MarketSoft Corporation (B’')

“We want to own every dollar that VPs of marketing spend on Software!”

Greg Erman – Founder, President & CEO

Progress

Since presenting at the March 1999 PC Forum, MarketSoft has grown precipitously.  The company has expanded from 12 to 100 employees. The company has filled in all the key positions and put together a management team with a proven record (see exhibit 1 for some key MarketSoft’s managers). MarketSoft successfully closed a round of financing in the last quarter of 2000. MarketSoft raised $45 millions in a very tight market with a very attractive post-money valuation. The financing round terms were extremely favorable to MarketSoft considering the tough market conditions at the end of 2000. According to MarketSoft plan, the cash raised is enough to take the company to profitability.

The company has also enjoyed tremendous client traction.  Among its clients are industry leaders such as IBM, Cisco, Covad, American Express, Fidelity, and many more.  The company received numerous industry awards, including Top Private Company and Top Ten Overall in Upside’s “Top 150 eBusiness Solution Providers,” Demo 2000’s “Company to Watch,” and Peppers and Rogers’ “Accelerating 1-to-1 Innovator” and Computerworld’s “Top company in 2001”. Moreover, The press and Wall Street analysts have covered considerably MarketSoft
. 

MarketSoft has pioneered the e-marketing category through lead management and offer delivery. EMarketing is moving quickly as both start-up and established firms jockey for competitive position. MarketSoft chose Lead Management as the key (initial) area to focus on.  But eLeads™ has always been seen as MarketSoft’s first stake in the ground – the first of many. MarketSoft has accomplished the development of two new products: eOffers and eLocator, applying the same process as it did in eLeads. MarketSoft talked extensively with customers, getting a deep understanding of customer’s “pain”. With the knowledge of customer needs, MarketSoft team developed the technology to satisfy “the pain”. MarketSoft approaches customers often for their input and as a result of that now MarketSoft is developing eMeasure to please customer requirements of tracking and measuring efficiency of the marketing efforts. 
MarketSoft’s has also positioned itself as an application services provider (ASP) in addition to a software solution provider
.  Accordingly, MarketSoft’s pricing model moved to a hybrid model based on perpetual licensing and alternatively, web hosted subscription services. MarketSoft is now experiencing dramatically reduced sales cycles as buyers no longer have to make the huge upfront capital/licensing investments the prior model mandated and can commit to the hosted model much more quickly.

MarketSoft has improved notably its sale capabilities. First, sale reps have increased from 5 to 14 on accounts: global account manager for large size clients (sales higher than $1 billion) and Territory account managers for medium size clients. Second and most important, the sale pitch is working (i.e. the effectiveness of the sale force has increased). MarketSoft understands and articulates better the value proposition. MarketSoft has also improved and streamlined the sale process. As a consequence, the number of customers has increased to 25.


MarketSoft product suite

MarketSoft’s raison d’être stems in large part from the impact the technology in general and the Internet. 

Lead Management, though, is but one of many possible products.

In defining the product suite the underlying dynamics of eMarketing that underlie eLeads should be considered.  Four basic trends of the recent past have given form to eMarketing:

1. Need for differentiation: The market place in general is more fast-paced and fiercely competitive.  This competition has caused an increased need for differentiation.  Marketing helps companies achieve this differentiation 

2. Need for marketing ROI measurement: As all other parts of the firm have implemented systems to enhance productivity and measure ROI, the marketing VPs are finally waking up to the need for ROI measurement in their realm.

3. The Internet as a lead management problem creator: Previously, ad hoc lead management was fairly manageable, albeit disjointed.  But the proliferation of the Internet has made lead generation so easy as to increase the number a given firm receives exponentially (web/email inquiries). (Toyota, for example, generates 1.5M leads/month on its web site alone.)  Homegrown systems cannot scale to coordinate this type of volume growth.  EMarketing tools can.

