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A
n Intro

d
uctio

n:
A

B
O

V
E

 A
LL w

as fo
und

ed
 in 1998 o

n the p
ro

m
ise to

 d
eliver

m
easurab

le, integ
rated

 co
m

m
unicatio

ns that w
o

uld
 achieve sp

ecific R
O

I
results.

A
B

O
V

E
 A

LL uses uniq
ue p

ro
cesses to

 help
 p

lan and
accurately

m
easure

– in real q
uantifiab

le term
s

– m
arketing

 co
m

m
unicatio

ns
cam

p
aig

ns.

A
B

O
V

E
 A

LL’S seaso
ned

 p
erso

nnel are skilled
 in the m

any ag
ency

d
iscip

lines req
uired

 to
 d

evelo
p

 and
 execute m

ulti-co
m

p
o

nent
integ

rated
 cam

p
aig

ns. They also
 p

ro
vid

e the d
ay-to

-d
ay exp

ertise
req

uired
 to

 help
 their clients co

m
p

ete effectively.  

A
B

O
V

E
 A

LL’S co
m

b
ined

 exp
ertise and

 evo
lving

 m
etho

d
o

lo
g

ies are
help

ing
 clients achieve rem

arkab
le results.

W
e

’v
e

 h
e

lp
e

d
 g

ia
n

ts, w
e

’v
e

 h
e

lp
e

d
 sta

rt-u
p

s:

W
e

 c
a

n
 h

e
lp

 y
o

u
.

1



T
h

e
 B

ra
n

d
 In

te
g

ra
tio

n
 p

ro
c

e
ss/m

e
th

o
d

o
lo

g
y

 is 

d
e

sig
n

e
d

 to
 h

e
lp

 o
u

r c
lie

n
ts…

•
Sell Stuff

•
Sim

p
lify the C

usto
m

er’s Life

•
D

rive Shareho
ld

er Value

O
ur p

ro
cess b

eg
ins b

y asking
 a sp

ecific
q

uestio
n... ”W

ho
 are yo

u trying
 to

co
nvince o

f w
hat?

2



B
ra

n
d

 In
te

g
ra

tio
n

 M
e

th
o

d
o

lo
g

ie
s

W
e b

elieve successful m
arketing

 co
m

m
unicatio

ns can b
e p

lanned
 and

m
easured

 in real term
s.

W
e are id

eally suited
 to

 d
eliver value w

hen w
e

are invo
lved

 fro
m

 the b
eg

inning
 o

f the b
rand

 d
evelo

p
m

ent p
ro

cess.

3
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Situatio
n:

A
b

o
ve A

ll w
as ap

p
ro

ached
 b

y a g
ro

up
 o

f investo
rs p

lanning
 to

 start a
new

 fractio
nal jet o

w
nership

 co
m

p
any called

 JetO
ne. The JetO

ne
strateg

y w
as to

 d
eliver g

reater value and
 service to

 hig
h net w

o
rth

ind
ivid

uals and
 executives in the M

id
W

est m
arket. They p

lanned
 to

acq
uire a fleet o

f late m
o

d
el jet aircraft w

ith stab
le resid

ual values, and
refurb

ish them
 w

ith p
rem

ium
 am

enities. A
b

o
ve A

ll w
as co

ntracted
 to

valid
ate their co

ncep
t, assess m

arket p
o

tential, d
eterm

ine the value o
f

p
ro

sp
ective custo

m
ers, id

entify the co
st to

 acq
uire each custo

m
er, and

d
esig

n and
 d

ep
lo

y an integ
rated

 m
arketing

 co
m

m
unicatio

ns p
ro

g
ram

.

"They've m
anag

ed
 all o

f o
ur m

arketing
 co

m
m

unicatio
ns

since d
ay o

ne, enab
ling

 us to
 stay fo

cused
 o

n o
ur b

usiness." 

Jo
hn Scicluna, P

resid
ent, JetO

ne 
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So
lutio

n:
W

e d
ep

lo
yed

 o
ur p

ro
ven M

arket StatusSco
p

e m
etho

d
o

lo
g

y to
 id

entify
the num

b
er o

f custo
m

ers in the to
p

 ten m
arkets, and

 the to
p

 fo
ur

reg
io

nal m
arkets – w

ith sp
ecific so

urces o
f future sales and

 transactio
n

sizes id
entified

 o
ver the next 1-3 years. 

