SAMPLE PAGE:  Analytical Report
PRODUCT E Growth

There are two ways for a brand to grow:  by replicating current customers or by adding new ones from competitors or the general population.  In an analysis of PRODUCT E versus competitive brands, the research shows that PRODUCT E has the potential to take advantage of both approaches.


PRODUCT E already has a pretty good lock on rural downscale lifestyles, and marketing only requires keeping its name before the residents with mainstream advertising and promotions through the racing circuit.  But in second-tier cities and small towns, where consumers buy other brands more often than PRODUCT E, there’s need for heavier marketing play.  Good discounts and point of purchase displays--at discount department stores and drug stations--can help new customers change loyalties.  In addition, there’s need for increased marketing among some suburban and town clusters filled with recent retirees like New Empty Nests and Golden Ponds.  These customers would respond to coupons as well as loyalty programs to help move them to PRODUCT E.
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	Market Penetration
	13.9%
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	7.0%
	
	6.3%
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	LOYALTY TO PRODUCT E - EXCLUSIVE
	
	
	
	
	
	
	
	

	R3
	61
	Scrub Pine Flats
	97
	85
	109
	97
	202
	105
	STRONG
	1

	R3
	60
	Back Country Folks
	86
	97
	77
	87
	175
	88
	STRONG
	1

	R3
	62
	Hard Scrabble
	109
	112
	116
	112
	199
	87
	STRONG
	1

	T3
	54
	Norma Rae-ville
	73
	77
	95
	82
	165
	83
	STRONG
	2

	T2
	40
	Military Quarters
	60
	28
	94
	61
	124
	63
	STRONG
	2

	
	
	AVERAGE
	85
	80
	98
	88
	173
	85
	Light marketing

	
	
	
	
	
	
	
	
	
	
	

	LOYALTY TO PRODUCT E - CROSS-BRANDS
	
	
	
	
	
	
	

	R1
	44
	Shotguns & Pickups
	96
	131
	201
	143
	145
	2
	HOLD
	1

	R2
	56
	Agri-Business
	118
	129
	158
	135
	129
	-6
	HOLD
	1

	R3
	58
	Blue Highways
	134
	100
	118
	117
	169
	52
	HOLD
	1

	S3
	24
	New Beginnings
	160
	61
	105
	109
	120
	11
	HOLD
	3

	T3
	55
	Mines & Mills
	102
	86
	129
	106
	125
	19
	HOLD
	2

	
	
	AVERAGE
	122
	101
	142
	122
	138
	16
	Light marketing

	
	
	
	
	
	
	
	
	
	
	

	HIGH USE OF PRODCUT - CROSS BRANDS - PRODUCT E AVERAGE OR WEAK
	
	

	C2
	35
	Sunset City Blues
	115
	125
	124
	121
	113
	-8
	GROWTH
	2

	C2
	34
	Starter Families
	123
	94
	125
	114
	103
	-11
	GROWTH
	NO

	R1
	42
	New Eco-topia
	132
	131
	95
	119
	105
	-14
	GROWTH
	NO

	T2
	39
	Red, White & Blues
	124
	128
	112
	121
	85
	-36
	GROWTH
	NO

	T2
	37
	New Homesteaders
	125
	144
	89
	119
	75
	-44
	GROWTH
	NO

	R1
	43
	River City, USA
	119
	160
	161
	147
	79
	-68
	GROWTH
	NO


An index of 100=U.S. average; 120=20% above average; 80=20% below average. Source: PRIZM, Claritas, Inc.
