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Objective
The purpose of this report and presentation is to provide important background and insight into the poker industry, poker room and poker game as support for our recommendation of rapidly moving forward with, and allocating all necessary resources to, the development and completion of Bluff.
Executive Summary

Research process

Since the focus on poker is relatively new, little organized research has been done into the full scale of poker’s current success – what kind of revenue is being brought in and what analysts are forecasting for the future.  In fact, not all states that allow poker to be played even track poker revenues.  As a result, this report is based on more qualitative research done through interviews of Poker Room Managers at 7 major casinos – both in Las Vegas and locally, as well as two top dealers in the World Poker Tournament.  Interviewee’s industry experience ranged between 10 and 26 years and are therefore considered experts in the field.  Our goal was to determine the current state of poker, to forecast the game’s future success, to determine the needs of a poker room to meet player and staff demands and to ensure that the product we are currently developing, as well as our plans for future development, meet the needs of today’s poker room and today’s poker players.           
Industry Analysis

The most recent statistic for the gaming industry shows that the US has 354 Tribal Governmental gaming operations and 443 commercial casinos.  In 2003, Tribal gaming gross revenue reached $16.82B, up from $14.5 B in 2002, while the 2003 gross revenue for commercial casinos reached more than $27 billion, an increase of nearly 2 percent compared to 2002 revenues.  Poker is played in organized locations in 16 states and of the seven states that track poker revenue figures, consumer spending in 2002-2003 reached close to $950 million.  

In the past year, more than one-quarter of the U.S. adult population — 53.4 million individuals — visited a casino, making a total of 310 million trips.  The average casino customer earns a higher income and is more likely to have attended college and hold a white-collar job than the average American.  He/She is also slightly older than the average American.  Demographics of the average poker player vary slightly.   A higher percentage of Americans in their 20s and 30s play poker than any other age group.  Among those between the ages of 21 and 39, nearly one-quarter (22 percent) have played poker within the last 12 months.  By contrast, only 7 percent of those 50 and older (combining the two oldest age groups above) have tried their hand at poker during the past year.  Men have a slight edge on women in terms of poker participation (15 percent vs. 10 percent overall).  However, a higher percentage of women in their 20s and 30s play poker than men in their 40s and 50s. 

Poker Operations Needs 
Qualitative researched showed that the pain points of casino rooms are pretty consistent across to board.  The extent of the problems are relative to size of room and number of tables, as would be expected, but overall, everyone we spoke with recognized that the same problems could be alleviated with a more efficient process in place.

Poker room operational efficiencies are as follows:  

1. Customer Problems

a. Casino Manager

i. Unsatisfied customers due to long waits and slow, inefficient service

ii. Difficulty quantifying their inventory (game) management

iii. High cost of tracking Dealers and their rotation

b. Poker Room Manager

i. Communication is difficult between dealer/floor/board
ii. Busy times can be very chaotic

iii. Difficult to control noise level

iv. Inefficient F&B service and chips process

v. Open seats for extended periods of time

vi. Manual process leaves room for human error, slow response and over stimulation

vii. Unsatisfied F&B servers – either over extended or under extended

viii. Board people playing favorites or doing favors for tips

c. Pit Boss

i. Tracking dealer rotation – unsatisfied dealers stuck with “low tip” tables

ii. Communication is difficult between dealer and pit boss
d. Dealer

i. Tracking player statistics

ii. Interruptions in play to call for food and chips

iii. Open seats for extended periods lead to disgruntled players if player number is too low

e. Player Host 

i. Grease pen not fast enough

ii. Only one display

iii. Hard to manage

iv. Too many people for tracking

v. Players want to sign up for many tables at the same time, but can’t track the process

vi. Tournament Play

vii. Standard Play

2. Player Problem

a. Spending too much time standing in line

i. Sign up to get on list

ii. Wait in line for the table

b. Concentration disrupted by noise 

c. Concentration disrupted by attempting to get service and chips

d. Long wait times for service and chips

e. Get lost on wait lists

f. Difficulty understanding where they stand in line 
i. White board wait lists not designed for consumer interaction

g. Can feel like someone else is getting ahead of them

Product Features & Benefits
Bluff, either in its current form or in the plans for the next generation, provides solutions to alleviate all of the above mentioned issues as well as offers features that create added value to the poker room.  