4. The Internet as a problem solver:  The Internet lends itself ideally to lead management, because of the fundamentally distributed nature of leads generation and need.  The traditional client/server architecture is not built with this wide dispersion in mind.

eMarketing is viewed by MarketSoft as consisting of three basic marketing events/ROI categories (with their  primary competitors):

· Create Demand: Campaign management (Exchange, Prime)

· Fulfill Demand: Internet direct marketing (Annuncio, MarketFirst, Rubric). Lead Management (service bureaus, Siebel (latter stage), ERP (back-office)). Sales Force Automation (Siebel). Channel Partner strategy (Siebel)

· Measure: Business intelligence (DataSage, E.piphany)

 Marketsoft through alliances and product development aims to take a stake in each category. Marketsoft faces different competition in each segment and the company is also developing products to complete a marketing suite (one proposal is in figure 1 below). Marketsoft develops each product using a similar architecture to facilitate the integration.
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Figure 1: eMarketing suite proposal
This initial diagram proposes five products: eLeads, eLocator, eOffers, eCampaign,and eMeasure as part of the suite (see exhibit 2 for competitors description). Three products now exist and one alliance is in place with PrimeResponse’s ecampaign.

eLeads™

eLeads manages leads across the extended enterprise and results in increased revenue from marketing's leads. Some of eLeads benefits include the ability to:

· Coordinate leads across all channels; 

· Deliver leads to the right person at the right time; 

· Improve lead quality; and, 

· Ensure that leads get acted upon via carrots and sticks. 

eOffers™

eOffers™ is MarketSoft’s Internet Direct Marketing category. The package itself is a commercial application, which allows marketers to target specific customer groups in automated fashion in their online marketing strategies.  eOffers™ consumes the “data dump” coming from click stream analytical tools (e.g., Net Perceptions) and customer call center dialogue.  The program analyzes this customer data and is then able to develop/link optimized offers to the right customer at the right time in real time (based on individual profiles).  . Some of eOffers' benefits include the ability to: 

· Coordinate messages across all channels to speak with one voice; 

· Enable cooperative marketing with business partners; 

· Trigger more relevant offers; 

· Build customer relationships via next-generation permission marketing; and, 

· Escalate customer value through lights-out marketing.

eLocator™
eLocator is a web-based solution that connects prospects to the optimal partner. eLocator makes it easy for your customers, partners, call center staff, and sales force to quickly find appropriate, trusted, business partners. It does so while providing them with a resource to identify and locate the right organization from which to buy their products and services. By fulfilling demand in real-time, businesses are finding increased customer acquisition and retention rates, and shorter sales cycles. eLocator's benefits include the ability to:

· Find optimal partner by searching for proximity, business attributes, and customer feedback;

· Create new revenue opportunities by triggering relevant partner offers; and,

· Ensure immediate follow-up by generating qualified leads; and,

· Eliminate dependency on external vendors.

eCampaign™
eCampaign provides users the functionality for operational planning and campaign execution. This function allows for comprehensive automated scheduling, rescheduling, execution and monitoring of all tasks associated with marketing campaigns. Users can define campaign targets and parameters, campaign components such as Internet or e-mail, more efficiently than with traditional software solutions, using a variety of embedded tools and prompts. Users can build winning campaigns by matching relevant offers with the right channels and customer segments. The intuitive graphical user interface lets you quickly assemble a full range of campaigns-everything from one-time offers to fully integrated, event-driven marketing campaigns that span months. Put it all into motion with a click of the mouse

COMPETITIVE Positioning for the Future

Having established firm depth in terms of expertise in one process category (Lead Management), and built two other process categories .The goal is to develop similar depth there, thus broadening its product range.  Figure 1 depicts graphically the positioning strategy MarketSoft is pursuing.
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Figure 2: Product Mix & Corporate Positioning

The broad product range will allow MarketSoft to cross-sell products and provide a complete marketing solution to customers.  However, other numerous competitors are also aiming to produce a suite.  Most notably Siebel (the giant market leader) has been expanding its offerings beyond sales automation.  Other smaller players in the figure 1 are also potential suite competitors.  Software giants such as Oracle are also looking at the space. There is a need for a defensible competitive strategy that assures leadership in the newly integrated category. The challenge is to build a product suite that will develop a dominant position against current and potential competitors. 

MarketSoft can target B2B or B2C segments, but they view their focus primarily on the B2B customers. MarketSoft is building strong relationships with big corporations and a challenge for the future is to use those relationships to increase the product range and penetration within the corporation. Bill Price gave a clear example: “One of our most important customers is Fidelity investments. We implemented eLeadsTm in Fidelity retail organization. The performance and return on investment help us to extend the product to the institutional and retirement organization. Now we must sell them other products.”

