Direct Product Marketing Supercharged With
SupplyConnectPRO™

This is a view into a typical distributor
organization that uses SupplyConnectPRO™ to
manage their direct product marketing.
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SCPRO is designed to help a distributor supercharge their direct product marketing by supporting
three important areas:

1. Product Information Management — Managing comprehensive information about a product
so that when it is presented to the consumer they can easily understand what the product does
and how it they can order it.

2. Multimedia Publishing — Presenting rich product information to the consumer using any
media that the consumer prefers. These could include the following media formats; print, fax,
web, e-mail, cd-rom, and other electronic file extracts.

3. Customer Demography — To support responsible and efficient direct product marketing
SCPRO supports the capture of the buying/requisition nuances of every contact within a
distributors account and prospect base. This functionality aligns high level, distributor assigned
product categories and sales potential to each individual buying/requisitioning influence within
each account or prospective account. The functionality then allows the distributor to easily
compare actual sales against projected, not as a sales management tool, but as a direct product
marketing tool to help define those areas of focus within an individual account or look for
similarities across multiple accounts to help create specific marketing activities designed to
increase revenue within those accounts.

This “Day in the life look” will focus on a distributor that has SCPRO installed and their “go to
market” content is already built and loaded. | need to digress and discuss the strategic
importance of “go to market” content and then | will move into the day in the life look.

What Is “Go To Market” Content?

Manufacturers Available To Distributors

Distributors have access to hundreds of
thousands of items from the manufacturers
they represent.

15M - 40M “Go To Market” items
drive 80% - 90% of the revenues for
many distributors and most of the

items are stock

It is important to understand what “go to market” content is because it is different for every
distributor. Here is what we have found within our customer base so far. Every one of our clients
has access to hundreds of thousands of items from their vendors that they, potentially, could sell
to their customer base. The reality though for most distributors is that they drive 90% of their
revenue from a fairly small subset of their massive universe vendor items. We typically see
15,000 — 40,000 items making up their real “go to market” items and being the basis for content
that seems to make sense to go into SCPRO for use in direct product marketing. If you take a
moment to think about and understand the dynamics of this it should make sense.
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SCPRO is designed to support a myriad of direct product marketing initiatives that focus on
selling the most popular and highest potential everyday items. Items that the distributor has been
successful selling because of their customer and market knowledge. Even when it makes sense
to add new items this market knowledge makes is still the determining factor.

Every direct product marketing event that SCPRO generates needs to carry a “message of
expectation” to the customers and prospects that are being targeted. That message, more
precisely is; “Here is a group of products that should make sense to you and are available to
you.” Typically in the world of direct product marketing whatever is presented, in any media, has
some sort of expectation message attached to it; i.e., “all items can be shipped in 24 hours or
lead times will vary from same day to several weeks”. Depending upon the expectation message
that is projected, a distributor could potentially put hundreds of thousands of items in front of their
market. That could also be the worse thing a distributor might ever think about doing because of
the confusion it might cause.

A couple of qualifying statements need to be made here to help you think through what is the
right marketing strategy for your company. Remember in the world of marketing there really are
no “right” or “wrong” strategies, only the successful application and implementation of a strategy.

Some strategies can be very simple, for example, (“In our web catalog and our print catalog,
everything you order will be shipped within 24 hours, guaranteed.”). We all know a few multi
billion-dollar distributors who have made a pretty good living from this strategy. As a marketing
strategy becomes more complex, so will the resources to successfully deploy it (“Our web catalog
contains 500,000 items and the shipping lead times will vary from same day to several weeks.”).
The customer will want to know what the lead-time is before they commit to the order.

Some of the worlds most successful catalog marketers have always followed the rule of
everything they sell “ships same day, or within 24 hours”. Because this is a very simple, powerful
message and one that is easy to understand by the customer base.

When you choose to implement a direct product marketing strategy where you offer items that are
not able to ship in a 24 hour window you need to be upfront with your customers about that and
develop a strategy to set expectations honestly. For instance, if you deploy a web based catalog
that is going to offer a huge universe that goes way beyond what you typically stock, you really
need to display realistic lead time expectations for every single item in the catalog or you could
risk mass alienation.

Selling on the web is different than using the web as a reference tool. If you sell on the web, you
must deliver quickly. A great strategy may be to offer all of your “quick ship” items, (and these
could be stock or non-stock) and then direct your customers to some of your major vendors
websites where they can gather information about other products they may need for upcoming
projects where the lead-time allows you to meet their expectations. There is nothing wrong with
selling some non-stock items in web or print just don’t go overboard and be sure to be upfront
about delivery expectations.

Here is a comparison to help you understand the potential conflict of putting too much product
that doesn’t have a high fill rate in front of your customers without setting proper expectations.