1. Customer Problems

a. Casino Manager

i. Customers satisfied through waitlist management and instant communication to servers and chip runners.
b. Poker Room Manager

i. Pager and table buttons enable instant/silent/streamlined communication to all floor staff
ii. Automated operations react quickly even at the busiest times
iii. All communication is silent – reducing noise level significantly
iv. Direct communication from table to server and chip runner creates more efficient process – quicker/better customer service 
v. Automatic notification of empty seat resulting in immediate notification of next person on waitlist means seat open for less time 
vi. Automated process reduces possibility of human error, and removes possibility of slow response and over stimulation

vii. Reports can track performance of servers and level of business to help assign better (more even) work flow process 
viii. Displaying waitlist to players helps reduce board people playing favorites or doing favors for tips

c. Pit Boss

i. Tracking dealer rotation module – automate dealer rotation to ensure correct dealers are at correct tables, dealers get even amount of “high tip” and “low tip” tables, generates reports to track how much dealing time each dealer had…  

ii. Pager/button system provides easy/instant communication between pit boss and dealer
d. Dealer

i. Button system eliminates Interruptions in play to call for food and chips

ii. Button system and waitlist automation eliminate open seats for extended periods 
e. Player Host 

i. Computer replaces grease board, automated/automatic system replaces excel spreadsheet
ii. Any display can be projected anywhere around the room
iii. Easy to manage – computer does most of the work for you – tracks unlimited number of people/waitlists/games, manages players signed up for multiple games
2. Player Problem

a. Enables players to player other games/machines while waiting for seat
b. Eliminates disrupted conversation with silent communication and instant notification (by the dealer) for service and chips

c. Reduces wait time for service and chips
Current Response

· 738 teaser mailers sent out (12/7-12/8).  Within 1 week Cary received more than 6 calls from interested casinos (at least 2 are part of chains).  All very interested in installation even in current form.  Of the 3 major, local casinos that I made appointments with (Pechanga, Viejas and Sycuan), two had received our mailer – opened it, read it and kept it.  

· Tony Covington, Poker Room Manager, Pechanga Casino (in the industry for 10 years) provided incredibly positive feedback and interest in the product as was shown to him.  He believed that a system such as ours would become a must have for large operations.   

· The owner of Ocean’s Eleven is a co-owner of the Bicycle Club – the second biggest card room in California.  According to Star McCormick, Marketing Manager, Oceans Casino (10 years in the industry), he is already sold on the product, once it is in complete install stage.  She believes that once Bicycle Club has installed it, Commerce Club (the largest poker room in California) will have to follow suit – creating incredible momentum and opportunity. 
· Brian Kneier, Poker Room Manager, Viejas Casino (in industry for 15 years) proclaimed that until he saw our product he was sure that he would have no interest in a automated waitlist – but we convinced him otherwise.  He asked us pricing information and requested that we come back as soon as we have a complete product to show.  He would be ready to install (with pager/buttons) right away. 
· At all interviews, the response showed that our product (both in its current form and future features) match exactly what poker room managers are looking for.  We have successfully grasped the major pain points of today’s casino room and have come up with effective and efficient means for providing a much more efficient and enjoyable playing environment.  In fact, Kneier informed us that not only did our features cover everything he would have been looking for, we also have features that he never would have though of, yet made so much sense.     

Competition

While we have pinpointed a few companies attempting to move into the poker management space no one has claimed the spot as market leader.  The lack of top of mind recognition of any company in the poker room management market, even by poker room managers with contacts all over the country, makes it clear that the opportunity exists to establish ourselves as the poker room management expert and market leader.   