MarketSoft has adopted a direct model so far to focus resources on product development and positioning. When the product is ready, MarketSoft plans to develop an indirect model, allowing OEM and integrators to sale MarketSoft’s products. As Bill Price, MarketSoft’s CFO, expressed it: “We have not developed an indirect channel nor OEM relationships yet. We focus on building the right and scalable products. We will build later indirect channel.” Building the new channel promises a boost in MarketSoft’s reach and awareness. 

MarketSoft wants – has to become a global company. Though, it will not be a requirement for the IPO, a plan of geographical expansion would be helpful, almost required for the IPO filling. MarketSoft at some point of time must build an international company. To achieve a successful global expansion, MarketSoft products must be truly scalable and the value proposition complete and sound. 

MarketSoft also wants to increase the broadness of platforms in which the products works. Some customers require the product to work in other platforms (UNIX, Db2) and MarketSoft does not support those platforms yet. Having a scalable product is crucial to increase sales and reach of the products. MarketSoft is currently working on and assigning considerable resources to adapt the product for new platforms.

MarketSoft's current eLeadsTm product allows decisions to be distributed across the firm and partners in the channel.  Agents can implement the programs and rules locally and the end user does not have to depend on IT personnel to implement the system and gain the benefits.  Many competitors including Siebel have complex centralized systems that often require system programmer intervention to implement rules and generate reports. Using this feature, Marketsoft could direct the sales pitch towards marketing buyers or IT professionals or both. Other competitive dimensions could include: pricing, level of service, ease of use, customization capability, analytic power, data provision, vertical markets, integration with current systems, multi-channel communication support, product development, scalability, channel relationships, Brand equity, and continued innovation

IPO

MarketSoft is preparing the strategic move of an IPO. Although the IPO window is currently closed, MarketSoft wants to be ready with a GO profile when the market again accepts IPOs. If the firm can broadened its product line, develop a preeminent competitive positioning, and create marketing awareness the company could be poised for a public offering. MarketSoft would like to  have an IPO profile by the end of year 2001. For the IPO MarketSoft must achieve $4-5 million in sales for the trailing quarter(last quarter before IPO date) and profitability close to the IPO.

MarketSoft focus is in obtaining the revenue growth. MarketSoft faces difficult challenges for hitting the numbers. Bill Price explained it: “To hit the $4-5 million per quarter, we must execute our sales. We have to build the pipeline and generate leads for the sale force to work on. Our sales force efficiency is increasing. We have the sale pitch clear but we must provide leads to the sale reps. We also need to create brand awareness and presence in the market. Marketsot is an unknown name for lot of corporations.”

The IPO target brings the urge for MarketSoft to decide and work on other issues as well. First, the channel strategy MarketSoft should pursue till IPO. When it’s the right to build the indirect channel. Second, MarketSoft should plan the global expansion before IPO. Third, MarketSoft should broaden the technology reach of the suite to work on different technologies. Fourth, MarketSoft should complete the development of it suite and offer a broad emarketing solution.

Study questions

Develop a "Change the World Marketing Plan" for MarketSoft to achieve profitability before the end of 2001.  Many aspects are involved in such a plan, but we shall concentrate on two elements of the plan -- product suite (product strategy) and competitive strategy.

1. Evaluate MarketSoft's current plans for a product suite.  What are the strengths and weaknesses of the proposal in figure 1?  What new products would you target for next development priority?  Would you build a Sales Force Automation product or would you broaden the products in areas where you have strength? How would you build the analytic skills of measurement?  Is the alliance with Prime Response all the product suite capability you need in campaign management?

2. What competitors are you most concerned about? What competitive positioning would you recommend? On which positioning dimensions would you excel? 

3. What should MarketSoft do if the IPO window does not open at the end of 2001? What steps should Marketsoft take to achieve profitability?

Exhibit 1

Greg Erman, President & CEO

Greg Erman is currently President & CEO of MarketSoft Corporation.  He built this leading eMarketing software company to help businesses market on the Internet.  Previously, Greg was President & CEO of Waypoint Software Corporation, which developed eCommerce applications for business-to-business product catalogs on the Internet.  Greg founded the company, recruited a management team, raised institutional venture capital, and sold the firm to Open Market, Inc., a publicly traded leader in Internet commerce, in 1997.  His investors earned a 426% return in only four months.

Prior to founding Waypoint, Greg served as Vice President of Sales and Marketing for an electronic messaging software company and spent eight years at Digital Equipment Corporation in national account sales and product management.

