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Estimating Size of the Market
F.A.S8.T. Trucking Markets

FAST e
TrGKATE, AT

Truck Leasing Tracking

23 2040
24%;
°22% 23% 2997, 23%
o,
10% 9% 0% 10% 10%
o,
6% 5% 6% 6% 5%
Active or Potential ' Ever leased a Currently Leasing
in Trucking truck**
Category*
‘ mQ3'09 0Q4 '09 =Q110 mQ2 10 @Q3 10
Base: Total contacts screened to be interviewed
(3150 in current quattar)
(Mt =
. NOTE: Fictional brand and data. | Bage 55
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Among Total Respondents

Market Share 8
Among Current Trucking Customers Truck Leass‘ng;;aoc;gng
38%
TR 36%
39% & -+ ——._ . _. o 339%
Bl i —#32%)
21% 22k 20%
BOR o ponmmciifirsmis Aoemrernn R g i p——
el — 17%
16% B 18% 20% 20%
Q3|'10 Q2l'10 Q1|'10 Q4|'09 QS"DQ
—¢ — Trailway —@—F.AS.T. - -& - Reed's
Base: Current Trucking Leasers
0 Significantly higherdower than the same period in the prior yeat, at the 30% confidence level.
&
. NOTE: Fictional brands and data. |
= [Fage 2 of 4]
Unaided Brand Awareness J RTS8

Truck Leasing Tracking

13 2010

0O Other Mentions
H First Mention

19% 18% 19% q79

Q309 Q409 Q110 Q2°10 Q3°10 Q3'09 Q4°09 Q10 Q2°10 Q310 Q309 Q409 arf0 Q210 Q310
F.A.S8.T. Trucking Trailway Reed's Truck Lines
Base: Total Respondents
1 1 Significantly higherflower than the previous guater at the 90% confidence leval

) [0 Significantly higherflower than the same period in the prior vear, at the 90% confidence level.
S

-y NOTE: Fictional brands and data. |

- [Page 3 of 4]
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Total Brand Awareness &

Truck Leasing Tracking
Among Total Respondents 2 2010

0 Aided Awareness
B Unaided Awareness

85% 84% 78%

1

Q3°09 Q409 Q110 Q210 Q3TN0 Q3'09 Q4709 Qr'f0 Q2710 Q3'10 Q309 Q4°09 Q110 Q2°10 Q3°10

F.A.S.T. Trucking Trailway Reed's Truck Lines

Base: Total Respondents

T 1 Significantly higherflower than the previous quarter at the 0% confidence level.
10 Significantly higherflower than the same period in the prior year, at the 90% confidence level.

S
. = NOTE: Fictional brands and data. |
—
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Strategic Opportunity Map - Endurance Brand W b emium Paints
High ENHANCEMENT OPPORTUNITIES KEY STRENGTHS
Higher mportance ! Lower Performance Higher imporance { Higher Perfoimance
-~
+ Stain-resistant & :
+ Moisture resistant Fade resistant Looks high in quality &
* Mildew resistant - i -
Has “fresh” look long Durable, will not crack, chip, peel ¢
Sold in a store after application
thatllike * & One.coat coverage Available in varied finishes #  Great color display
* i *
Hot {ﬂﬁgf‘s’g‘aﬂtf,‘“s’ + Weatherproof .
@
Q ? Lifetime guarantee Mon-toxic/ Washahle and scrubbable
| ) environmentally safe
b [V = % 5Sold in one-stop shop type store
G s @
24 = P : # Small, wet take-home
E E - - # Scuff resistant samples available
Little or no odor when applied
Innovative ¢
g’ Sold at a store with paint “experts” &
Easyto pour container + Inexpensive
*
* 4+ Usedirecommended by decorator
Recommended by a trusted friend
SECONDARY I'SSUE_S' NON-ISSUES
Low Lower Imporance ! Lower Performance Lower Importance { Higher Performance
Average > High
[See p.2 for map explanation.] Performanc.e .
’ ’ (Rosso Endurance Paint Rating)
- 2R Mark
@“WH | NOTE: Fictional brand and data. |
S/ [Page 1 of 2]
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Strategic Opportunity Map