QueueOS

(www.queos.com)
QueueOS seems to be our biggest competitor.  The company has already been installed (although not in it’s complete state) in Foxwoods and Hard Rock, Hollywood, FL.  Keith visited the Hard Rock location and wasn’t super impressed, while Cary was very impressed with the Foxwoods installation.  It looks as though the product is very similar to ours – targets the same market and provides the same types of features/benefits.  With QueueOS already in Foxwoods – the largest poker room inside a casino – they are positioned to rapidly build a name for themselves and move in on the casino market.  Although the company has products in at least these two large casinos, there is no recognition of the name in the San Diego based casinos we visited.  It is possible that they are targeting their current efforts at east coast based casino poker rooms.  
While it seems that the company has a strong product, they are lacking marketing efforts.  Their website is only half complete and makes it very difficult to figure out who they are and exactly what they do.  They devote numerous pages to features list – which could be impressive, but more likely overwhelming.  No where on the site do they take advantage of the fact that they are installed in Foxwoods.  Some of the key features that stand out in this product are its integration to the existing player tracking system, handheld devices used for all communication, logging of player history and text to cell phone capabilities.     
Because this company seems to have a product most like ours and is already in the running, we need to keep focused most on it.  To compete we need to continue very strong marketing and sales efforts.  We need to continue our mailing campaigns and start calling campaigns to make poker and table game managers aware of our product.  Our new website is strong in emphasizing our core competency in wireless communication.  It is easy to navigate to our casino section and it is clear what our product is and what we do.  We also may want to focus our first efforts into poker rooms themselves versus poker rooms within casinos.  If we can get Bicycle Club and Commerce Casino we will be strongly positioned to take over the poker room space.  Additionally, because it seems that at least in the major casinos in the San Diego area, this company is not seen as a competitor, we should focus our efforts locally and then expand from there.    

TCS Table Management 
The website for the TCS Table Management system has very limited information.  The company positions its product as an “Easy-to-use data entry system that automates all of the manual procedures used on the gaming floor”.  There is no explanation as to what “all of the manual procedures” are and its list of features is very vague.  It has no mention of any establishments where the software is installed. 
Because this company has no name for it and lacks marketing efforts as well, we should take a similar approach with this competitor as with QueueOS.

IGT Gaming Systems – Table Touch 
It is clear from the IGT website that the company is heavily involved in gaming.  However it was very difficult to find the Table Touch page.  Once found, Table Touch’s main positioning seemed to be “Easing the process of rating and comping players” however, the nine page datasheet shows the system to be very comprehensive – covering table management, surveillance, reporting, rating and communication.  
Many of their features seem similar to ours, although they do go beyond with their player tracking and surveillance capabilities.  However, once again, we have seen no recognition of this product and even within the company itself, this product does not seem to be a main focus of their business.  I again recommend the same strategy for beating this company to the forefront of the poker room management space.

Bravo Genesis and Table Mate

Bravo Genesis and Table Mate are two additional products that we have heard about.  Bravo is located at Texas Station and Table Mate is located at Casino Arizona.  Every local interviewee mentioned hearing about the Casino Arizona product, but none could name what the product was.  Kneier mentioned that the owner of the company (of which he couldn’t remember the name) had actually come to Viejas to do a demo, but was charging $50K (including hardware) – a price that was above his estimated value as he believed that his internal people could develop the same product for free.  While this product has seemed to make waves in the local market, the fact that no one knew the product name is a plus - it has peeked interest and curiosity but has established no name recognition.  Once again, this proves that we need to move forward as quickly as possible to produce a strong product, complete with the main features that we know are in demand, in order to get in while interest is up and no one has made a claim to the space.    
Situation Analysis – (SWOT)

Strengths (Internal – Ameranth/PRM) 
· Experience with table and waitlist management

· Experience with wireless technology and integration of multiple platforms for instant/silent communication between individuals and hardware
· Current technology competencies position us to meet developing technological needs

· POS/PMS integration allows further dependence on core products

· Wireless Pocket PCs for mobile management

· Remote devices for Player signup 

· Integration with Player tracking management solutions 

· Understanding of poker game and poker room operations – confirmed ability to predict what poker rooms/poker room managers need and desire
· Relationships/partnerships with industry experts who are willing to volunteer time and effort to develop a strong product and then back it (word of mouth marketing)
· Star McCormick

· Kyle Morris/Rob Huxley– World Poker Tour

· Input and guidance from industry experts

· Oceans Eleven – Star McCormick (Marketing Manager)

· Pechanga Casino – Tony Convington (Poker Room Manager)

· Viejas Casino – Brian Kneier (Poker Room Manager)

· Sycuan Casino – Lisa Roehm (Tale Game Manager)/Gary Taub (Poker Room Manager)
· Alladin – Edna Dalton

· Bally’s – Bill

· Mirage – Donna Harris
· World Poker Tour – Kyle Morris/Rob Huxley
· Established relationships with hardware providers

· Strong base product 

· Desired features either currently installed or in the development process

· Benefits to both casino side and player side
· Easy to learn and train

· Customizable to specific specifications

Weaknesses (Internal – Ameranth/PRM) 