Greg holds BSEE and Marketing MBA degrees with high honors from Rutgers University and serves on the boards of MIT’s Technology Capital Network, eCopy Inc., and the 100x.com venture Capital Fund.


Mike Kozub, Vice President & Chief Marketing Officer

Mike comes to MarketSoft with over 15 years of Corporate Strategy, Marketing, and Executive Management experience.  Most recently,  Mike was EVP Marketing, Sales  & Corporate Development at RealAge.com, a leading permission-based Internet marketing company.  At RealAge Mike helped to launch the company’s strategy of developing deep and meaningful relationships with its growing list of over 1.5 million members to drive its targeted e-mail marketing revenue model.   Prior to RealAge, Mike was President & CEO of a mid-size consumer marketer.  Previously, Mike spent four years in a variety of Marketing Executive positions at Reebok International culminating as divisional VP/GM.   Prior to Reebok, Mike spent two and a half years in Leveraged Buyout/Venture Capital at Morningside Group.  

Mike holds an MBA from Harvard, a joint BS degree in engineering and economics from Union College, and was a member of General Electric’s Financial Management Training Program prior to attending HBS.
 

Exhibit 2

This exhibit describes some of Marketsoft’s competitors and their products 
.

Siebel (www.siebel.com)

Siebel is a public company that provides customer relationship software. Siebel software automates the sales and customer service operations of large corporations. Its flagship Siebel 2000 eBusiness Applications suite offers client information and decision support to call centers, direct sales teams, resellers, retailers, and Web-based sales forces. International revenues accounted for 31%, 30% and 27% of license revenues in 1999, 1998 and 1997, respectively.


Financials

Mark Cap: $28.7B
Cash: $1.17B
Sales: $1.47B
Ebitda: $314.1M
Products

Siebel Systems, Inc. is a provider of eBusiness applications. Siebel eBusiness Applications enable organizations to sell to, market to, and service their customers across multiple channels, including the Web, call centers, resellers, retail, and dealer networks. 

Siebel Sales is designed to allow teams of sales and marketing professionals to manage sales information throughout the entire sales cycle. This core application includes the Opportunity Management, Account Management, Contact Management, Activity Tracking, Message Broadcasting, Siebel Search, Quotas and Incentives modules

Siebel Service enables teams of customer service, sales and marketing professionals to help ensure complete customer satisfaction by using closed-loop, service request management capabilities


Siebel Field Service provides field engineers with service functionality for entitlement/contracts management, integration with other customer facing departments, dispatch and scheduling, parts management and repair center operations.

 Siebel Call Center provides blended sales and service functionality that enables call center agents to provide both sales and customer service assistance. 


 Siebel Marketing is designed to allow marketing professionals, sales and service managers and business analysts to monitor overall company performance and the effectiveness of company programs and activities. It is designed to include a broad range of pre-built analyses about customers, sales pipeline, customer service, competitors, campaigns and products, allowing managers and analysts to drill down into key operational details.

Siebel eMarketing enables enterprises to create, execute and assess Web-based marketing campaigns. With Siebel eMarketing, enterprises segment their customers and prospects; target them with a personalized, automatically generated Web- or email-based promotions; and create graphical reports to assess the effectiveness and return-on-investment of the campaign. Through Web- and email-based service automation, Siebel eService and Siebel eMail Response products allow organizations to manage the entire service process and to provide world-class customer service and support via the Internet.


Siebel eChannel allows organizations to turn their partners, distributors, resellers, and dealers into a virtual sales and service network. By using Siebel eChannel, organizations can be linked to their business partners over the Internet, allowing business partners to better communicate with the parent organization, sell more, and increase customer satisfaction. Siebel eBriefings allows organizations to provide customized Web-based personalized briefings to sales professionals, partners and resellers over the Web.



E.Piphany (www.epiphany.com)

The Company, formerly Epiphany Marketing Software, Inc., was incorporated in November 1996. On January 4, 2000, the Company acquired RightPoint Software, Inc. in a merger transaction. On March 15, 2000, the Company entered into a definitive agreement to acquire Octane Software, Inc. To date, the Company has marketed its products primarily through its direct sales force. However, the Company intends to expand its sales channels through additional relationships with systems integrators and value-added resellers. Nearly half of E.piphany's sales come from consulting and related services.