Explanation

= Premium Paints

&

Importance

(Based on Correfation Analysis)

AN ENHANGEMENT OPPORTUNITIES

Aftributes which:

+ Have a HIGHER importance in the evaluation of
Rosso Paints

+ Brand perceptions are LESS FAVORABLE
relative to other attributes
Like the attributes in the Key Strengths quadrant, these are
above-average in importance. However, with greater room for

improvement, atte ntion given to these issues may have the
greatest overall impact.

Attributes which:

+ Have a LOWER importance in the evaluation of
Rosso Paints

+ Brand perceptions are LESS FAVORABLE
relative to other attributes

These issnes peed attention, but take a backseat to those
locating in the above Enhancement Opportunities quadrant,

: Attributes which:

KEY STRENGTHS
Attributes which:

+ Have a HIGHER impertance in the evaluation
of Rosso Paints

+ Brand perceptions are MORE FAVORABLE
relative to other attributes

Although there may still be some opportunity for
improvement, Rosso Paints is already delivering at a
relatively high level on these attributes. These attributes
tend to drive favorable percaptions of Rosso Premium
FPaints and can be leveraged in marketing and advertising
communications.

+ Have a LOWER importance in the evaluation of
Rosso Paints

+ Brand perceptions are MORE FAVORABLE
relative to other attributes

Though these strengths are below average in imporiance,
maintaining performance is a good strategy to avoid any
downside that a decline in performance could bring.

SECONDARY ISSUES | NON-ISSUES
Low y» High
Performance™
Stratal LETL i
@""‘*"‘*’* " Mean attribute rating, based on a 7-point scale where "' = extremely poor and 7" = excellent.
Nl [Page 2 of 2]
#& % " (% e #3 %



Need

Exterior Paint

Assessment/ Performance & ROSSO

~ Premium Paints

Is an inexpensive paint

Washable and scrubbable

Upon

Has “fresh” look lon ;i e
after applicatio% 1.60 Stain resistant
Has Lifetime 195 ; Faux products
Guarantee = ; available in brand
drying, pf;gipg{f:t 1.86 Is mildew resistant
Non-Toxic! 200 Is sold in a store
ervironmentally safe ; : that | like
Durable, will not 163 Usedirecommended
crack, chip, peel : ; by Decorator
Not messy! no drips, Sold at a store with
rsuyns, spafter 183 paint “experts”

‘. Deficiency (% Unmet Needs) |:| Met Expectations . Exceeded Expectations ‘

Mean
Gap*

: Is sold in a ohe-sto
= : shop type storg

One-coat coverage 145 Has light, fresh fragrance

when applied

160 : Small, wet take-home
. : samples available

Is fade resistant 1.70 Is anti-bacterial

Mean
Gap*
2.00

143

1.67

2.00

1.29

1.83

1.57

1.86

1.18

1.21

# fwerage gap between respondent "want” desired from any brand and what they're getting on (ATTRIBUTE] from (brand) among those with a deficiency.

by I i

| NOTE: Fictional brand and data.

Murnbers in graph are %)
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Brand Portfolio Summary Grid ,"ROSSO
Interior Paint - *Key attributes for users of Rosso brands vs. users of key competitors * Premium Paints
3 Key Strength {Portfolio) _ Rosso Rosso Rosso Rosso
_!_I_Ep_llqr]f:_epjfp_t_‘f)p_@[t_l{r]I_t_y__({’_q-'_fft_?f!_'@_ Plus Endurance Color Safe Glamour
[l Adwvantage To Leverage . vs. ¥s VS. vs
[ Vulnerable To Competitor [ [[Fatty = &
Overall S § b@.ﬁb &
Attributes are sorfed in order of Rosso S & : & ¥
market importance: Brand Portfolio ":? @ @ G? $ @ C?? $ Q?