N
ext, w

e co
m

p
leted

 a S.W
.O

.T. assessm
ent to

 d
eterm

ine key

p
o

sitio
ning

 o
p

p
o

rtunities. This exercise w
as then fo

llo
w

ed
 up

 w
ith o

ur
Integ

ratio
n M

o
d

el to
 d

eterm
ine the co

st o
f w

inning
 new

 custo
m

ers and
to

 p
rio

ritize m
arkets, aud

iences, m
ed

ia effectiveness and
 m

ed
ia co

sts.
The ap

p
ro

ach p
ro

vid
ed

 a ratio
nal, rep

eatab
le p

ro
cess fo

r rig
ht-sizing

the b
ud

g
et, estab

lishing
 cam

p
aig

n m
etrics, and

 o
p

tim
izing

 the m
ed

ia
m

ix.  

Streng
ths

• 
V

irtual o
rg

anizatio
n – m

inim
izes

asset intensity
• 

To
p

 rated
 FB

O
 p

artner – m
inim

izes
o

p
eratio

nal risk
• 

P
rivately held

 – m
axim

izes financial
flexib

ility
• 

P
hysical p

resence in all 4 targ
et

m
arketsO

p
p

o
rtunity

• 
O

nly o
ne seg

m
ent co

m
p

etito
r

• 
M

arket is entering
 hig

h g
ro

w
th

p
hase

• 
The m

arket und
erstand

s the
co

ncep
t  (P

io
neering

 is co
m

p
lete)

Threats

• 
C

o
m

p
etito

rs have a scale
ad

vantag
e W

eakness

• 
P

rivately held
 – lim

its access to
cap

ital
• 

Sm
all initial fleet size – d

rives
hig

her co
st and

 lim
its custo

m
er

service 
• 

M
arket is entering

 hig
h g

ro
w

th
p

hase

2
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.
0
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0
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0
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0
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So
lutio

n:
A

s a final step
, w

e d
ep

lo
yed

 o
ur Fast-Track B

rand
 D

evelo
p

m
ent

P
ro

cess. A
b

o
ve A

ll initiated
 q

uantitative vo
ice-o

f-custo
m

er research
w

ith C
E

O
s and

 hig
h net w

o
rth ind

ivid
uals to

 d
eterm

ine the “real”
m

o
tivatio

ns fo
r p

urchasing
 a FJO

 p
ro

g
ram

. It w
as clear fro

m
 o

ur
research that the hig

hest achievers w
ant to

 m
axim

ize their tim
e. A

nd
w

e leverag
ed

 this insig
ht in o

ur p
revio

us cam
p

aig
n. Thro

ug
h

sub
seq

uent research, w
e also

 d
eterm

ined
 aw

areness o
f co

m
p

eting
b

rand
s, p

o
tential lo

yalty and
 uniq

ue attrib
utes o

f the to
p

 fo
ur

co
m

p
etito

rs. The p
ro

cess resulted
 in several key insig

hts that led
 the

A
b

o
ve A

ll creative team
 to

 d
evelo

p
 JetO

ne’s R
D

B
 E

q
uatio

n and
 the

fo
llo

w
ing

 B
rand

 P
o

sitio
ning

.

This led
 the A

b
o

ve A
ll creative team

 to
 d

evelo
p

 JetO
ne’s R

D
B

E
q

uatio
n

and
 B

rand
 P

o
sitio

ning
…

 

R
elevance: To

 sup
p

o
rt m

y im
ag

e and
 success, I need

 the p
rivate jet

co
nvenience o

f g
etting

 anyw
here, w

henever I w
ant to

.  B
ecause o

f
m

y co
ncern w

ith safety and
 security, the asso

ciatio
n w

ith
D

aim
lerC

hrysler A
viatio

n Services is a d
istinct ad

vantag
e to

 m
e.

D
ifferentiating

: O
nly JetO

ne has the value I need
 co

m
b

ined
 w

ith
the D

C
A

S relatio
nship

 I can rely up
o

n.