Financials

Mark Cap: $2.36B
Cash: $413.1M
Sales: $86.8M
Ebitda: -$86.2M
Products

E.piphany's E.4 analytical software gives clients an insight into their customers' habits, enabling them to personalize transactions, products, and services in e-commerce and traditional sales channels. E.4 includes tools for reporting and analysis, database marketing, and sales forecasting. The Company's software solutions can be deployed simultaneously or in incremental steps as its customers address new business problems. The E.piphany E.4 System software solutions are grouped into three product families: Reporting & Analysis, Distributed Database Marketing, and E-Commerce.

 The Reporting & Analysis software solutions allow any business user with a Web browser to easily analyze customer, supplier and operational data from across the enterprise and the Internet. The analytical capabilities of the Company's software solutions range from aggregating data from disparate software systems to the application of complex statistical formulas to that data, known as data mining. Once the Company's software solutions have analyzed the data, they present the resulting information in an easy-to-use format, such as graphs and tables.


The Distributed Database Marketing software solutions allow employees in a company's marketing department to collaborate on planning and designing marketing campaigns that target each customer based on his or her specific characteristics and preferences. Once a campaign is designed, the Company's software solutions can execute the campaign through direct mail, personalized e-mail, customized Web pages and other points of customer interaction. When campaigns are executed, the Company's Distributed Database Marketing software solutions analyze response data to refine and tune campaigns. 


The E-Commerce software solutions help companies analyze customer behavior on Internet commerce Web sites and personalize those sites by integrating customer preference data into the software that generates Web pages. As a result, each time a customer accesses the company's Web site, the customer will see and interact with a Web site personalized for his or her preferences. These software solutions also enable companies to design and execute Internet commerce marketing campaigns through e-mail and other points of e-commerce customer interaction, as well as personalize products, services and related transactions based on customer preference information. 

Exchange applications (www.xchange.com)

Exchange Applications, Inc., doing-business-as Xchange, Inc., helps optimize interactive relationships between companies and their customers.. The company sells its software directly and through agreements with IBM, Compaq, and MicroStrategy, among others. Consulting and maintenance services account for nearly 40% of sales. 
Financials

Mark Cap: $44.3M
Cash: $7.93M
Sales: $60.7M
Ebitda: -$7.82M
Products

Xchange Dialogue is the umbrella name for the Company's line of online and offline products for customer-communications management. Specifically, Xchange Dialogue helps business: identify high-profit customers, and allocate investments commensurate with value; facilitate customer acquisition and retention; identify multi-channel, up-sell, and cross-sell opportunities; improve the timeliness, pertinence, and impact of direct customer and prospect communications.

Xchange Optimizer, currently under development, will provide extensive, customer-analytic reporting to help marketers and others evaluate and understand customer behavior. Xchange Optimizer will examine product, channel, demographic, behavioral, promotional, and related data to uncover broad trends on customer behavior and show how customer and prospect segments are likely to behave over time. Xchange Optimizer will determine, for instance, whether an email product promotion compelled the targeted customer to buy the item, or whether a certain direct-mail campaign resulted in a jump in sales. 

Xchange Optimizer Added Value, currently under development, will enable companies to capture anonymous profile information from Web site visitors. Optimizer will then use this information to study individual behavior and help personalize content for visitors who subsequently return to the site. With Xchange Optimizer Added Value, companies will be able to convert prospects to customers by generating offers based on learned needs and interests rather than speculation; segment customers and prospects into logical clusters for more effective up-sell and cross-sell opportunities; and personalize visitors' online experience by serving up targeted Web offers. 

Xchange Real Time enables rapid, two-way dialogue between companies and their customers, and serves as a bridge for cross-channel, enterprise integration. Xchange Real Time can help by synchronizing customer communications in real time for superior service and stronger customer relationships. Xchange Real Time gives companies a complete view of customer interactions across multiple channels, from their Web sites to call centers. Marketers can leverage this data to conduct interactive dialogues with customers and prospects, and make better-informed marketing decisions. By synchronizing historical knowledge with customer interaction data, Xchange Real Time dynamically determines the optimal next course of action. It can, for instance, alert a call center representative that the incoming call is from a high-value customer who expressed interest in a specific product at the Web site that same day, and takes the recommended next step. 