Stain-resistant

Moisture resistant

Faderesistant

Looks high in quality

Durable, will not crack, chip, peel

Has "fresh" look long after application

Available in varied finishes

Great color display

Mildew resistant

Not messy/no drips, runs, spatter

Non-toxic, environmentally safe

Washable and scrubbable

Small, wet take-home samples available

Sold at store with paint "experts"

Little or no odor when applied

Easy to pour container

Sold at store with paint "experts"

@Mﬁr’&* * Overall Brand Portfolio is based upon findings fram the
e Strategic Opportunities Results Summary far interior paints..

MOTE: Fictional brands and data.
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Kano Analysis Summary Matrix Major % Regional

Medical Center

High

Potential for Reward If Delivered

Low

and programs *
% . Highest possible quality of
H Long standing - h‘:ealth carg 5
o Developing breakthroughs in i EERitatton of
mediting : excellence
5 >
+ Committed to medical research H ;
* # Leader in health care
Treating patients as
ndividuals
Innovative prenatal < : @ Best doctors

High Reward If Delivered/ High Reward If Delivered /

Low Penalty If Not Delivered Best at treating complex High Penalty If Not Delivered
EXCITEMENT medical problems o CRITICAL

Most advanced technology

care program

Provides free care to
indigent state residents o

Self-serve check-in kiosks to for : rs
mere convenient registration

Employees who are caring people ¢

Best at treating routine problems
¢ Owned by not-for-profit

Low Reward If Delivered !
Low Penalty If Not Delivered

Low Reward If Delrvered |
High Penalty If Hot Delivered

NEGLIGIBLE MINIMUM REQUIREMENT

Low Potential for Penalty If Not Delivered High'

NOTE: Fictional brand and data.

[Page 1 0f 2]
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How Kano Classifies Attributes

» Direct questions are asked to assess and then classify product or service attnbutes with respect to the
following taxonomy:

MINIMUM REQUIREMENT Attributes

Increasing the performance of these attributes provides diminishing retums in terms of satisfaction or
appeal, however the absence of or poor performance on these attributes results in extreme
dissatisfaction. A simple example of a Minimum Requirement attribute would be that a restaurant must
be clean. (Also called “Must-Have™ or “Basic” attributes).

CRITICAL Aftribiites

Attributes that increase or decrease satisfaction or appeal These are linear in the sense that if the
quality of performance an the attribute is improved, there is a proportionate Jncrease in satisfaction,
and likewise there is a proportional decrease in satisfaction as performance weakens  Examples of

these are cell phone reception clarity or automobile fusl economy. (Also called “Linear™, “One-
Dimensional™, or “Performance” attributes) .

EXCITEMENT Attribites

Attributes that, when provided, generate disproportionately high levels of enthusiasm. Their absence
howewar does not lead to dissatisfaction — it just fails to tip the scale in the favor of that particular
product. An exampls of this might be a restaurant tucking fresh bread and a thank you nots from the
server into a customer's take-home container of leftovers. Kano asserts that consumers are more
engaged when thess "Excitement” features are present and satisfaction increases exponentially as
their functionality increases. (Also called “Attractive™ or “Bonus™ attributes).

NEGLIGIBLE Altribiites

Those attributes that consumers value least compared to all others examined, thus their fulfillment has
no substantive impact on satisfaction. (Also called “Indifferent™ attributes).