The items that a distributor stocks in their warehouse are the result of the knowledge and
experience that they have within their customer base. Financially it would not be a good business
model for a distributor to “stock” every item that every one of their vendors’ manufacture. The
turns would never support the space and cost of inventory. So, distribution has successfully
managed their warehousing strategy as a direct result of knowing their customers, their market,
and using direct ship strategies. This has resulted in relatively high levels of customer
satisfaction.
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Again, remember, there is no right or wrong in marketing. There is only the discipline of setting a
strategy and implementing it successfully and being sensitive to your customer’s needs and their
expectations. SupplyConnectPRO can hold hundreds of thousands of items and support the
delivery of those items into any media packaging that makes sense. Your direct product
marketing strategies should not be decided from a technological capability that could literally let
you present hundreds of thousands of items to your customer base just because it can. Your
strategy should always be decided from a marketing perspective that asks will this makes sense
to my customers and will it bring them more value.

If your business derives the majority of its revenue from 25,000 items that have been presented
and sold by your sales force, then there exists a very strong opportunity to substantially increase
sales on these same items by developing a direct product marketing strategy around these items
using SCPRO. What happens to your bottom line if you turn these 25,000 items one, two or three
more times in a year? Direct product marketing with SCPRO is all about playing to your existing
strengths and not confusing your customers. As you begin to develop and win more business with
SCPRO, you will also learn where you can increase your product offering and support realistic
customer expectations about product availability.
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A day in the life of SupplyConnectPRO™

Product Managers SupplyConnectPRO™
_deClde which new All of the “words and images” for
items are added - “Go To Market” content
each month

Web Catalog
Marketing Activities
Can easily be created by
any member of the
distributors’ staff
Catalogs Fliers Fax Broadcast

There are two main functions for a distributor to support SCPRO effectively, product management
and marketing management. One or more people within a distributors organization will conduct
these roles and they are people that are, typically, already in place and none of these functions
will require a full time effort.

Product Management — Usually one or more people in a distributors organization are
responsible for choosing which new products will be introduced to the organization and even
potentially stocked in the warehouse. These people are the gatekeepers between inventory
management, fulfillment, and customer satisfaction. When SCPRO is deployed they also now
determine whether an item will be included and built into SCPRO and fed into the “marketing
lifecycle” that SCPRO supports. In other words, they literally decide whether or not to take on an
item as a non-stock or a stock item, get it introduced into the sales organization, and get it built
into SCPRO for direct product marketing events.

Our experience with our customer base is quite broad and the feedback we get is that an average
distributor using SCPRO will add about 100 — 200 new items every month. Certainly this can go
up or down depending upon the activity and circumstances. For instance, if a distributor takes on
a new line there may be more items to add in that month.

Keep in mind there are strong rules, which a distributor has already developed, of whether or not
to “take on” an item. SCPRO supports that process by making sure an item is ready to be
“marketed” by the distributor using the variety of marketing channels SCPRO provides. So,
following the loading of the “go to market” items into SCPRO the amount of monthly additions
becomes very manageable.

Another real paradigm change that we see that occurs within a distributors organization is the
whole marketing process surrounding the items a distributor has access to sell and how SCPRO
can help you always be ready to go to market instead of always getting ready. For instance,
without SCPRO most distributors would approach a catalog or flyer project in the following way.
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A lot of time is spent getting material and then choosing the items for the catalog or flyer.
Then a lot of time will be spent organizing and preparing the content.
Then more time to sequence it and get the pages built.

In fact, the above process may sound simple but for any distributor that has ventured down this
path has found it to be a painful and lengthy process, which many claim they will never, attempt
again.

Now, lets look at that same process using SCPRO.

First off, all of the items that would go into a catalog or flyer are already in SCPRO because of the
initial loading of content and because the distributor has been adding new items, which make
sense, into SCPRO every month.

With the content established nearly anyone in a distributors organization can build a flyer,
catalog, fax or e-mail broadcast, add or manage item for web display into a web storefront.

Let me take you through the process of building a flyer. Because the content is organized under 4
hierarchical levels of categorization it can be an easy process to simply choose categories that
you might want to build a flyer from and then easily search through the sublevels to find and tag
the items that may be potential candidates.

Once you have found all of your potential product candidates your now ready to “merchandise”
them into a customer friendly sequence where like item can be brought together. The real magic
that is important for you to understand here is that your not building pages or needing and desk
top publishing skills. So, again, anyone in your organization with product knowledge and an idea
of the type of flyer or catalog they want to build can easily gather the potential items together and
merchandise them and refine them into the exact offering they conceived.

You can accomplish building a catalog or flyer easily because your actually building it using the
powerful database foundation of SCPRO which means that you are choosing and sequencing the
entire flyer or catalog before any pages are built. And because SCPRO operates in a network
environment the project can be viewed by anyone and approved before any expense is
committed to building pages.

Here is another really neat feature. Because SCPRO “remembers” everything for any catalog,
flyer, or fax campaign, you can regenerate any of these at anytime and do two really important
things that traditionally can take weeks to do; one, you will be able to immediately tell which items
may not be active skus anymore. So you won't risk offering obsolete items to your customers.
And two, you will be able to pull up any new items, for the categories the flyer, catalog, or fax
broadcast covers and only see the new items that have been added since you originally built the
flyer or catalog. So the two hardest things of updating a great catalog, flyer, or fax broadcast are
accomplished in a few minutes. All that is left to do is review the new item suggestions and
decide whether or not they go in.