B
enefit: I no

w
 have the p

ractical co
m

p
etitive ad

vantag
e I need

 to
surp

ass m
y co

m
p

etitio
n and

 m
ake m

y b
usiness g

ro
w

; I no
w

 have the
p

sycho
lo

g
ical and

 m
aterial sup

p
o

rt o
f the success I have achieved

.

3
8%2
8%2
8%

A
nsw

ers to
 W

hat p
ro

m
p

ted
 

yo
u to

 b
eco

m
e a fractio

nal 
jet o

w
ner in the first p

lace?

Sp
ecial N

eed
s w

ith reg
ard

 to
co

nvenience, flexib
ility o

r cap
acity

P
revio

us E
xp

erience w
ith b

usiness
o

r p
rivate jet o

w
nership

H
ate C

o
m

m
ercial flying

, lo
ng

lines, b
ad

 sched
ules and

 cram
p

ed
q

uarters

E
g

o

So
urce:A

B
O

V
E

A
LL Futures p

ractice; 01/01

F
ra

c
tio

n
a

l J
e

t O
w

n
e

rs
P

u
rc

h
a

se
 R

a
tio

n
a

le

P
o

sitio
ning

 Statem
ent: JetO

ne co
nfirm

s that I am
num

b
er O

N
E

 – b
y d

elivering
 o

n their p
ro

m
ise to

p
ro

vid
e the safety, security, and

 co
m

p
etitive ed

g
e I

need
 to

 co
m

p
ete and

 W
IN

 in to
d

ay’s m
arketp

lace –
all at a reaso

nab
le p

rice. 
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The Integ
rated

 M
arketing

 C
o

m
m

unicatio
ns

C
am

p
aig

n includ
ed

…
 

B
rand

 D
evelo

p
m

ent/C
o

rp
o

rate Id
entity &

 

P
ub

lic R
elatio

ns

C
D

-R
O

M
Sales P

resentatio
n
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C
urrent P

rint A
d

vertising

E
arly P

rint A
d

vertising
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R
ad

io
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rand
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vent
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D
irect M

arketing
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P
hase I C

o
llateral M

aterial

P
hase II C

o
llateral M

aterial
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W
hat d

o
es yo

ur m
arket lo

o
k like since o

ur last cam
p

aig
n?

W
hat are the co

m
p

etito
rs d

o
ing

?

W
hat are custo

m
ers saying

? 

W
here are the next o

p
p

o
rtunities?

R
esults:

A
s o

f 4th Q
uarter 2000, the integ

rated
 co

m
m

unicatio
ns p

ro
g

ram
 w

as
g

enerating
 1 new

 lead
 p

er d
ay. 

The averag
e clo

sing
 rate o

n tho
se lead

s – 1 in 35.

The JetO
ne lead

 sheet attrib
uted

:
• 70%

 o
f the lead

s d
irectly to

 m
ed

ia p
lacem

ent (o
p

tim
um

reach/freq
uency)

• 18%
 o

f the lead
s to

 referrals o
r d

irect m
ail

• 3.5%
 o

f the lead
s to

 p
ub

lic relatio
ns/new

s co
verag

e
• 9.5%

 o
f the lead

s fro
m

 unkno
w

n o
rig

in (co
nsid

ered
 attrib

utab
le to

m
ed

ia and
 P

R
). 

A
b

o
ve A

ll’s uniq
ue, sing

le-so
urce co

m
b

inatio
n o

f integ
rated

 m
arketing

co
m

m
unicatio

ns m
etho

d
o

lo
g

y enab
led

 JetO
ne to

 seam
lessly transitio

n
fro

m
 an ad

ap
tive m

arket strateg
y to

 co
m

m
unicatio

ns d
esig

n and
d

ep
lo

ym
ent. 