W . [Page 2 of 2]
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Competitor Targeting Grid
SPE vs. PEAA

Boe

Society of Phantasiert Engineers

Important SPE
Competitive Strengths

Important Current Parity

Joumal aticles that are

9 seientifically verfied-

Info about new or important

Important SPE
Competitive Disadvantages

i trends inxyour field .
Standards, guidelines and : T : 2z Broad-based symposiums
best practices that ars ,ﬂ\ﬁ_.caless o “ﬂetg reatgarch - /-I&fjonzr;g{ ;g_ssoutéré:gesd \ ® and conferences
accurate/up-to-date il e y'n our profession | Fromotion of your profession to
. Adicles in their publicaions—® N ¥oUrprofess ® il yourp
. e that are cutting-edge Jpctiirn_als;f%'?tufnng a LR A
: i el wide variety o d Education and trainin
you need to do your job § fEEERIINe. J  tesearch alicles g ® Spportunities ?
Pubs.wf practical ® spedialized areas g ° SR gra_;gﬂ.a‘ear-
how to” info to help a8 N e Inpersonworkshops .. Importance .
you do your job faster N af CoUrEes P s
L} e
* H R 9
[ : b : ) Support for local chapters -
2 P “Howto' guidestohelp # | 3w e Helpin atiracting people i . : 7
= P techs [ stateotart [ o) . % intothe profession Membership to
£ i equpment/ procedures [ P\ L ; . N all indridusls aeross
2 : . Lo by Electronic dlearings v @ spectium of gov,
£ P Chalsemmemupat| |\ | [oBcuiatmeed N N\ Webbsodcomiing  atadem, pi. indisty
: from other associations | . \in souraes outside 3 i \\‘ o Meb-bazed cerification
: Online resourse to get| | association : A . classes
' answers to guestionson |\ | . . N A electronic job
: org’s technical products | General info acrosss T M posting sendce
: "Hofline’ you can | broad array of : Sy
use to get guick $ | technical topics .\ Specialized syrmposiums
answers to questions Aicles from variety ~ and conferences
The means to access grants of sources such as 3 Mechanism for accepting
to fund research —— o industry, g, acaderns feedback from members
3 _ Classes in time managmt, ® — &~ Chat roorm you can
= interpersonal skills, ete. to helpt, use to pose questions!
you do your job better ¢ axchange info wf peers
SPE is Betler At Statistical Parity™ : PEAA is Better
[See p.3 for map explanation. ] ** At the 0% confidence level.
@ﬁ!qﬂ(_ * Desired "want!f "need" on the affribute from & professional organization towhich they befong, | NOTE: Fictional brands and data. |
-_ *=* Percentwho feel (SPEIPEAS) provides less than what they "want" on the attribute from professional

arganization to which they belong.

[Fage 1 of 3]
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SPE vs. PEAA

Competitor Targeting Grid Summary

Bz

Society of Phartasiert Engineers

Important* SPE
Competitive Strengths

Standards, guidelines and best
practices thet are accurate/up-to-date

Publications with technical info you
need fo doyour job

Joumal articles that are scientifically
verified

R L R T X T T ]

Important*
Current Parity

Info and resources you need to succeed in your
profession

Access to their research articles via Internet

Arficles in their publications that are cuting-edge

Info about new or important trends in your field

Joumals featuring & wide variety of research
articles

In-depth info focused on specialized areas

Joumal articles thet are praciical rather than
scientific

Publications with practical "haow to” info to help
you do your job faster

Electronic clearinghouse wi access to researchf
otherinfo in sources outside association

General info across broad array of technical
topics

Articles fram variety of sources such as industry,

government, academia

IWechanism for accepting feedback from
members

Specialized symposiums and conferences

Important* SPE
Competitive Disadvantages

Broad-based symposiums and
conferences

Promation of your profession to greater
public

Educalion and training oppartunities
In-person workshops or courses

Competitive Disadvantages that are of
Less-Than-Average Importance:

Support for local chapters

Membership to all individuals across
specirum of government academia,
and industry

Help in atfracting people into the
profession

ieb-based continuing education classes
iWeb-based certification classes
An electronic job posting senice

.