Responsys (www.responsys.com) 

Responsys is a private company in the eCRM space. Responsys.com provides the premier platform for online direct marketing, giving businesses the speed, control and flexibility to quickly realize the lifetime value of their customers - at a fraction of the cost of traditional marketing techniques.
Products

The Responsys Platform is driving the shift to online direct marketing by empowering marketers to create and deploy targeted, online marketing campaigns that result in higher response rates, long-term customer loyalty, and increased sales revenue and ROI. Embedded capabilities include the core building blocks for privacy and permission, campaign management and interchange, multi-level user access, business rules processing and reporting. 

Responsys Interact™ is a comprehensive solution for permission marketing on the Internet, that allows marketers to quickly create, launch and manage a wide range of personalized, permission-based campaigns. Responsys Interact™ enables marketers to send personalized and individually targeted messages to customers based on their interests, to promote immediate customer action with a unique "one click" response function, and to build an ongoing relationship with customers using business rules that learn from each customer interaction. 

Responsys Jumpstart's™ simple template-based system provides the fastest, easiest and most affordable way to send targeted communications on the Internet or to quickly get started in permission email marketing. From building a sign-up form for your website to sending personalized e-mail promotions to creating e-mail newsletters tailored for each recipient, Responsys Jumpstart™ will help marketers realize the immediate benefits of interacting with their customers online. 

Broadbase

Broadbase Software Inc. develops and markets software that integrates and analyzes customer information from Internet and traditional business channels, enabling businesses to improve their customer acquisition, retention and profitability. In December 2000, the Company acquired Decisionism, a provider of analytic solutions for business-to-business digital marketplaces and Servicesoft, Inc., a provider of intelligent e-service solutions.

Financials

Mark Cap: $479.4M

Cash: $210.2M
Sales: $35.2M
Ebitda: -$57.3M
Products

The Company's software consists of a suite of applications that are built on Foundation, its software platform that provides comprehensive analytic capabilities.  Broadbase's applications provide analysis of a wide range of customer trends and patterns. The analytic capabilities of each application are based on the business logic that is used by a specific business function, such as e-commerce, customer support, sales and marketing

Customer Service application analyzes service costs. To analyze service costs, this application accesses data from an organization's customer support systems, including such case history data as the customer's name, the support representatives that handled the case, the date and time the case was opened and closed and, if available, entries of time spent on the case. In addition, the application extracts data about the relevant support representatives' compensation history from the organization's human resources system.


The Sales application extracts lead source and company profile information from the organization's marketing automation system. In addition, it extracts data such as lead qualification and closure rates, historical transaction size information and current sales goals from the organization's sales force automation system. The application then uses this data to project the number of leads expected to be required to meet the sales goal.

The E-Commerce application analyzes a number of types of data about website content, user activity and online purchasing behavior. For example, it uses information from a company's Internet infrastructure systems to identify the registered visitors to the website who look at a specific piece of content over a specific period. It then obtains data about product sales on a customer-to-customer basis from the transaction database in the company's e-commerce system.


The E-Personalize application aggregates a range of website data, including website usage patterns from web logs, user interest data gathered from on-line surveys, and demographic data from the user registration database or the third party demographic databases used by the customer. The Company is developing analytic capabilities for this application that would then estimate the likelihood that a website visitor would purchase specific products, by aggregating historical usage patterns for groups of users and calculating the percentage of times a product is purchased by each customer group.


Vicinity (www.vicinity.com) 

Vicinity Corporation, formed in 1995, is a provider of marketing infrastructure services for companies on the Internet and on wireless platforms. Its clicks-and-mortar solution, available in 18 countries and in 10 languages, enables its customers to direct consumers searching for a specific product or service to the nearest brick-and-mortar store that carries that product or service.


Financials

Mark Cap: $84.3M

Cash: $109.2M
Sales: $18.1M
Ebitda: -$20.9M

Products

Business Finder uses the Company's proprietary proximity spatial search technology to allow a client's customers to find the store location nearest to an address input by the customer using the Internet, landline telephones, wireless telephones and other wireless devices. Because Business Finder is able to search hundreds of attributes, it can also be used to locate a specific product stocked at a retailer. There are currently four search categories employed by Vicinity Business Finder: proximity, attribute, keyword and custom. 


Web Business Finder is a private-label service incorporated into its clients' Web sites. Using Web Business Finder, its clients' customers can quickly and easily obtain a listing of its clients' nearest store locations with the distance to each location provided. Web Business Finder can be customized to provide information about each location, such as its address, telephone number and hours of operation. 


