut by 22% to
$1.21. Trade allowance is cut to $0.11 per
batle. Every bottle sold to Save More
costs $1.10

Procter 8 Gamble Sdlls

1000cases for $26,400

(1000 x 24 x $1.10)

Revenue $26,400

Save More Hls
1000cases for $31,680
(Averaging $1.32/bottl€)

Revenue:$31.680
Consumer pays an average price of $1.32

* Featured or suggested promotin price.
* Suggested retail price plus 21.155 markup.

2 EDLP
SAVEMORE
1 2 1992 1993
P&P
A&G safeway, certified Grocers snpervalu,
P&G
P&G

P G
P G

P G

Sare More

Save More

sare More
Sare More hreMore
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Percent Change froma Year Earlier

190.9 32
446 8.1
437 5.0
29.7 10.1
24 . 8 10 .1
24.3 116
23.3 7.1
21.9 41.8
21.6 17.0
20.9 9.2
18
2 Sare More
2
3 Sare More
Sare
More Kroger
Kroger 126 210
Kroger Kroger 37 11
15
Sare More
Sare More
P G Crest Tide Prell Sare More
P G
Sare More
Meijer
Sare More Save More
Save More
Meijer
Sare More Sare More
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TOYS “R” US REPORTS RECORD SALES AND EARNINGS
FOR 1983 FISCAL YEAR

ROCHELLE PARK, NEW JERSEY, March 15, 1983—Toys “R” us, Inc. today
announced record results for its 1983 fiscal year.

For the year ended January 30, 1983, the Company reported net sales
of $1.042 billion, A 33% increase over the $783 million reported in
the previous year, Net earnings increased to $64.2 million, a 31% gain
over the $48.9 million in fiscal 1982. Earnings per share were $1.75
($1.74 ona fully diluted basis )compared to $1.41 ($1.40 fully diluted)
a year ago. Net earnings for fiscal year 1983 include a LIFO charge
of 5 cents per share compared to 3 cents per share in fiscal 1982.

All per share figures have been restated to reflect the
three-for-two stock split effected in July, 1982.

Charles Lazarus, Chairman of the Board and Cyief Executive Officer
said, “I'm very pleased with what was accomplished in fiscal 1983. Not
only did we set new sales and earnings records, but we further enhanced
our Oosition as the nation’s largest toyspeclalty retailer. Based upon
our results, we estimate that Toys “R” Us now has an approximate 11%
share of the toy retailing market in the United States. This is an
increase from the 9—1/2% market share we had at the end of last year.”

“In fiscal 1983, we also achieved our objective of strengthening
our position as a leading retailer of video games and home computers.
Of particular significance is that this product category, which
accounted for approximately 18% of our swales compared to 11% a year
ago, by and large represented new add-on sales for us. Indeed, we
successfully introduced these sohisticated products into our store
format without diluting our sales to our traditonal consumer-base
— the child. This factor makes us Optimistic of our abillty to continue
to expand our market osition in both toy and other categories as well.”

Norman ricken, President of toys “R” Us said that “In fiscal 183
we also met our plan to open 24 new stores including entry into the
southeastern Florida marketplace with five stores and a warehouse
distribution center.” He further noted that Toys “R” Us sales gains
during the past year reflected increased productivity in existing
stores as well as the new store openings. “Our comparable toy store
sales rose 19.5% for the year. Every toys “R” Us store throughout the
United States experienced an increase in sales— even those stores that
service retgions that were particularly hard hit by the recession.”

Mr. Ricken further noted that during the past year, the company
met 1ts objective to reduce the number of department stores it operates



from 10 stores to 4 stores. The sales for the 4 continuing department
stores increased 6% in fiscal 1983 over the prior year.

“Our outlook for fiscal year 1984 is optimistic. We intend to open
25 stores including 5 in the new market-Atlanta. It is also our intent
to increase our share of both the traditional toy retaling market. As
well as the video game and home computer market, Finally, we are
proceeding on schedule with our plans to open two pilot children’s
clothing stores in the New York metropolitan area in time for the
back-to-school season,” concluded Mr. Ricken.

Toys"R” Us is the largest toy specialty retail chain in the United
States operating 144 stores nation-wide.

