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AESTRACT

This paper describes the evelution from a longitudinal
consumer panel to the planned development of an integrated
Merketing Management Information Bystem. AT&T's ten yemrs
experience with centrally developed marketing informaticn
systems is reviewed. The retionale for development, problems
of implementation and analyels and the lack of effective
utilization are explored. Improvements are made and increased
Hanagement usage is stimulated. Finally, the five=yesr plan
for future development building upor this past experience

ia presented.
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The purpose of this paper is to describe the
process of develepment, implementation, mEnagement uses
and gpplications as wall as system survival of & Marketing
Information System (MIS) within the context af = large
business organization.

Az moet practiconers know, the Primary problems
associated with MIS are not so much related to system devel-
opment and implementation as they are to its systematic ussge
by management in their decision making proeess ms well as the
continual need to cost Justify the walue of the syetem. How=
ever, systematic usege by management is pot aufficient. Many
times a good MIS system in terms of managemeni use will fail
due to the same reasons and Processes as the failure of a
good product in the market place. This is caused by the lack
of customer-oriented approaches in the design sand development
af the system such that the needs of management decision making
and the characteristics of the system fail to convurge.l For-
tunately, some sttempts sre made to design user-oriented MIS
Eystems as we gain more experlence in this sres of market re-

gearch.
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While & good user-oriented conceéptual framework is
likely to enhance the chances of MIS being properly utilized
by marketing manageman?; Ibfteni the problems of MIS usage
and survival are highly determined by the nature of in-
dustry, competitive pressures, company's organizational
Btructure and management sttitudes and values, Given the
specifieclty of facters that often make the difference be-
tween success and feilure of a MIZ system in the organization,
it seems that the case history approach is a very useful way
to assess and analyze the complexity and ad hoe characteristies
of an existing MIS system.

Accordingly, this paper will focus primerily on
the management uses and applications of MIE and how specific
system changes are planned based on past experiences in order
tao fully integrate the system with the marketing decision

making process within the company:
DESCRIPTION OF THE BELL SYSTEM

American Telephone and Telegraph Company, the Bell
Eystem, is m giant parent holding company having assets of more
than 86.0 billion dollars which are owned by nearly three mil-
lion stockholders. TIts annual revenues were approximetely 32.5
billion dellars which generated a net income of nesrly four
billion dellars last year. It is the largest single corporation

in the U.E. in terms of assets, employess and annusl revenues.



The primsry business of the company is in the
telecommunication induatry. It services more than 120 million
telephones and provides & vast, complex network for residence
and business customers through the Long Lines Divisilon and
19 regional cperating companies. In the provision of these
telecommunication services, it is regulated by the Federal
Communication Commisszion (FCC) =nd the individual state regula-
tory agencies. Owerall, the Bell ESystem enjo¥ys an excellent
reputation as & well-managed corporation and 1ts customers are
generally well pleased with the service they are provided.

Historically, the Bell 8ystem has been technoleogy
driven corporation. As a conseguence, most of its resources
were allocated to service reliability, mechanization, cost re-
duetion, preduct improvement, and expansion inte diverse areas
of telecommunication business.

During the late 194%0's and early 1950's the major
efforts were focused on satisfying the tremendous pent-up demand
for telecommunication services and the improvement of basic
services. This resulted in almost every household having
an individual private line and the abhility to dial directly
over the network to any other telephone.

When these objectives started to become a reality,
the Bell System began to establish a Merchandizing Department
which rapidly transformed inte the early Marketing Orpganizatien.
In the next ten years, many products and services were intro-

duced which were based on styling, social and aesthetic




utilities, in additien to product performance utility. For
example, colers were added te the telephone, stylish phones,
such as, Frincess and Trimline were designed and push button
phones were introduced.

At the same time, substantial changes were taking
place in the expansion and utilizetdion of the telecommunication
network. For example, private lines, private networks and Wide
Area Telephone Bervice [WATE) were offered to business customers.
Furthermore, it was anticipeted that the future growth of the
Bell Eystem rested in stimuleting long distance communication usage
in both the business and the residence market. MWechanization and
technological improvements continued to result im the reduction
©f rates to the consumer. FPFrices were reduced while some services
were expanded with the ecost to the user held constapt. In 1867,
reduced long distance rates were put into effect in an effort
to selectively stimulate demand based upon price. This major
Policy of price differentiation was besed on the type of call
{direct dial versus operstor sssisted), on the time of day (peak
¥s. off peak hours, especially the evenings), and on the day of
the week [working days vs. weekends).

