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Introduction
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e ,DuPont is a science company, delivering science-
based solutions that make a difference in people's
lives. [...]"
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Introduction

Dupont Canada |

* Diversified industrial company

* Divisional organisational structure, based on product
lines; matrix organisation

* Dupont Canada manufactures and sells raw

materials
- Inter alia used to produce brand name home renovation and
home decorating products.
- Including fabrics, carpets, countertops and paints

http://www.andidas.com/



Introduction

I

* Living.dupont.ca was launched in 2000 as a
marketing tool

* Site offers decorating ideas and product information
through a Virtual Home; Infomediary

* In order to:
- develop relationship with consumers
 Virtual community of ,people with common interests and
needs in home decorating*
- mine information on consumer needs & purchasing patterns
- Increase traffic at retailer level, pull-through advertising,
cross-business brand leveraging, brand preference

* Site has been in operation for 12 months

http://www.andidas.com/
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Welcome to DuPont Living
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theExercise Room

A Room That Works, We turned this small, square-shaped
space into a dual-purpese sludy-cum-exercise room. Rather
than cpling for a white, sterile colour scheme, we chose o

give this space a warm, inviling leeling by incorporaling

rich, parchment-ooloured walls and a light, buttersooteh
texiurod DuPonl STAINMABTER® carpet. Hits of colour -

bue, brawn and vory = are lound in acoessories and small
scale lurnishings. An ideal room in which 1o enjoy either
g good book or an exhilarating workoul outlilted in workoul
clothing miado with DuPont LYCRA®, COOLMAX® and SUPPLEX®

i
STAINMASTER

carpet
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“Pull-Through-Advertising/ B

Pull-through-advertising

©

S
Dupont Raw Manufacturer End . 0
materials > Products Retailers § )

e.g. fibers e.g. carpet -8

L

* End Consumer Advertising in order to create
demand at the retaller level
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Introduction

Objectives

* Was living.dupont.ca worthwhile?
- Benefits exceeded Costs?
- How to measure its success?
- Recommend suitable performance metrics

* How to generate revenue?
- Advertising or Online sale of products?
- Or continue site a pull-through advertising medium?
- Recommend suitable distribution channels

* Future of living.dupont.ca?
- Relations with Value chain partners?
- Willing to invest in Phase 2 of the project?
- Recommend further action and suitable relations with appropriate
partners

http://www.andidas.com/



Introduction

Outcome Performance enhancing
online presence for
DuPont and its partners

Value Chain
Partners

Objectives 6

http://www.andidas.com/

source; authors' own estimate



Analysis

Performance Me alPIN:

e Particularly important for diversified companies with
many subdivisions, higher tendency of top
management to have a ,financial control style*

* Investment dilemma:
- money spent (invested) is very visible,
- Benefits are non-monetar (invisible)
- money saved (through cheap online market research) &
gained through follow-up sales is invisible.

* No comparable period, first year of operations

http://www.andidas.com/



Analysis

Performance Me dl0INs

* Characteristics of good metrics:
- Easily measurable
- Robust
- Generally accepted
- Linked to desired business outcomes

* Types of metrics, (Performance Dashboard, Rayport
& Jaworski)
- The magnitude of the opportunity a company is seeking to
address
- The viability and sustainability of the firm‘s business model
- Financial metrics
- Customer-based metrics
- Marketing implementation metrics

source: Mohammed et al. 2003. p. 686
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Marketing Metrics Fra

/ Financial

\ Metrics /

// )

/Customer Based\

\ Metrics
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Analysis

Financial Metrics |

\UUpUHT

* e.g.: Sales, Revenue, Gross Margin Profits,
Marketing spend

* No direct income from living.dupont.ca

* Dupont has no direct contact with end consumers

http://www.andidas.com/
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QURNE

* Example: A random 1000 visitors were sent a
guestionaire - 320 replied (22%)

* Of these 33 had purchased Stainmaster in the last 12
months, 23 used the website to make the decision (70%)
to buy a carpet of the average price: $1.750

* |dest23x$1750 = $40.250

* Projected on 95.000 visitors/year: potential value of
carpets sold, where the decision has been supported by
the website: ~$12.000.000

* Value of Corian Kitchen Countertops: $8.800.000

* Validity, assumptions, limitations, problems, unique
visitors, recipients?

http://www.andidas.com/



Analysis

Implementation M

* How new marketing activities fare with the customer
and how they help to build new customer assets.

* e.g.. website interface, visitor metrics, hits, etc.

* Difficult to distinguish from Customer-based metrics,
seamless intersections
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Implementation Mettri alBiNp

Daily Visitors on www.living.dupont.ca
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Analysis

Gl

* e.d.. number of customers, # of purchases, subjectve
measures; customers’ response to marketing
activities, brand awareness, etc.