A
s w

e co
ntinued

 to
 evo

lve the cam
p

aig
n, w

e asked
 the fo

llo
w

ing
q

uestio
ns:
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Situatio
n:

Sup
p

lySo
lutio

n need
ed

 im
m

ed
iate help

 to
:

• 
B

uild
 their b

rand
• 

Increase sales w
ithin the auto

m
o

tive co
m

m
unity

• 
E

stab
lish a lead

ership
 p

o
sitio

n to
 increase their attractiveness to

 the
eq

uity m
arkets

Sup
p

lySo
lutio

n so
ug

ht senio
r-level exp

ertise that co
uld

 q
uickly d

evelo
p

a sing
ular strateg

y, and
 ap

p
ly it to

 a to
tal co

m
m

unicatio
ns cam

p
aig

n.

Sup
p

lySo
lutio

n turned
 to

 A
B

O
V

E
 A

LL
fo

r o
ur co

m
b

ined
 exp

ertise:
• 

In b
rand

 ad
vertising

 and
 to

tal co
m

m
unicatio

ns d
esig

n and
d

ep
lo

ym
ent...to

 w
in new

 custo
m

ers
• 

In strateg
y co

nsulting
...to

 help
 p

ro
vid

e insig
hts and

 fo
cused

reco
m

m
end

atio
ns

1
4

"A
B

O
V

E
 A

LL help
ed

 us craft o
ur p

o
sitio

ning
 and

 b
rand

 im
ag

e and
p

ro
vid

ed
 the o

p
tim

al co
m

m
unicatio

ns p
lan to

 launch the b
rand

 w
ith

m
axim

um
 im

p
act. W

ith their help
, w

e've g
o

ne fro
m

 fo
ur custo

m
ers

to
 nearly 2000 in 18 m

o
nths."

"W
hen w

e started
 Sup

p
lySo

lutio
n w

e had
 every intentio

n o
f

o
utso

urcing
 o

ur m
arketing

 co
m

m
unicatio

ns need
s - as a m

atter o
f

co
sts and

 p
rio

rities. A
B

O
V

E
 A

LL has served
 as o

ur m
arketing

 p
artner

and
 d

elivered
 o

n their R
O

I p
ro

m
ise." 

C
hris M

o
ritz, C

E
O

, Sup
p

lySo
lutio

n, Inc.
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A
utom

otive 
95%

 
high 

C
om

puter/E
lectronic M

fg 
70-80%

 
high

E
lect eqm

t/A
ppliance/M

fg 
80-90%

 
high

P
harm

aceuticals 
70-80%

 
high

A
erospace 

70-80%
 

high

P
aper M

fg 
40-60%

 
high

P
etroleum

/C
oal P

roducts M
fg 

N
/A

high

F
urniture and R

elated M
fg 

50-75%
 

high

B
everage and Tobacco M

fg 
N

/A
low

P
rim

ary M
etal M

fg 
N

/A
low

W
ood P

roduct M
fg 

N
/A

low

S
ource:P

lant-W
ide 01/01

M
anufacturing Vertical

%
 ERP

Penetration
Com

m
ents

Penetration
Rating

Incidence of Integrated ERP
Installations

T
he m

ost highly penetrated m
anufacturing segm

ent w
ith w

ell over
20,000 installed sites.

Large m
anufacturer penetration rates are sim

ilar to autom
otive,

oversea suppliers and sm
all batch operations tend to drive overall

penetration dow
n.

80%
 of integrated sites are m

ore than tw
o years old.

O
lder installs/high incidence of hom

egrow
n system

s, highly
connected w

ith closest suppliers.

B
ecom

ing m
ore sophisticated, S

A
P

and Tensch have been there,
60%

 tends 
to drop off in low

er m
arkets, 20-40%

 in sm
all m

arkets.

S
pecialized m

arket served by com
panies like A

spen Tech.
C

ontracts and release ro order, bulk shipm
ents.

O
ffice furniture is high penetration.

M
ore logistics, ordering and transportation system

s than true E
R

P
system

s. Ties into W
alM

art’s E
D

I system
.

S
im

ple tools, not com
plex E

R
P

system
s.

Low
 penetration, accept for furniture.