It wae this pew price policy which led the eorpo-
ration to plan for & marketing information system whieh would
as5sess the impact of rate changes in both the residential and
the business markeis and to substentiste and justify the
estimates of customer reacticon that had been made bafore

the FCC.



BRIEF DESCRIFTION OF MRIS

The responsibility of developing the Market
Research Information System (MAIS) designed specifically
to track the impact of rate changes in the long distance
telephone market was asgelgned to the Management Sciences
group with the Company. This was not an easy task., Tradi=
tional econometric metheods could not be applled. At the time
&f the rate change, the total market was 3.6 billion dollars
in annual income. The growth rete [(10%) was three times the
effect of the rate reduction and the serwvice was characterized
by extreme seasonslity and high individusl customer period-
to-periocd wariance.

The initial system was established in 1969 and was
designed in terms of a longitudinal panel. It consisted of
a8 national sample of 60,000 customers (30,000 residence &and
30,000 business). The sampling planm wees & multistage proba-—
bility sample with the basiec frame being one hundred regicnal
accounting offices from whiech monthly bills were sent to the
customars of the Bell System. Each revenue accounting office
(RAD)} which covered a specific geographical territory of the
country was further broken down into 2k central offices (0D,
and a systematic sample of 300 business and 300 residence
cuetomers was established after removing several categories of
ineligible customers, such as, speclal services and coin tele-

rhones.



There are several sdvantages and unigue fen-
tures asscciated with the Market Research Infermation System
panel. First, the populetion is well-defined in terms of
individuel bvilling accounts corresponding to the unique
telephone numbers. This emables the researcher to easily
draw a representative sampleée even with relstively low randeom
drawing probabilities. Second, there is no need to seek co=
operation and recruit and maintein = panel since the datas are
directly obtained from the monthly b©illing records. Third,
there is relatively very smsll degres of measurement error
Since =ll the telephone cells genersting revenues are auto-—
matically recorded for billimg burposes. Thus, the guality
of information is extremely good and in general, has very low
non-sampling errors as compared to other longitudinel panels.
Finally, it is relatively easy to maintain the representa-
tiveness of the panel over & period of time by proper replacement
sampling procedures which do not get contaminated with the prob-
lems of recruiting, training and mainteining voluntary panel
members.,

The total date bank corsists of recording many
different types of telephone equipment and Services subscribed
to By the customer. There 1s a complete description of the
telephone eguipment in the possession of each panel member and
monthly revenues derived from its usage. Each long dietance

call made by the panel member is smeperately recorded in terms
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of length of conversation, distance of communiecation, the
time of day, a8 well as the type of call made. Thess are the
factors that determine the price of each leong distance eall
made by the panel members,

In sddition to the behaviorel information
available from the billing records, & mail survey iz con-
ducted with the residential customers. This survey collects
information sbout each panel member's bousing, demographic
and mobility characteristics, family composition and attitudes
toward the use of telephone service.

A computerized system for storage and retrisval
was implemented soon after the design of the sample., It
consiets of receiving monthly data from each RAC on = tape
and combining nearly hundred monthly tapese into a master file
8ystem on seven disks. At the same time, data ie stored an
individusl disks for each revenue accounting office which is
capable of sccumulating twelve months of informetion. The
ipnitial storage and retrieval system was designed for an IEM
360 (Model 65) computer. However, the amount of informstion
to be stored on a cumulative basis since the inception of the
system has reguired many substantive chagges. The computer
sub=-system is mentioned briefly because of the difficulties
caused by this initial dats access methods and the storage

space regulred for the fixed length records.



THE BASIC PROBLEMS

A number of fundamental Froblems resulted ip
the lack of effective utilization of the information. While
MRIE had a wide range of customer deata not readily svailable
for management purpoges, several factors combined tao make thae
system difficult to manage and unresponsive to mensgement needs.

The design of the data base and the computer
programming were performed by the Management Scisnces Department
and mot the user organization. The Menagement Seiances
Department had econsiderable professlonal skills which unfor-
Tunately were not perceived to be uzeful to the marketing man-
agement. For example, interest centered on the building of
complex mathematical models for farecasting revenue which
managements could nmeither understand nor consider necessary ss
alternative forecasting procedures already existed within the
corporation.