· Lacking necessary resources (developers/engineers) to put in the time needed to fully develop the product to the capacity that is believed to take off to full potential

·  Product in current form has only been tested in one establishment 
· fine tuned (in current state) for only Ocean Eleven’s specific needs

· Most features still in developmental or “desired stage” – very little actually up and running 

· No experience in Casino Player Management

· No established brand name with Poker Rooms

Opportunities (External – Gaming/Poker Industry)
· Increase in popularity of poker is an indisputable trend – not a fad

· No company/product has established themselves as leader in this space

· Poker is very lucrative for the first time – people are willing and able to invest money and long term planning into poker

· Higher percentage of Americans in their 20s and 30s play poker than any other age group ( same age group that has grown up with technology and automation – understand it, expect it and require it to a certain degree (also equipped with it: cell phones, blackberries)
· Appealing to all ages for various reasons 

· Poker operations is currently VERY manual and inefficient

· Quicker/more efficient customer service will make a player return or choose to play at one casino versus another  -  an establishment would be at a disadvantage if a competing casino installs a system providing better service

· Establishments are currently developing own systems internally – but lack the time, resources, experience and expertise to develop to the capacity that we have
Threats (External – Gaming/Poker Industry)
· Other companies/competitors have recognized market and are entering

· Establishments are building their own simple, but usable systems for free

· Grease boards

· Excel Spreadsheets
· Other home grown solutions

· Not allocating resources and moving forward as quickly as possible will open up the market to be taken over 

· Late arrival could prevent future sales

· Failure of the product at any level in any site will taint the name of Ameranth for any future releases and prevent any future sales.
Poker Room Market

Market Characteristics

The poker market is highly customer oriented.  Managers know that if their customers aren’t satisfied, they will play somewhere else.  Customer satisfaction relies heavily on quick, efficient food and chips service, on quality dealers, on short waits and on an easy to follow seating system.  Unlike other card games (like Blackjack), poker profit is not determined by how much a player bets per hand, but rather how long that player keeps playing.  The casino’s profit is fixed on a per hand basis, not per bet.  It is important to maintain satisfaction once the player has been seated, through quality service and quick response time, so that the player stays happy and continues to play.    
Overall, poker is on the low end of money makers in the casino.  Slots make so much more that a 20 table poker room could be emptied and replaced with two machines and that room would turn a larger profit than the original poker room.  For this reason, poker room expansion is a big risk for casino management.    

Casinos and card rooms have a lot of money to spend on areas that will bring them even more money.  Profit per square foot determines what games are the most valuable and ROI drives expansion decisions.  
Market Trends

The consensus, across the board, confirms the industry belief that this upsurge in popularity of poker is not a fad, but a trend.  According to Convington, poker has an addictive quality to it.  Once you play and g0065t into it, you get hooked for life.  People who have discovered the game realize that when they have some time on their hands, it is much more enjoyable (and about the same cost) to play cards than go to the movies or do other activities.  Poker is a much more social and interesting way to pass time.  Since the average age has dropped considerably (from 21-39 age group), these players have a long time span ahead of them to continue playing the game.  According to Roehm, poker is a passion and as long as a player is responsible, that passion will stay forever.  

Many external factors are also playing a role in increased poker’s popularity.  With poker tournaments being televised and highly publicized, poker has finally hit an untapped market that has always been around, but difficult to reach.  Along with the media exposure, celebrity endorsement has made poker less taboo and much more main stream.  Poker’s bad reputation is quickly dwindling as it is becoming much more accessible and much less intimidating.  Additionally, the increase in poker popularity has hit the World Wide Web – making poker accessible to anyone with an internet connection.  Many sites offer free poker – enabling novices to learn to play the game without risking any money.  Players have the ability to play in a safe setting until they are ready to play with live people.  

Three of the largest casinos in San Diego, Pechanga, Viejas and Sycuan are all in the process of expanding their poker rooms – both in size and technology – as a result of the increased demand.  According to Covington, poker is very lucrative for the first time and people are willing and able to invest money and long term planning into poker.  Kneier told us that poker was dying a year and a half ago, but they have actually turned a profit over the last 6 months.  Sycuan has seen a similar trend.  Taub admitted that two years ago they hit rock bottom, but since things shifted significantly and in November the poker room had a record month.  Expansion of these poker rooms proves that is it not only the poker management who believe in the future of poker, but the casino management as well, as they are making significant monetary commitments and long term changes to adapt accordingly.