Telephone Business Finder gives potential customers telephone access to the same database the Company maintains for each of its clients' Web Business Finder service. Telephone Business Finder provides street addresses automatically and is able to connect a caller directly to a store or to the client's customer service representatives. The service uses an interactive voice response system to provide automated interaction with callers. Caller identification can be used to instantly recognize the location of a caller and direct him to the nearest store locations or the service can be set to allow callers to search for stores in their locality or another area simply by entering in a zip code or telephone area code. 


Through its partnership with GTE Telecommunications Services, Inc., the Company is developing Wireless Business Finder to identify the area in which a wireless device user is located. Once operational, the caller will be automatically directed to the client location closest to his current position and, if desired, connected to that store or transferred to a customer service representative. 


MarketFirst (www.marketfirst.com) 

MarketFirst Software is a private company that wants to help companies be in the Web marketing top spot. MarketFirst also offers professional services including marketing consulting, training, and support. VC firm Sprout Group owns 25% of MarketFirst.

Financials

1999 Sales: $1.3M
Products

eCommerce Trading Partner Development and Management delivers an entire trading partner marketing campaign including the program outline, process workflow and execution, sample creative content, profile data, and standard management reports. With MarketFirst, you can execute an entire eTPDM program from start to finish and begin to manage your most important e-commerce relationships.
 

eDirect Marketing (eDM) delivers an entire direct marketing program including workflow, sample content, execution, and standard direct marketing reports. Shopping on the web is no longer a novelty and on-line customers are poised to start their holiday shopping. 

Lead Qualification and distribution automates the process of qualifying and distributing leads through a sales channel. It helps marketers ensure the success of marketing programs and receive feedback from the sales channel. Instead of distributing leads in a non-targeted fashion to the entire channel, the application continues the interaction with the prospect, ensuring that they are qualified before leads are even distributed. Leads can be distributed directly to the sales channel or through other applications, such as sales force automation. It tracks where leads are distributed and allows the sales channel to accept or decline leads. When the lead status is returned to MarketFirst, the Blueprint captures the information, enabling follow up and closure of leads.
 

Partner/Channel Management delivers an entire channel management program including the application and approval process, self-serve account maintenance, ongoing channel communications, and channel reports.

Seminar Management
Through the Seminar Management, marketing professionals can design and plan seminars, target the audience, promote the event, register and confirm attendees, process the billing and manage logistics, and evaluate the success of the seminars. After the event, marketers can conduct surveys and analyze the event through customizable reports that measure results against expectations. In conjunction with 

The Channel Lead Management is designed to streamline the acquisition of leads and effectively distribute them to your channel, leveraging the Internet to give you the necessary tools for developing and launching lead generation programs that support channel sales efforts. It provides a foundation for quickly creating customized eMarketing solutions designed to capture, process and distribute leads to the channel. 

The Web Seminar Management allows to automate and streamline the entire process of managing and following up on relationship-building web seminars. The Web Seminars enables you to target, invite, and register your most promising prospects for scheduled web seminars, then follow up afterwards through surveys and e-mails that continue your interactive dialog with them - all automatically. 

The Online Media Response is designed to turn clickthroughs into qualified leads. Allowing companies to engage every clickthrough in a personalized dialog, this powerful application customizes each visitor's experience at your web site while it gathers and aggregates specific, relevant information about each one. 

Annuncio (www.annuncio.com) 

Annnuncio is a private company that helps Internet marketers to create and track online marketing efforts through customized advertising, surveys, and newsletters. About half of the company's sales are from related services. Customers include Internet portals and financial service providers. Norwest Venture Partners will own 21% of the company following the planned IPO. Advanced Technology Ventures will own a 17% stake. 

Financials

1999 Sales: $1.7M 

Products

Annuncio Live helps to automate a series of personalized interactions with customers. Reach out to them through email, web links, banner ads and direct mail. Provide personalized landing pages. Create web forms or surveys to learn more about them. And continue the dialog with targeted follow-up offers and ever more relevant sequences of Web or email interactions. Annuncio Live for BtoB provides additional capabilities for businesses that market to other businesses.

With Annuncio Bright, marketers can personalize the products, services and content presented on the website. Leveraging the existing web site or web store, Annuncio Bright lets to easily tailor the content and offers presented to each visitor. Merchandise products and services to increase sales. Develop rules that dynamically change offers for each customer. Personalize content based on a visitor's profile or clickstream behavior. Keep them coming back and watch your revenue grow. 