The date resident in the dats base was & broad
agsemblage of information describing individual customers.
Before the ipndividual data items could he extracted for snalysis,
considerable effort was necessary to become famillar with the
dats and to prepare extrected files for analysig.

The computer system and the data base design reguired
lerge scale storage capacity and freguent mounting of disks for
analysis. The access methods were state of art; however, be-

cauge of the data base structure, extractions were frequently



complex and used conslderable central processing unit

time. This errangement was susceptible to hardware and
goftware malfunctions causing data destruction. The recovery
Procedures were complex and freguently extended over many
months. In fact, the system looked primitive im light of the
encrmous gquantity of datas, These considerations resulted in
8 very expensive system that needed lengthy intervals to
extract and analyze data.

While this new information esystem created sizable
probvlems for the researcher, further complications arose be-
cause the information system's capabilities were not understood
and thus not effectively epplied to the corporation need for
marketing information and analysis. Management generally found
the system to be mystericus and did not wish to disrupt their
existing methods and procedures with an unknown and untested
system. Thus, when corporate studles were generated from MRIS,
the operating companies were unwilling to implement these studies
on & loeal basis. It was apparent from the beginning that MRIS
had not been integrated into the marketing process.

Finally, technical problems surfaced regarding the
sanpling plap which caused an already dubious management to
begin to sericusly question the viability of the system. While
the sampling plan was very good for national estimates, the
menagement reguirements tended to be regional since each

operating company had an sutonomous decision-making funetion
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responsible to the stete regulatory agencies. When the data
vere disaggregated for individual comparies, the sample sizes
wWere not large enough nor representative of the regional Popu=
lation to satisfy management's needs for information. This
wag further compounded by the faet that the regional regu-
latory agencies required certain statleticel inferentisml
procedures for approving rate changes which ccould not be

met by the MRIZ system.

The culminaticn of these fundamental problems was
the serlous consideration of whether the system should be
c¢ontinued or dropped during the early stages of its development.
Fortupately, MRIE was Zgiven 8 reprieve. & gat of strategies was
developed and their succesaful implementation regulted in a
vastly improved system. The survival stretegies that follow
evolved over & pericd of time &nd while all of them were never
formally committed to paper, the managers of the prejJect who
had drawn upon cutside consulting expertise knew whet was

hecessary and had an informal plan %o insure ayetem viability.

ETRATEGIEE FOR SYSTEM SURVIVABILITY

The underlying objective was to develocp the gystem
such that it would be perceived to be useful and in turn
utilized by marketing mapagement in their rlanning end decision-
making process. Four major strategies evolved and thrae sub-

crdinete sirategles were developed to support the rebuilding
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activities., These later strategies dealing with organi-
zational responsibilities, computer systems and data hase
design and panel sampling procedures performed the enabling
functions and were essential to the success of MRIS, but were
not sufficient to guarantee success by themselves.

The lack of effective knowledge and understanding
of MRIS was inhibiting its scceptability to management. There
wae & very clear need for the dissemination of existing infor-
mation. This dissemination function had to be user oriented.
The primary tzek of the dissemination tesm was to mssess the
needs of marketing managers among the operating companies and
develop publication programs with which to communicate with
them. Basieally, this required & change in attitude and systen
mission in terms of processing and summarizing informetion in
a mon=technical way &nd establishing a program of mggressive
education which would demcnstrate the latent value that MRIS
possessed. Experiences ;ncountered in implementing such & program
are described by Ellis. A nationel meeting wes held to present
to the representatives of the operating companies the developmental
atatus, the demonstrable results achieved to dete and the plans
for the future, This meeting was followved up with & series of
newsletters, reports and general letters. Since effective
communications are so vital, these activities continue today.

2

Rigchard B. Ellis, "Harnessing Fegasus: The Management of
Multivariate Analysis", Marketing in Turbulent Times and
Marketing, the Challenges and the Opportunities; 1975
Combined Proceedings, Serial Ho. 37, edited by Edward M.
Mazze, American Marketing Asscciation, 19T75.