[See p.3 far map explanation. |

NOTE: Fictional brands and data. |

[Page 2 of 3]

Competitor Targeting Grid

Overview of Technique

Spz

Society of Phartésie Engineers

While a Strategic Cpportantdy Map focuses on relative strengths and opportunities for enhancement within SPE,
a Competitor Targeting Grid can be utilized to identify the most important attributes which differentiate SPE
and PEAA, Inthis section, a graphic summary is again followed by an actual plotting of points on the grid.

The Competitor Targeting Grid 15 a bi-plot of attnbute importance on the vertical axis (split using the averags)
and a statistical score on the horizontal axis representing the difference in deficiencies, if any, existing between
SPE and PEAA for each attribute. This statistical score classifies an attribute into one of three categories along
the horizontal continuum:

@ SPE has statistically lower deficiency than PEAA {Competitive Strength)
@ There is statistical parity comparing the percent deficient for SPE and PEAA (Brands at Parity):

Im portant Current Par by

® SPE has statistically higher deficiency than PEAA {Competitive Disadvantage)

Importance®

: Beyond These Two Lines In &
i Either Direction:
Represents Statistically
Significant Difference
Between SPE and PEAA

/ Deficiencies \

Low

<+— Average Importance

S i Sufer A5 s i Far [

PEAY i Safer

= A the 0% confidence level,

* Degired "want' “need" on the attriblte frorm 3 professional organization to which they helong.

@Mar
e e

==

NOTE: Fictional brands and data. |
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Retractable Qutdoor Spigot 583 ‘\ Qutdoor Kitchen Sink 44.0
Seap Dispenser Faucet 51.3 Bathroom Storage Units 43.6
Tauwgl Bars A8 Shower Soap Dispenser 433
Closet Coat Hooks 43.0 Top-Tier
> P Electronic Shampoo Dispenser 433
Qutdoor Water Mister 49.0
Towel Warmer 42.7 _/
Bathroom Sinks 48.7 1
Outdaor High Pressure i ) Vater Hose Storage ]41‘.1‘ ™
Connection : 7
Outdoor Beverage Cart 4.7
Kit’/Bath Cabinet Hardware 4 i
Laundry Room Accessory 46.0 Fortanlc Shower_:l @3 Bottor
Decorative Vent Grates 40 > i Decorative Cabinet Hardware 38.0 Tier
Outdoor Water Fountain 453 Garge Sink & Work Area 37.3
| Filtered Water Dispenser [y . | b |
e oo I 450 | Bathroom Lighting | 1347  _/
phéarkc HOTE: Fictional brand and data.
e [Page 1 of 5]

Total Sample — All Concept Extensions Tested

Concept Acceptor (CA) Score Summary

Premium Fixtures

GRZFO
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Concept Acceptor Score Summary GREFO

Top-Tier Concepts Premium Fixtures
Filtered Soap Closet | Outdoor Outdoor
TOTAL RESPOMNDENTS Wtr. Disp| Retract. | Disp. Towel Coat Water | Bthrm |Hi. Press.
curl) Spigot | Faucet Bars Hooks | Mister Sinks | Connect.
Base - Total Per Group {7150) 7750) (150) (7E0) [1E0) [150) [750) (1500
B (6 D E F G H d
% %

Category Acceptor Score
Top-2 Box On Purchase Intent

& Liking for Grifo s Manufacturer 450 58.3 51.3 50.0 49.0 49.0

Purchase Intent
Definitely/ Prabably Would Buy (NET)

Defnitely WWould By 14.6 232 | 227 19.1 13.9 18.0 14.7
BGJ
Probatly Would Buy 364 41.1 44.4 37.3 358.0

Liking for Grifo as Manufacturer

Like Extremely/ WVery Well (NET) 68.2
Like Extremely Well 13.2
Like “ery Well 550
CEH
i e
hear maximum, and minimum row values, ! Shad!ng !nd!cates va_lu_e is within 10% ofmaximum value for row.
Shading indicates minimurm value for raw,