Market Segmentation

Casinos

The casino poker market consists of large establishments that are licensed for card table games as well as slots, roulette, craps and other betting games.  In a casino, poker tables must compete with other games for real estate.   
Card Rooms

The card room poker market consists of establishments licensed only for card games.  In this market, tables are interchangeable and games can be added or removed based on up to the minute interest.     
Poker Room Market Size and Demand Projection

Market Size (according to Casino City’s Gaming Business Directory)

3187 casinos – world wide

707 casinos with poker tables – worldwide

306 casinos with poker tables – US and Canada


<=10 tables

239 casinos 

11 - 25 tables
49 casinos


>= 26 tables

17 casinos
Projected Demand -- doesn’t make sense
Interviewees agreed with our assumption that the greater the number of tables, the greater the demand for the product.  Cary already believes that he can close 15-20 deals in Q1.  Based on this, our assumption is that can close between 7% of each of the three markets – 17 sales in the up to 10 tables market, 3 sales in the 11-26 table market and 1 sale in the 26 or greater table market.  
ROI Analysis

Average cost per market

<=10 tables

$17,509.21 (5 table room - $3501.84/table)

11 - 25 tables
$28,685.71  (16 table room - $1,792.86/table)


>= 26 tables

$46,970.59  (47 table room - $999.37/table)

Average return per market (in $$)
· More efficient F&B service – more purchases made over same amount of time

· More efficient chips service – more time playing than waiting to play

· More efficient seating – more time playing than waiting to play

· Organized system of placing players on multiple lists – keep them playing as much time as possible

Average return per market (in customer satisfaction)

· More efficient F&B service – less waiting

· More efficient chips service – less waiting

· More efficient seating – less waiting

Price Elasticity
It is hard to determine the value that a casino would place on this product.  Many are implementing their own low level systems and others believe that their internal IT departments are capable of developing a system as advanced as ours.  Although free in theory, doing so imposes the opportunity costs of keeping those resources from working on other projects and responsibilities.  Pricing really has to reflect an accurate ROI (based on both concrete numbers and the determined added value of increased customer satisfaction).  Because this market is so new, and there is no accurate quantitative data as to how a system like ours will increase profit and produce a positive ROI, we will have to make reasonable assumptions as to the cost decreases and revue increases our product will generate and as to the customer’s perceived value of the product.
Price List
[Discussion of how prices chosen, and why?]
[Rotate this back so there are 3 columns.  Much easier to read.]

Base Station

Up to 10 tables 
$10,000 

11-25 tables

$16,000

26+ tables

$25,000


Table Pager




$100/table


Dealer Rotation 

Up to 10 tables 
$5,000 

11-25 tables

$8,000

26+ tables

$12,800


Communications Module


Up to 10 tables 
$1,000 

11-25 tables

$1,600

26+ tables

$2,500


Views



1 view


$1,000



2-3 views

$1,500



4+ views

$2,000

2005 Sales Expectations


See spreadsheet
2005 Marketing Budget
Datasheet creation/printing



  $1,200
Direct Mail/Calling Campaigns (3)