A related gpproach was to link speeific
market research requests from operatlng companies to the
MRIE data base. It was found that there were many areas
of market research, such a5, tracking the impact of rate
chenges, promotional Frograms, and individusl customer
analysis for which there vas no parellel to the lengitudinsl
panel approach provided by MRIZ, Furthermore, since the
same type of research requests often come from different
operating companies, it was possible to buildg upon these
individual studies to create & genperal study solution
utilizing the existing deta bank and provide other companies
market analyeis in = more efficient amd rapid manner.

fext, an extensive research effort was mounted d4i-
rectly toward fundamental or developmental research related to
improving the professionalism of the research supervisors as well
as theltechnical capability of the orgenization in the market re-
search area. This covered the full spectrum of data cellection,
data mnalysis and disseminatfon of information. For example .
several studies were carried cut to learn more about the art
of wail surveys in terms of guestion wording, format aspects,
question length, scale reversal effeects, etec. Slmiliasrly,
several nev statistical programs were instelled and tested and
made avallable to the research staff. Finelly, sufficient
analytical skills were developed to have internal strengths on

which the operating companies can rely for advice and assistance.



Finally, and the most pritical faector in terms
of syetem survival was the developnent of problem-oriented
market research studies based on the MRIS data. The
underliying presumption behind this strategy was that
marketing management either could not ar would not take
time and interest to systematically wtilize the MRIS dete
bese in its problem-eolving situaticon. Therefore, it was
necessary for the market research staff to assess the present
and anticipated marketing problems the company was likely to
face, and attempt to demonstrate that at least good insights and
directicne toward their solution could be achieved by the proper
utilization of MRIS. GSeveral of these applications will be
digcussed in the follovwing section.

The organization incompatibilities were resclved by
moving the systems responsibility to Marketing. A second group
was established to provide the interface between the information
gystem and the marketing user, development of the fundamental
research and the applicetion of the MRIE data to marketing
rroblems. This brought under one organization those responsible
Tor specifying the marketing enalysis and those responsible for
Procegsing the dats to meet the study requests.

The gomputer Bub-system was completely overhauled and
enhanced. The computer facilities wara upgraded te an IBM 370,

model 158, The primeiple improvement was the implementation of
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IBM's Information Management Eystem (IMS). This data bage
management system utilized variable length records and provided
the ability to access any level of data within the hierarchical
structure quickly and efficiently. Larger storage disks elimi-
nated the freguent problem of mounting and remounting Aleks and
the new procedures resulted in effective coordination between
the systems group and the computer cperaticns people.

A mnew sampling plan was proposed besed upon specifie
geographical areas of interest te the operating companies.
These defined the new sampling frame =pnd replaced +the previous
RAQ's within each geographical area. Random sampling replaced
the clustered systematic sampling. Thus, all customers within
e#ach area had an egqual probability cof appesring in the sample.
Thies elimineted the possibility of certain sreas not being
representative. A rotation ascheme was implemented that system-
&tically repleced 1/8 of the panel every 8lx months. This kept
the existing panel from aging. The additicns to the penel in=
sured that bias was not Setting in and that there was no drire

away from unbimsed population estimates.

APPLICATIONS

Market Segmentation Anslwsis

Applying the Automatic Interaction Detector [AID)

Program, the residence long distance market was zegmented using

For a similaer exmmple, see A&, Marvin RHogcoe, Jr. and Jagdish W,
Sheth, "Demographic Segmentaticn of Long Distance Behavior: Data
Anelysis and Inductive Model Building", Proceedings 3rd Annual
Conference, Association for Consumer Research, edited by M.
Venkatesan, 1972,
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democgraphic and telephone eguipment varisbles, The demaographic
and equipment profile was obtained by a mail survey of
the panel members as mentioned earlier,

The AID analysis identifled six broad market
segments. They are summerized im Table 1. As would be
expected, the demographic cheracteristics, income, age,
education and socivceconomic status as well as a number aof
additional phones (extensions) came out as the strongest
variables in explaining the differences in average, monthly
long distance bllls from customer to customer. The range
of variability was between $2.28 among the older, lowver
socioeconomic class and £9.13 =mong the people earning more
than $15,000, This represents & ratio of st least four frem
the lowest to the highest segment.