(Excluding Condroh

Signifi

(90% CLy are jindicated by |etter(s) below
nrmk

i —
g to the number of desighated colimnis) | NOTE:: FitHenal firanl st daty; |

[Page 2 of &
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All Conceps Premium

Bi-Plot: CA Score vs. % More Likely To Buy From Grifo* GREFO

Fixtures

s9.00 == s

£5.00 P

*
¥ Retractable Qutdoor Spigot
£7.00 4

5!
!
B0 Potentially - |
s Viable ;
B ! Strongly Viable __
53.00 ! L .,
5200 i i £
' - Soap Dispenser Faucet 4 .
S1.00 | 2
S e Outdaor Y¥ater Mister '
=3 I ¢ Closet Coat Hooks 4 Bathroom Sinks L Ps P
(=] 1}
Sl s | Outdoor High &
- Kitchen/Bath Cahinet Hardware 4 Laundry Room ) Fressure Conmection -
£ 4100 Accessary 1% "
= I By
! ’ ’ i N -
= Decorative Yent Grates | Outdoor Yater Fountain
- I e . S
2| wn|Average Filtered WWater Diispensen(Control) ¢ Sl S Shampao
= | ]
gl wm ¢ Bathroom Storage Units | Outdoor Kitchen Sink @ D|sperEer
Sl wm ! Shower Soap
» | Dizpenser
b & Vater Hose Storage i
Qutdoor Beverage Cart !
40.00 H ’
5500 i Portable Shower
3500 Decarative Cahinet Hardwara H
* Garage Sink & Wark Area )
5700 i
* s
56,00 :g
il & Bathroom Lighting :g
5d.00 .
17.00 15.00 19.00 20.00 21.00 200 25.00 2d.00 2500 26.00 27.00
More Likely To Buy From Grifo* (%) 3
Concept Acceptor Scare {CAY = % for Conceptwho are Top-2 Box on hoth Purchase intent Q3 and Liking For Grifo As Manufacturer Q5.
L *Percentage of respondents More Likely to Buy Concept fram Grifo than other birands, NOTE: Fictional brand and data.
and who are alsa neutral to negative about buying it from any company other than Grifa, [Page 3 of5 |
A
#& % " (% e #3 %
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Bi-Plot: Summary Grid™

Top-Tier and Mid-Tier Concept Extensions

Premium Fixtures

GRIFO

B - bove Ay on CAY Above Avg onEquity Measure

[ IBelow Avy on CAZ Above Avy on E quity Measure

i | Above Avg onCAS Below Average on E quity Measure
Below Avy on CAS Below Awvy on Equity Measure

Retractable Outdoor Spigot

Soap Dispenser Faucet

Towel Bars

Closet Coat Hooks

Qutdoor Water Mister

Bathroom Sinks

Qutdoor High Pressure Connection
Mid-Tier

Kitchen/Bath Cabinet Hardware
Laundry Room Accessory
Decorative Vent Grates

Outdoor Water Fountain

Filtered Hot Water Dispenser (Control)
Outdoor Kitchen Sink

Bathroom Storage Units

Shower Soap Dispenser
Electronic Shampoo Dispenser
Towel VWarmer

583
513
500
490
430
487

11l

-] Q Q

) ]

k3 ’é’ 2
L )
S ¥ N
oo 0'%. I
05 Dy Sy
Doy T hd

487

1 -

473
460
460

I il
ial 1

453

450

440

438

433

433

427

- ** Based on top 2-box ratings. HOTE: Fictional brand and data,

- [Page 4 of & ]
Demographic Summary G Ri}[ FO
Top-Tier Categories — Concept Acceptors vs. Rejecters Premium Fixtures