Annuncio ToGo gets e-marketers up and running quickly with Annuncio Live. Along with full hosting and systems management, Annuncio ToGo delivers value-added marketing services — from campaign design and production to database analysis, marketing process analysis and improvement. Everything you need to be successful.

Digital Impact (www.digitalimpact.com) 

Digital Impact, Inc. offers Internet direct marketing services, or eMarketing services, to businesses that wish to communicate more effectively with their customers online through digital messages. Digital Impact, Inc. was incorporated in California in October 1997 and reincorporated in Delaware in October 1999.

Financials

Mark Cap: $53.8M

Cash: $51.9M
Sales: $27.6M
Ebitda: -$33.7M

Products

Forward to a Friend allows the Company's clients to track and analyze emails they have sent to their customers who then forward these emails to their friends or colleagues. Email Exchange is a cooperative marketing network that allows clients to acquire new customers.

eMarketing Campaign Management assigns each client a client services manager, an eMarketing specialist who applies the Company's extensive domain expertise and methodologies to manage that client's email campaigns. 

Targeting and One-to-One Personalization creates targeted email messages for each customer based on its clients' eMarketing objectives. It matches a particular email offer to the appropriate group of recipients based on a pre-defined set of marketing parameters determined by its clients. The Company also dynamically assembles unique emails using sophisticated algorithms and statistical models to predict the content most relevant to each recipient. 


Media Optimization uses media sensor technology to determine the optimal graphical format for each recipient's media channel or email software environment. This technology enables the Company to deliver email at the highest level of graphics and interaction currently available to the recipient.

Campaign Tracking and Reporting monitors and reports the performance of its clients' email campaigns. The data is collected at the individual customer level and includes the number and percentage of emails delivered, emails rejected, emails opened, click throughs per campaign, per recipient and per specific offer, and email replies from customers.



MicroStrategy (www.microstrategy.com) 

MicroStrategy Inc. is a leading worldwide provider of business intelligence software and related services.

MicroStrategy's technology platform enables departments and enterprises to easily deploy web-based reporting and analysis solutions that can answer a vast array of business questions and grow.


Financials

Mark Cap: $767.4M

Cash: $41.1M

Sales: $212.0M
Ebitda: -$137.7M

Products

The Company offers a comprehensive suite of intelligent e-business software, known as MicroStrategy 6, that is designed to enable businesses to turn information into strategic insight, transform customer interactions into relationships and make more effective business decisions. 

MicroStrategy Intelligence Server is the foundation for all of the Company's intelligent e-business products. MicroStrategy Intelligence Server performs sophisticated analysis on information captured from multiple data sources. MicroStrategy Web provides easy-to-use, interactive, sophisticated analysis that extends the information access and analysis capabilities of MicroStrategy Intelligence Server to any user with a Web browser. 

MicroStrategy Broadcaster is a powerful content generation and information broadcast server designed to actively deliver personalized information to millions of recipients via the Internet, e-mail, telephone and wireless devices. MicroStrategy Broadcaster delivers targeted information to individuals on an event-triggered or scheduled basis through the consumer communication device that is most convenient. 

MicroStrategy InfoCenter is a Web-based interface that can be used with existing Web applications to provide targeted product offerings over many devices. 


MicroStrategy Telecaster is an intelligent voice broadcast server that enables organizations to deliver fully personalized information services to employees, partners, suppliers or customers over any telephone or voice mail system. MicroStrategy Telecaster is designed to enable voice-based interaction via two-way electronic devices. MicroStrategy Telecaster can process user input to communicate in real-time with any external database, transaction or e-commerce system and call centers and telephone applications. 
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' This case is written as follow-on to MarketSoft (A) (HBS – 9-800-069).  It covers till the fourth quarter of 2000.  The case discusses background developments in the eMarketing realm and outlines some of the challenges MarketSoft will face in 2001.





� Wall street Journal had an extensive one page cover on MarketSoft (12/6/2000). The New York Times, Investors Business Daily, and Forbes also covered MarketSoft in a very positive light.


� Most of Marketsoft’s competitors have also implemented an ASP model


� The information was extracted from companies websites, MarketGuide.com, Hoovers and Yahoo Finance.


� All financials as of January 4, 2001





15.823 Internet Marketing (Spring 2000)

MarketSoft Corporation (B)
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