This segmentation study subseguently eveolved into a
market potential study when the sasie segments were compared
acroBss geographical areas identifying markets with below
average consumption patterns. The analysis was combined with
comparative Iinformation about long distance ealling to idemntify
product usage deficiencies. A succeszsful test was conducted
in one operating company and the advertising effect was
tracked using MRIS. This mctivity was so successful that the
fellowing year = corporate wide marketing effort was implemented
within each of the operating companies. Owver 290 million
dollars of verified annual reverue can be sattributed to

this program.



Produgt Potential Models

A second area of marketing applicetions has
been to develop market potential for seversel telephone
instrumente including the Touch-Tone (pushbutton) telephone,
extension phones snd other premium sets such as the Princeass
and Trimline phones with the use of eultiple diseriminant
analysis.

The resldential extension telephone market will
be used to 1llustrate thig concept. Based on the existing
extenslen purchases, the total sanple was divided to create
EToups af customers with no extensions, one extension,
and two or more extensions. A three group discriminant
analysis wes performed in which the demographic and telephone
profiles of the individual customers were wtilized as the
independent discriminating variables. The resultant diserimi-
nent functions were used to caleulste each individual's
diseriminant scores snd to prediet his membership probability
to each ¢of the three groups. The besic proposition i= that
the migelaseification of no extension customers to one or more
extensions, and of one extension customers to more than one
extensicon customers constitute the additionsal potentiel market.

The classificatlions shown in Table 2 illustrates
the areas of potential market development. The totel markez
was further divided inte four segments utllizing AID analysis

to identify the specifie demographle charamcteristics of the



selected market aress having the highest market potential.

A summery is shown on Table 3. The 8tudy demonztrates

that in sddition 7.5 million extenzicons could be sold

¥ielding 100 million dollars of annual revenus and identifien
the most profitable segment in which to concentrate promotionel

effort.

Identifying Market Clusters and Test Markets

A common marketing managemeni need ig the fdentification
of similar markets for test marketing and comparstive analysils
Purpoaes. If there are several caomparable markets in terms of
the benchmark variables, such as, demographics, market revenues,
etc., it 1s possible to conduct advertising and new product
experiments on a scientific basis,

The research program enticlipated this need for and
developed & cluster of the basle one hundred revenue accounting
offices [RAO's) based on the aversge demographic and telephone
profiles of the sampled residential customers. A total af &5
varlaebles were utilized in developihg & market classification
of RAO's. The first step was to reduece the &5 varisbles to their
underlying dimensions by the use of prineiple components analysis.
Ten factors were obtained which summarized 92 percent of the total
varianee. The profile scores were then converted inte factor
scores, and the RAQ's were clustered utilizing the Johnson
Hierarchial Clustering Algorithm.

N

A. Marvin Roscee, Jr., Jagdish K. Sheth and Welling Howell,
"Intertechnique Cross-Validation in Cluster Analysis", New

Marketing for Socisl and Economic Progress and Marketing's
Contributions to the Firm and to the Society; 197h Combined
Proceedings, Serial No. 36, edited by Ronald C. Curhan,
American Marketing Assccistion, 1974,
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The results are reproduced in Table L. Most
of the clusters had face validity, However, in order to
engure that the gclusters were not created by the specific
technigue utilized, a cross-validation was performed hy
using snother clustering technique on the same data, and
crogs-tabulating the two results.

This classification of market aress into homo=-
geneaus Lypes has become & =tandard reference in the company

for future test market studies in the residence market.

Market Impact Anslysis

A fourth ares of marketing appliceticns to which
the MRIS system has been utilized is the measurement of
market impact at the individusl customer level. A & long-
itudinel panel, MRIS is ideally suited for sssessing changes
in merket responze due to marketing efforts such as rate changes
or promnotional campaigns.

The merket impact analysie is illustrated with a
rate change study reported by Assael and Hoscne.5 Fesidence
customers who met the following conditions were selected from

the MRIS panel. First, they must have & twelve-manth bhistory

before and after the rate change with respect to long distance

Henry MAssael and A. Marvin Boscoe, Jr., "Segmenting by Consumer
Responses to & Change in Marketing Stimulus: A Begmentation
Analyeis of the Long Distance Telephone Market", XEVIIT ESOMAR -
Congress, Montreaux, Switzerland, 1975.

19



calls to measure shifts from weekday to off-peak hours
and from operator handled to direct dial calls. Second,
they should have complete demographic and telephone profiles.
Third, they must be relatively homogeneous in their usage
patterns.