  $5,000
Advertising Campaign



$15,000


Casino Enterprise Management



5 full page, 4 color ads + ad development

Trade Shows


Western Indian Gaming Show (Jan) 
  $2,500


National Indian Gaming Show (April)
  $4,500


Global Gaming Expo
     (Oct)
$50,200


                                                                      ______________







$78,200
Recommendations

Based on the completive analysis, it is clear that intensive marketing and sales efforts are imperative for the success of this product.  We MUST let the industry know that we are out there and that we have a product that they are going to not just want, but NEED.  Everyone else is doing it and if they don’t stay up to date they are going to lose players to other establishments.  As such I recommend the following    
· Starting in January we need to start follow up calls to the teaser mailing.  Response has shown that people are not only reading this information, but holding onto it and responding – something almost unheard of in direct marketing.
· Our February mail campaign needs to announce the second generation product that was customized based on expert input (get permission to cite casinos).  New datasheet to be included – once again follow up phone calls are a must – letting people know that this is where poker is going and they must stay up with the trend.
· (potential) Advertising in key poker magazines.  At this point the market Is so new, with no company standing out as the leader, advertising in publications read by poker management will help to being recognition efforts
· As soon as possible the website must be completed with a focus towards our casino products (ex. 21stC casino should be first in product list.)  New datasheet should be added as soon as possible.  Competitors are seriously lacking in this area, and we can use this considerably as an advantage – especially with the URL located in the direct mail letters.
· Sales efforts should first focus in the local marketing – including LA.  We have the advantage of being close to the two largest poker rooms in the country – as well as a highly leveragable contact at the Bicycle Club– the owner.  We also have the leverage of being installed in Oceans Eleven and being set to install in Hawaiian Gardens – two known and respected local card rooms.  The poker management network seems to very close knit – everyone knows each other.  If one establishment is doing something that is helping their business operations, the others will know about it.  San Diego has a large number of Indian and commercial casinos and card rooms.  Focusing on the local market allows for a lot of face to face interaction at a low cost, with a large pool of potential customers.     
In terms of features that need to be added as soon as possible, our research has shown that two major additions would raise the value of the product significantly

· The addition on table top buttons which include direct communication to food servers, chips people, the board person and a floor person.  The pager must also include a cancel button – allowing for cancellation of a mistaken request, as well as (and more importantly) to enable highly desirable reports such as service performance (amount of time it takes to receive service after call comes in) and work load balance.  An added bonus would be the ability to have a light on the pager that stays lit until service has been complete, to keep players pacified and satisfied that their needs are in the process of being met. 
· Integration to existing TVs/Plasmas ASAP is a MUST.  We have received significant feedback that has shown that his could be a make or brake for a deal.  Cary has spoken with at least 2 casinos who said that they wouldn’t consider our product without it.  Poker rooms are in expansion mode and big dollars are being investing into large screen and plasma tvs – they must be able utilize them and see value in the investment.  Additionally, everyone we spoke with wants to be able to use these same screens to run promotions/ads/customer appreciation, etc. some where on the waitlist screen.  
Overall, our major recommendations, based on research, expert input and intuition is that Poker Room Management needs to take the forefront of our attention as a whole.  We need to move forward rapidly, but professionally t o develop at top quality product that provides functionality is all the ways that we have pinpointed.  It is imperative to allocate all resources necessary to complete this product, in a timely manner, at the level of quality necessary to represent Ameranth as the market leader in poker room management.  This may mean putting other projects on hold, taking people off other projects and putting them on this project or hiring or contracting additional developers to work solely on this project.

Poker room management is a huge, untapped market.  The core technology needed to succeed in this space is the same technology that is our core competency.  If we don’t move forward on this, as soon as possible, we are going to miss out on a major opportunity.  Because someone else will.       
Marketing Plan

Objectives

· 1Q05: Initial Customer orders 

· Purchase Orders and Deposits

· 2Q05: Initial Customer installations 

· 4/1/05 target release date

Schedule


01/10/05 – Targeted Pre-Sales Close Campaign

01/15/04 – Initiate Pre-Sales product demonstrations


02/01/05 – PRM Public Launch 


02/14/05 – General Telesales Campaign

03/01/05 – Begin Beta Testing of PRM at Pre-Sales customers


04/01/05 – General Release: begin rollout of PRM to all pre-sold customers

Sales Materials

· New PRM datasheets

· PRM PowerPoint presentation & demonstration kit

· Case Studies – Ocean’s Eleven, Hawaiian Gardens

· Video Case Study – Ocean’s Eleven

· Pricing sheet

Marketing Programs

· Direct Mail and Calling Pre-Sales Campaign

· Purpose – Announce product availability, features, generate leads for Sales close

· Audience – All G2E / Gaming Business CD customers

· Includes – Cover Letter, Datasheet, Case Study, Web Site Pointer

· Targeted Pre-Sales Close Campaign

· Purpose- Close Pre-sales contracts

· Audience- Qualified “lean forward” Pre-Sales customer leads

· Includes- Pricing & proposals

· PRM Public Launch

· Purpose – Announce availability of PRM

· Audience- Gaming community

· Includes – Web Site Update, Press Release, Ad Campaign

· General Tele-Sales Campaign

· Purpose – Sell PRM for installations

· Audience- “Main Street” customers

· Includes- Call to all Mail Drop recipients

· Ad Campaign

· Purpose – Announce availability, features, benefits of PRM

· Includes – Major trade magazines 
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