1983 1982
Quarter to January 30
Net Sales $ 545,501,000
$429,268,000
Pretax Earnings 101,485,000 80,832,000
Net Earnings 52,481,000 41,899,000
Earnings Per share 39 1.21

Earnings Per Share, Assuming

Full Dilution

Common and Common Equivalent Shares 37,836,000 35,176,000
Common Shares Assuming Full Dilution 37836,000 35,259,000

Year to January 30:

Net Sales $1,041,7385,000
$783,285,000

Pretax Earnings 124,322,000 94,120,000

Net Earnings 64,162,000 48,920,000

Earnings Per Share 1.75 1.41

Earnings Per Share, Assuming 1.74 1.40

Full Dilution
Common and Common Equivalent Shares 37,291,000 35,392,000
Common Shares Assuming Full Dilution 37,508,000 35,727,000
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To Our Stockholders
Highlights of the Part Year
Performance and Expansion

W. are pleased to report that the year ended February 3 . 1985 was
another year of record sales and earnings. Our sales reached $ 1.702
billion, a 29% increase overlast year and our net eanings increased
to $111.4 million from $92.3 million in fiscal 1984.

Toys “R” Us has demonstrated a consistently outstanding growth
record. Our share of the U.S. toy market has risen from 5% in 1978 to
approximately 14% in1984;nel earnings has risen from $ 17 million in
1978 to over $ 111 million in 1 g8lan annual growth rate of over 35%.

We now have 198 toy stores operating in28 states ,four toy stores
in Canada, one toy store in Singapore, four departments stores. and
eleven Kids "R"™ Us children®s clothing stores.

Our stores continued to show gains in productivity with comparable
toy store sales risingl4.4% in 1984. We also expanded our square
footage in 1984 by adding new stores in the United States , including
six stores in a new market centered in Cincinnati, Ohio.

Committed to the idea that our business is global in nature, we
expanded into international toy merchandising by opening four stores
in the greater Toronto, Canada area and one store in Singapore.

Children®s Apparel Stores-Kids "R", Us

In 1984 we expanded our new Kids "R" Us clothing store division
by adding cight stores to the original two opened during July 1983.
The Kids "R" Us retailing conccept is patterned after the successful
Toys"™ R, Us model we have developed over the past thirty years. In
one-stop shopping. Kids“R” Us offers in-depth assortments of quality,
in season, name-brandclothing and accessories to outfit children from
birth to age twelve. Our stores emphasize fashion and service in a
spacious, festive environment unique to children’s retailing. We are
pleased with the progress being made in our Kids “R” Us stores. And
we plan to expand this division to be an important national chain.
Human Resources

People are a vital element of our strength and growth. To augment
exceptional career opportunities offered by our Company, our Board of
Directors voted in 1984 to allocate stock options to all eimloyees with
one year of service— not just senior management. We are one of the first
companies to give every employee an opportunity to acquire a potential
interest in the Company. We are confident this will further create the
environment for increased productivity, reduced expenses and hence
greater stockholder profits.



During 1984, we reorganized our corporate management structure. We
invite you to read the next section of this report to learn more about
the management of Toys “R” Us.

After twenty-five years of distinguished service for toys “R” Us,
Seymore L. Ziv, Executive Vice President, retired during 1984. Sy is
one of the pioneers who helped propel Toys “R” Us on 1ts present path.
He has contributed significantly to the successful growth of our Company.
We gratefully acknowledge his past accomplishments and extend him our
best wishes.

Future Plans
toys “R” Us— United States

Our plans for 1985 Call for about 35 new toy stores, including the
opening of two new markets— one located in upstate New York and the other
in the Carolinas. Consistent with our longterm growth goals, we are well
along in our 186 store opening plans. Our new market for 1986 will be
the Cleveland. Ohio area.

To increase productvity, we will be expanding our testing of a UPC
scanning, price look-up system sililar to that used in food markets.
We believe it can help speed customers through check-out lines and create
other operating efficicncies.
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Clark Equipment Company Communications Plan
GOALS
- Surival: Manage cash and cut losses



Prevent further decline in stock price
- Maintain credit rating
Establish credibility with investment community
Gain trust and understanding among employers, stockholders.
mtomers and suppliers
AUDIENCES
Security analysts
Employees
News media
Government officials
Dealers
Customers
Suppliers
Shareholders
Unions
Banks
Licensees
Other analysts
Employees on layoff
MATERIALS
1. Press releases for four closing locations, five receiving
locations International, financial release.
2. Media fact sheets and backgrounders for nine affected
locations.
3. Press kits fou nine press conferences.
4 _.Chairman’s letter to all employees.
5. Individual speeches for 11 manufacturing
6.Q08A’s for employee meetings and press conferences.
7.Meeting schedules for all plant locatinos.
8.Employee information.
9._Security analyst speeches.
10.Individually written and signed letters to shareholders,
dealers, suppliers, employees on layoff, local government officials.
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