So
lutio

n:
W

e reco
m

m
end

ed
 a B

rand
 P

o
sitio

ning
 strateg

y to
 clearly leverag

e their
uniq

ue selling
 p

ro
p

o
sitio

n. A
n integ

rated
 m

arketing
 co

m
m

unicatio
ns

p
lan d

esig
ned

 to
:

• 
M

ap
 m

arketing
 co

m
m

unicatio
ns into

 sales
• 

A
llo

cate and
 o

p
tim

ize lim
ited

 reso
urces

• 
Fo

cus o
n custo

m
er co

ntact p
o

ints
• 

Sim
p

lify the custo
m

er’s life w
ith creative executio

ns that clearly
co

m
m

unicated
 the im

m
ed

iate b
enefits o

f im
p

lem
enting

 the iSup
p

ly
p

ro
d

uct

A
 co

m
p

rehensive “Fast Track”
m

arket assessm
ent to

 q
uantify and

p
rio

ritize g
ro

w
th o

p
p

o
rtunities o

utsid
e o

f auto
m

o
tive, aud

iences and
co

m
p

etito
rs.

• 
Includ

ed
 the O

p
p

o
rtunity A

ssessm
ent, SW

O
T A

nalysis and
 Strateg

ic
R

eco
m

m
end

atio
ns

• C
o

m
p

leted
 in 6 w

eeks
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The D
eliverab

les:
B

ased
 o

n the strateg
y and

 p
lan, A

b
o

ve A
LL d

ep
lo

yed
 a co

m
p

lete
integ

rated
 m

arketing
 co

m
m

unicatio
ns p

ackag
e w

ith R
O

I m
etrics to

g
aug

e a series o
f sho

rt-term
 (100 d

ay cam
p

aig
n) results.

M
aterials enco

m
p

assed
 the sp

ectrum
 fro

m
 b

rand
 id

entity to
 ad

vertising
and

 m
arketing

 co
llateral.

1
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A
w
a
r
e
n
e
s
s

Favorable 
Opinion

Consideration
Hand 

Raising

Serious 
Lead

2
4
0
 
T
I
/
2
6
6
0
 
T
I
I

S
i
g
n
-
U
p
s

R
e
n
e
w
a
l
/

L
o
y
a
l
t
y

0%            90%

0%            90%

0%            70%

0%            50%

0%            35%

4
.
5
K
/
4
5
K

2
2
5
0
/
2
2
,
5
0
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4
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K
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4
0
K

2
0
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0
/
2
0
,
2
5
0

2
.
8
K
/
2
8
K

1
4
5
0
/
1
4
,
1
7
5

1
.
4
K
/
1
4
K

7
5
0
/
7
0
0
0

0
.
5
K
/
5
.
0
K

2
4
0
/
2
6
6
0

$
X
X
M
M
R
e
v
e
n
u
e

Public Relations
D
i
r
e
c
t
 
R
e
s
p
o
n
s
e

a
n
d
 
B
r
a
n
d

Collateral
Sales Calls
Incentives

C
u
s
t
o
m
e
r
 
C
a
r
e

C
o
m
m

Direct 
Marketing

Electronic 
Media

Public Relations
Local 

Events
Sales Calls

C
u
s
t
o
m
e
r
 
S
a
l
e
s

P
r
o
c
e
s
s

M
e
a
s
u
r
e
s

M
e
d
i
a
 
T
o
o
l
s

P
r
o
s
p
e
c
t

A
u
d
i
e
n
c
e

5
,
0
0
0
/
5
0
,
0
0
0

P
r
o
s
p
e
c
t
i
v
e

TI/TII
Sites

2
5
0
0
/
2
5
,
0
0
0

Current      Objective
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M
aterials enco

m
p

assed
 the sp

ectrum
 fro

m
 b

rand
 id

entity to
 ad

vertising
and

 m
arketing

 co
llateral.