Hot Wtr Retract. Soap Closet Qutdoor Qutdoor
Disps. Qutdoor | Dispenser Towel Coat Water Bathroom | Hi. Press.
(Control) Spigot Faucet Bars Hooks Mister Sinks Connec.
Acc Re] |Acc Rej | Acc Rej |Acc Re] | Acc Rej | Acc Rej | Acc Rej | Acc  Rej
Base-Total PerGroup (58) (33) B8 (63) | (77) @3 | FB) @B} | @& (77| 78 OFH | FH 7N 73 0N
%% %% % % %% %% %o % %% %%
Gender
Male 38 5 a7 43 =2 43 50 43 51 45 55 52 46 EL
Female 41 43 43 57 48 gf &0 51 49 55 46 48 & 52 49
Age
25to0 34 22 18 295 13 f2 8 i A 16 17 B 8 16 8 12 16
35 to44 13 | 22 19 11 24 20 e i3 | ar 2 19 20 20
45to 54 2 vl M 97 23 24 24 25 2 275 97 o7 g2 21 1B
55 to &4 22 16 i 12 i 24 21 14 30 a3 18 22
65 and Older g 0 14 14 22 15 22 18 18 10 7 12
Average Age 46.4 476 806 | 47.2 43.1 803 | 500 526 | 476 507 | 487 476
[ Baxed number is significantly higher (90% CL) than Acc/Rej number of same Concept
Acc = Concept Acceptar - Those who are Top-2 Box on Furchase fntent and Top-2 Box Liking for Grifo as Manufacturer
Rej = Concept Rejecter -- Those not meeting the above qualifying definition as Concept Acceptar
”.l'_.!'.'_
phiark NOTE: Fictional brand and data,
- [Page 5 of & |
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TURF Results Summary
Optimal Combinations of Lines Containing 5-7 Designs

23

Corporation

= Atotal of 14 paper towel designs were evaluated. TURF results were generated by assessing reach (Top-2 Box
Purchase Intent) in conjunction with anticipated purchase frequency (the average number of occasions that an
individual will purchase product in one year).

= The chart below shows the best reach x frequency for product lines consisting of 5 to 7 designs. The optimal and
near-optimal design combinations in product lines of 5 to 7 designs are detailed on subsequent slides.

Designs Evaluated:
Autumn Leaves

Calico Print
Cows

Daisies

Floral Medley
Grapes

Indian Blanket
lvy Border

. Muted Abstract
10. Pinwheels
11.Splash

12. Multi-Swirls

Five Six Seven 13. Sunflowers
14. Tuscany

Total Sample (h=400)
8.4

OO NOO R LN

Reach X Frequency

Number of Designs Combined

@ﬁiﬂ‘u MOTE: Fictional brand and data. |

— [Page 1 of 4]
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Optimal & Near-Optimal Combinations: 6 Designs ;per
TURF Results Corporation
= Below are the top ten combinations of sets with 6 designs:
Top 10 Reach X Frequency Combinations of 6 Designs
Combination of 6 Designs (by row) for the Represemative Sample (n = 400) RxF
Sunflowers lvy Border Floral Medley Calico Print Pinwheels Autumn Leaves 7.8
Sunflowers lvy Border Floral Medley Calico Print Autumn Leaves Daisies 7.8
Sunflowers lvy Border Calico Print Autumn Leaves Indian Blanket Splash 7.8
Sunflowers tlulit-Swirls lwy Border Flaral Medley Pinwheels Autumn Leaves 78
Sunflowers Mulit-Switls ley Border Floral Medley Autumn Leaves Indian Blanket 7.8
Sunflowers hulit-Switls ley Border Calico Print Auturmnn Leaves Splash 7.8
Surflowers hefulit-Swirl s lvy Border Autumn Leaves Indian Blanket Splash 7.8
Sunflowers lvy Border Floral Medley Calico Print Autumn Leaves Indian Blanket 7.8
Sunflowers lvy Border Floral Medley Autumn Leaves Indian Blanket Splash 7.8
Sunflowers lwy Border Calico Print Cows Autumn Leaves Splash Fis
NOTE: Fictional brand and data. |
[Page 3 of 4]
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