Each customer's average monthly bill before
and after the rate change was calculated as an index of
rate impact. This amounted to an average of $0.56 for the
total sample. However, a demographic breakdown of the
total sample clearly indicates that there were significant
differences among various demographic groups suggesting
that not all people react tc the same extent given a
particular rate change. As summarized in TABLE 5, it is
interesting to note that the highest impact was among the
married families, among clerical and sales occupations, among
under 35 years of age heads of households, among renters
of homes and among those who had lived two years or less
at their present address.

The analysis of market impact has been extended
to numerous rate changes and promotional campaigns. This
general form of trend analysis and tracking has been applied
to both the business and residence markets and the example of
long distance promotion under the previous market segmentation

application is an excellent example of this capability.
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HEW DIRECTIONS

In 1973 & newly recrganized Marketing Department was
ereated. Market Management reeponsibilities were establiched for
the Business and Residence Markets and the role of Product and
Service Management was redefined and expanded. Colncidentsl
with these crganizaticnal changes a mérketing Process was
proposed that defined the roles of the individusl divisians
in coordinating the marketing effort to setisfy customer
needs =nd wants.

To properly serve the needs of these marketing
funetions, new marketing information systems vwere required,
Systems were designed and implemented that provided descriptions
of the market place and the customers who purchase specific
products, measuremsnts of the market development, market
Penetration and sales effectiveness sand analyels of specifice
marketing programs.

To handle this dramatic growth in information
Eystems metivity, a Marketing Informetion Section was formed
B5 8 Eeparate entlty out of the Market Research Organizaticn.
Hew Activities for planning, revenue forecasting and analysis
and results measurements were incorporated in the marketing
intormation responeibilities.

With this chenge, the Marketing Department assumed

the sole responeibility for the corporate generation of revenue.
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This included an expanded role in the forecasting of
revenue, negotiating revenue commitments with the operating
companies and the measurement of results in achieving the
revenue growth. To properly coordinate these departmental
and corporate activities a marketing planning coordinating
function was established consistent with and integrated into

the corporate planning process.

FUTURE PLANS

This expanded role demanded a pause for reflection.
Where were we in the Marketing Information game and where
did we want to be out into the near future. The new planning
process could easily be modified for this task.

Assumptions were formulated as they related to the
merketing information responsibilities. These encompassed the
corporation, the Marketing Department, other Departments at
AT&T and the anticipated state-of-the art for personnel sub-
systems and computer sub-systems. These were used to define
the environment in which the development of marketing information
systems would be developed. p

The aim of marketing information was stated as follows:
to develop and maintsin marketing information systems and pro-
cedures designed 1o assist managers directly in the planning,

6

A. Marvin Roscoe, Jr. "Marketing Information - Five Year Plan",
Internal corporate document, November 12, 1976.
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policy formation, decision wmaking and marketing effectivensss
mesesurement processes.

Nine specific goals were articulated thet were
conditioned by our past experience and a quasi ultimate
information system deslgn =g proposed by Montgomery and Urban.
A diegramatical display of this decision-information system
strueture is shown in TABLE &,

Generally s=tated the goals ¢overed the following
areas: consolidating informetion regquirements, centrelizing
the development and implementation of systems, integrating
existing and planned data bases, lmproving the detmil and gquality
of data, improving the timeliness of responses to regquests for
informatian, removing dseta redundancy, designing systems to be
cost effectlve and expanding the analytie and model building
capabilities as an integrated part of information systems,
Specific oblectives obtainable within the five ¥ear planning
pericd were developed along with = strategy for accomplishiag
these objectives. A disgram of the funecticn responaibilities

can be seen in TABLE T.