1
7

B
rand

 D
evelo

p
m

ent/C
o

rp
o

rate Id
entity
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1
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P
ub

lic R
elatio

ns
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1
9

O
utd

o
o

r A
d

vertising

A
irp

o
rt Sig

nag
e

P
rint A

d
vertising
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2
0

R
ad

io
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2
1

W
eb

 site

V
id

eo
 Testim

o
nials
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C
o

llateral M
aterials

D
irect M

ail
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Trad
esho

w
 E

xhib
it
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The R
esults:

W
hen Sup

p
lySo

lutio
n co

ntacted
 us in A

ug
ust 2000 they had

:
• 0 Tier I sup

p
liers

• 4 Tier II sup
p

liers as custo
m

ers

To
d

ay, after im
p

lem
enting

 and
 sustaining

 their m
arketing

co
m

m
unicatio

ns p
lan, Sup

p
lySo

lutio
n has:

• 75 Tier I sup
p

liers
• 1,000 Tier II sup

p
liers

• A
 co

-b
rand

 and
 p

ro
d

uct d
evelo

p
m

ent relatio
nship

 w
ith C

o
visint

• A
 ten-fo

ld
 R

O
I o

n m
arketing

 co
m

m
unicatio

ns 

2
4
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Situatio
n:

A
N

X
eB

usiness, a m
anag

ed
 netw

o
rk p

ro
vid

er, turned
 to

 A
B

O
V

E
 A

LL
w

ith a classic e-co
m

m
erce m

arketing
 need

: H
o

w
 to

 co
m

p
ete thro

ug
h

co
m

m
unicatio

ns that ad
d

ress the rig
ht custo

m
er in the rig

ht
m

arketp
lace at the rig

ht tim
e w

ith the m
o

st effective m
essag

e…
and

 to
accurately acco

unt fo
r w

hat m
arketing

 exp
end

itures have acco
m

p
lished

.

Like o
ther start-up

s, A
N

X
eB

usiness had
 these ad

d
itio

nal o
b

jectives: 

• To
 im

p
ress its first aud

ience, the investm
ent co

m
m

unity

• To
 q

uantify the "lifetim
e value" o

f p
o

tential users and
, b

y 
ad

o
p

ting
 the m

o
st effective m

arketing
 p

ro
g

ram
, to

 d
erive 

the full value o
f tho

se users.

• To
 anticip

ate the co
m

p
etitio

n

2
5

"The ab
ility o

f A
B

O
V

E
 A

LL to
 d

eliver b
reakthro

ug
h creative id

eas
and

 execute p
ro

g
ram

s q
uickly w

as instrum
ental in g

etting
 the

A
N

X
eB

usiness m
essag

e d
issem

inated
 to

 key aud
iences and

help
ed

 d
rive b

rand
 aw

areness and
 m

arket g
ro

w
th." 

Jim
 M

ichels, V
ice P

resid
ent, M

arketing
, 

A
N

X
eB

usiness 
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So
lutio

ns:
B

ased
 o

n the m
arketing

 strateg
y and

 p
lan, A

B
O

V
E

 A
LL has m

anag
ed

 a
co

m
p

lete integ
rated

 m
arketing

 co
m

m
unicatio

ns p
ro

g
ram

 that includ
es:

2
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R
ad

io
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O
utd

o
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r
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P
rint
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3
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P
rint (P

hase 2
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R
esults:

••••

A
N

X
eB

usiness trad
ing

 p
artner co

m
m

unity has m
o

re than trip
led

 to
 1400 since

w
e b

eg
an w

o
rking

 to
g

ether. The co
m

m
unity rep

resents m
o

re than $1 trillio
n

in to
tal sales. It includ

es Fo
rtune 500 co

m
p

anies such as G
M

, IB
M

 and
 3M

.

A
N

X
eB

usiness is b
eg

inning
 to

 b
ring

 in no
n-auto

m
o

tive custo
m

ers, includ
ing

health care and
 finance ind

ustries asso
ciated

 w
ith auto

m
o

tive.

A
N

X
eB

usiness is p
enetrating

 the P
acific R

im
.

A
N

X
eB

usiness is no
w

 o
ne o

f the to
p

 eig
ht p

ro
vid

ers o
f m

anag
ed

 hig
h-

p
erfo

rm
ance, secure netw

o
rk services and

 so
lutio

ns.

3
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C
lo

sin
g

W
e H

o
p

e W
e’ve D

em
o

nstrated
 That…

•
W

e kno
w

 o
ur b

usiness

•
W

e und
erstand

 techno
lo

g
y and

 p
rem

ium
 b

rand
 m

arketing

• 
W

E
 W

A
N

T Y
O

U
R

 B
U

SIN
E

SS!

3
2