Here is the part of the workflow that is really important to understand because it is so powerfully
unique. You select and merchandise the catalog, flyer, or fax in the SCPRO database. Then you
use our patented MetaFlow™ technology to automatically “flow” the information to pages using
any of the standard page templates or a template of your personal design. The idea is to use the
pages once, and throw them away. Because the next time you want to generate a new version
with all of the updates from the product database and simply “flow” a new set of pages with a new
automatically built index. “Flowing” the pages for a 100-page catalog will take about 30 minutes
and it is all done in a background operation. Once complete, the page files are converted to a
printer friendly file format that they can easily work with.
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| just explained how easy it is to build a catalog, flyer, or fax broadcast in SCPRO but you might
be wondering, “that’s nice but | don’t need to send this to everyone!” Well, SCPRO can also help
you know who to target with any catalog, flyer, or fax broadcast. We accomplish this with two
different features in SCPRO.

First, is the DataStore™ where you can load in the line item invoice records for your last two
years of sales and any item that matches an item you have built in SCPRO will now have the
classification hierarchy of SCPRO and your customer id attached to it. Imagine the creative
queries you could dream up to find product and customer patterns in this unique database within
SCPRO. You can search at any level of the product hierarchy to be very precise in finding
potential lists of customers that have at least bought that product or a group of products in the
past. Or if you are trying to move some dead stock items by fax it will give you some great
prospects to market too.

Secondly, You can capture all of the influencers within your customer base. Not just “ship to/bill
to” information. This information can typically even be imported from crm software like Goldmine,
ACT, etc.

On unique twist to the SCPRO influencer database is the ability for you to capture product
category survey data. You can actually survey your customers through your inside and outside
salespeople. Here is how you capture this data. Using the highest level product categories in
SCPRO, which is usually 10 — 20 high level categories, you simply have your salespeople ask a
few questions about each category.

Question 1. “Do you influence the buying of X category? Yes or no?

Question 2. “How much of X category does your company buy? Dollar amount.

Question 3. “Who do you buy X category from? Could be multiple sources.

Congratulations, you have now linked focused customer/product profiling to an individual level so
all of the wonderful catalogs, flyers, and fax broadcasts you can generate will have an intelligent
product mix targeted to the highest potential group of individuals that are qualified to influence
and/or buy them. This is called supercharged direct product marketing.

One other unique feature that will get all of the CEQO’s seal of approval is SCPRO'’s ability to
assign a unique order number for every flier, catalog or fax broadcast. This unique number can
be uploaded into your ERP system, just like you might handle and unique customer part number.
You will now be able to track an accurate accounting of how much revenue and margin each
marketing event generated. You will know exactly what worked really well and what wasn’t as
successful so you can focus on more of the really successful events.

If this all sounds pretty efficient let me now tell you how SCPRO will also help your web catalog
marketing efforts. Simply put, if you build a new product today, it will be in you r web catalog,
accessible to your customers tomorrow. By the same token, if you need to turn off a product,
simply “mark” it to turn off in SCPRO and it will not be there tomorrow. But the product information
is still in SCPRO so you can use it for print and fax marketing if you need but it is no longer
displayed in your web catalog. Remember, SCPRO is managing all of the “words and images”
about a product in one place. You then direct what media you ant to use to take the “words and
images” to your customers.

Next, if your web catalog storefront supports keyword string searching, which is the way 98% of
the users access products in web catalogs, here is a feature you are really going to love in
SCPRO. (By the way, if your storefront doesn’t support text string searching you might want to
talk to us about our award winning web storefront solution, eBusinessConnect.) Keywords, which
make up text string searches, are maintained in a separate field in SCPRO. Here are the benefits.

First off, this field is automatically populated when you build or load product information into
SCPRO from other fields like; manufacturer name, all of the information from the hierarchical
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classification, brand/trade names, and indexing information. So you immediately cover a myriad
of text string search possibilities in any order they might type them in.

Now, here is the really cool feature. Anyone in your organization can add other keywords into this
field so the next day your customers will find the item they didn’t find the day before.

Help your customers by adding in slang or colloquialisms that make it easier for them to find what
they are looking for in your web catalog. Just type them in and the next day they work.

We know distributors love to classify their items and they think their customers will understand
their classification hierarchy, but it is a proven fact that drill downs in commercial web catalogs
mostly confuse end users because the hierarchy can be so subjective. This is why most web
catalog users simply want to just type in a text string to find products. Sometimes they might start
with the obvious noun, like “drill”. Or they might type in specifically what they really need, “18 volt
right angle cordless drill”.

| hope you have enjoyed and learned a little more about SCPRO. This writing is a high level look

at some of the outbound marketing activities with SCPRO. Please contact me anytime if you
would like to have a more specific discussion about your needs.
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