David B. Montgemery and Glem L. Urban, "Marketing Decision -
lnformation Systems: an Emerging View", Marketing Information

SBystems-Belected Reading, edited by Charles D, Sehever, Amorican

Marketing Asscciatien, 1976, pp. 22-10.
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CONCLUSION

The authors believe that marketing information systems
nust be designed to meet the unique needs of an individual
corporation and must conform to and exist within that
corporation environment. One such information system with a wide
range of experiences and a lengthy period of existance so as to be
of interest to MRIS practitioners has been presented. Sharing
these experiences can help others plan for the successful
implementation of new systems while others can be encouraged

to revitalize and reestablish existing systens.
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TABLE 1

LORG DISTANCE MARKET SEGMENTS

All customers

Group

Group

Group

Group

Group

Group

1

2

Income above $15,000

Income below $15,000
One or more extensions
Attended college

Same as Group 2 except
High School Graduate or less

Income below $15,000
No extensions )
Upper middle class

Income below $15,000

o extensions

Lower middle and lower class
Age 54 and lower

Same as Group 5 except
Age 55 mnd above

Average LD Bill

$5.60

$9.13
§7.33

$5.37

$4.90

$3.73

$2.28



Actual

Market

Development

26

MARKET POTENTIAL CLASSIFICATIONS

Zero

One

Two or
More
Ext.

TABLE 2

Predicted by Discriminant Analysis

Zero One Two or More
Extensions
- Potential Potential
Market Market
- - Potential
Market




TABLE 3

EOURCE OF ADDITIONAL EXTENSIONE

Eegment 1
Segment 2
Segment 3
Segment L

Total

Market
Egﬁnent

{ooo)
Yield
Zero Ext. One Ext. Combined Fer 100
Customer Customer Total Customers
1,k00 1,100 2,500 bs
3,100 900 4,000 26
Loo 150 550 4
Loo 50 Lsg 3
54300 2,200 Ts300 14
Definition
Rooms Income

€ or more
& or more
5 or fewer

5 or fewer

$15,000 or more

below $15,000

$10,000 or more

belew $10,000
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TABLE 5

CHANGE IN AVERAGE MONTHLY LOKG DISTANCE
BILLING BY KEY DEMOGRAFHIC CATEGORIES

Demographic Avg. Incresse In Category Bepresents
Category Long Distance Eill This % of Sample
Total Sample $0.56 100.0%

Stage in Life Cycle

Younger merried with no children or
¥ounger merried with one or more
children over 13 wvears $1.01 ho,.5%

Younger single or married with
chlldren under 12, or older married
end single 0.2s £g.2

Type of Occupation

Sales, Clerical or Operstive $1.00 20,63
Mapsger or Professional 0.72 33.2

Blue collar, Homemaker, or
Unemployed 0.2k hé. g

Age of Head of House

Under 35 £0.99 1T.3%
1554 0.6k bs.u
55 &k Over 0.28 37.3

Own vs., Rent Dwelling

Rent §1.02 18.7%
Own 0.ks Bl1.3

Length of Regidemce

Two years or less $0.76 19.9%
Three to fifteen vears 0.5h 50.1
Over fifteen years 0.h3 30.0
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DECISION-INFORMATION SYSTEM STRUCTURE

Table 6

The Manoger

3
inputs,
Reques's Information
X x— X — X — X X ——X— X—x—— X
[y ]
> . ) =
’ Disploy | Statistical Statistical I
- Unit [~ Data Bank U
l ¥ [ |
> >
3 | Dota - ’
5 T x = |inputs Retrieval ol >
sgla | @ of ol8 |
stls * 2 of &l ¥
w “E’ g ' (3 Data ol v|o I
[Sl= B » @ ol © < <
L 5la 8 )
(@] 9 [%2] l s 0;) :6 ,
%) E x -d T
a
I Testing and
x b4
I Estimating Models !
» >
' Model Dotg Data |
. Bonk Model Generated | Bonk | |
] T Data ] J
xfhx—x~——-x~——x—wx~x—x*x— -x
: Decrsions Data
4 !

Environment
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Table 7

Marketing Information Systems

Functional Responsibilities

Corporate Goals And Objectives

Marketing Goals And Objectives

1

r

Plan Results s———

MARKETING PLANNING

e—Marketing Plans

Revenue Tracking «—

REVENUE FORECASTING
AND RESULTS

(—— Forecasts

PRODUCTS
AND
SERVICES MARKETS
Markets =—— Existing, Business =— Customer Records
Mew Snd Large User CRIS
Products —se— Planned Astigned =— [nvestment & Cost
Unassigned ICIS — FA
Exchange
FONce me—— Terminal ++— Emplovee Reports
Intarcity Residence +— Corporate Reports
Expense «— Data Coin
Directory
Marketing Industry Studies
Research Multiclient Studies
U.5. Census
Special Studies
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