° Hlerarchy -Of-Effects Model

Awareness
- Knowledge
- Attitude
- Purchase Intend

- Postpurchase
- Loyalty

* Integrate Online with Offline metrics to determine the
effect of the website on offline purchasing behaviour

http://www.andidas.com/



Analysis

Customer-based

An integrated Hierarchy
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Analysis

Customer-based metr U

Thank-you for spending time at our site. We work hard o make it helpful and we'd like vour opinion of how we 're doing.
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Analysis

Customer-based metr U
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Analysis

P

* Correlate online marketing activities with offline
purchasing behaviour

* e.d.: Online coupon for registered (website) users,
can be redeemed in (offline) stores

* e.g.: Surveys at exit of (offline) stores:
- ,Have you ever used living.dupont.ca®,
- ,How did living.dupont.ca influence your purchases today?
- ,Which purchases would you not have made without visiting
living.dupont.ca“

* Allows detailed analysis of the benefits of the site
offline

* Requires new primary research
* Collaboration with Dupont MasterStore?

http://www.andidas.com/



Analysis

I

Benefits of living.dupont.ca so far which are difficult to
measure:

* Cheap, quick marketing information
* Follow up sales

* Greater control over own image, increased brand
loyalty

* Improved value chain relationships

e .additional, valuable functionalities for the other
members of the value chain, allowing them to mine
data on consumer purchasing behaviour, and to more
effectively close the sale”

http://www.andidas.com/
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* Performance metrics are not an exact science
* Are relevant data being used?
* Are metrics integrated across channels?

http://www.andidas.com/



Analysis

ol

* Advertising through banners, pop-ups, etc.
- Might annoy visitors
- Deter visitors from Dupont's products
- Reduce the brand image of Dupont
- Income adequate to finance site?

or

* Sale of product space in the Virtual Home
- Dupont can select complementing products/ partners
- Select non-direct competitors
- Might add value for visitors
- Income linked to site performance

* Customer would prefer the second option

http://www.andidas.com/



Analysis

Revenue through Onli d U D UJH

* Value chain partners seem to benefit as much as

Dupont from the web initiative
- Yet Dupont carries most of the cost of living.dupont.ca

* Implementation of an online sales function would
disintermediate the retailers to some degree.

* Little effect on Dupont & Mills
- Distribution?

* In partnership with MasterStores?
* Benefits for Dupont?

http://www.andidas.com/
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Value Chain — Stat
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Value Chain — Online
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£

Five Forces Anal

* Retailers happy with
Online Sales?

Threat of substitutes

medium
- hard flooring
- change in taste

Dupont & Mills - new technology Retailers
: Rivalry among existin
Power of suppliers y g J Powers of buyers
competitors
low high high
- several large players - several large players with - can direct comsumers to
- strong competition strong brands specific product/ brand at
- mill own-brands - mill own brands point of sale
Barriers to entry

high

- technology

- patents

- large scale of existing

players, economies of Stakeholder analysis
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Analysis

Pro & Cons of Onli AUiPINE

* Channel efficiency
- ,the amount of resources required by a distribution system to make
a product or service available for consumption or use*

- Very high, because of low cost of website, but eventual higher cost
for logistics and physical distribution
- Saving for Dupont or Mills?

* Channel effectiveness
- ,ability of the channel to perform functions that create value for
customers”

- Very low, no sensory impression of the product, no customer
service, no direct selling, necessary, because high involvement
good

* Business model viability questionable

definitions: Mohammed et al. 2003. p. 451
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Analysis

Pro & Cons of Onli q U pUJ T

(+) higher profits for Dupont, (-) Value Chain relationships,

through disintermediation Retailers could reduce their
preference for Dupont (high power

(+) all products from one place of retailers)

(+) Greater control over selling (-) High involvement goods

environment unsuitable for online sales, needs
direct selling

(+) Dedicated channel only for
Dupont products (-) only Dupont products available

(+) closer contact with customers (-) Logistics, how to get products to
customers?

(-) Shopping Experience, Service

http://www.andidas.com/



Recommendations

i

* Use customer based integrated online/offline
performance metrics, direct tracking if still possible/

feasible
- point out potential financial benefits

* Valuechain partners benefited as much as Dupont,
they need to be informed to encourage their further
participation

* Online sales are difficult to implement, Retailers
would be unhappy, sale of space in Virtual Home
more suitable

* Site should be continued as a marketing tool

http://www.andidas.com/



Conclusion

T

* Although difficult to measure, living.dupont.ca has
been beneficial even without direct financial returns
for Dupont by increased the pulling force of
consumers.

* Website should — at least — be kept as a threshold
resource

* Investment into Phase 2 will only be worthwhile if a
suitable strategy is found

http://www.andidas.com/
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