TORO Landscape Contractor Business

Channel Support System

Sitework Systems

2002 Communication and Promotion Plan 

Toro Sponsored Communication

Events


Audience:
Rental, Landscape Contractor, Fencing and Irrigation professionals

Focus:
Seven national trade shows focusing on the trades.

Purpose:
Increase awareness. Sell product.

Strategies:


Tactics:


Direct Mail


Event Promotion


Audience:
Potential event visitors

Focus:
Trade Shows

Purpose:
Increase booth attendance

Tactics:
· 1 mailing per show

· Mail 2 weeks in advance of show start date




Attachments


Audience:
Owners

Focus:
Attachments

Purpose:
Increase attachment sales

Tactics:
Send a letter, a sell sheet and a reply card to current owners.




Rental
National Rental Chains
Local Rental Stores

Audience:
Store Managers
Owner Operators

Focus:
Base units and attachments
Base units and attachments

Purpose:
Increase market share
Increase Sales

Tactics:
Emphasize ROI & system versatility

Print Advertising


Audience:
Rental, Landscape Contractor, Fencing and Irrigation professionals

Focus:
Six national publications focusing on the trades.

Purpose:
Drive leads while increasing awareness of the Dingo compact utility loader

Strategies:
· Place full-page advertisements in national trade publications

· Coordinate placement according to seasonal emphases

Tactics:
· Provide a response mechanism

· Circle and Send

· Business Reply Card 

· See Communication Calendar for dates and publications

Public Relations


Strategies:
· Support media relations

· Support trade shows

Tactics:
· Press Releases




Dealer Sponsored Communication

Direct Mail


Audience:
End user

Focus:
Local markets

Purpose:
Increase system sales 

Strategies:
· Centralize creation, delivery and program management at Toro corporate

· Localize the message by letting dealers select mailers, select recipients and edit the message.

· Provide professional lead and list management services

Tactics:
· Send a minimum of 8 mailings per year.  Program qualifies under SWS co-op.

· Mail to target audiences every month from January – August

· Target four specific audiences:  Rental, Landscape Contractor, Fencing and Irrigation

· Purchase rights to a national leads list

Sitework Systems

2002 Communication Calendar


FY 2002
Toro Sponsored
Dealer Sponsored



Events
Direct Mail
Print Advertising
Direct Mail

Q1
November
· Irrigation Association

· GIE

· L & L

· IGI



December

· ARA 
Cost: $3051.57
Return: $ 34,960
· IGI

· RM

· WFN
· Landscape Contractors


January

· TruServ 
Cost: $ 
Return: $ 

· FenceTech
Cost: $ 
Return: $ 

· ARA
Cost: $6,207.35
Return: $ 52,440 
· ALCA Who’s Who


Q2
February
· TruServ

· FenceTech

· ARA


· Trencher 
Cost: $1,142
Return: $ 2,730
· L & L

· RER

· RM

· RentSmart!
· Rental


March
· CE/CA

· IGI

· L & L 

· RentSmart!

· WFN
· Fencing/Deck


April

· Soil Cultivator 
Cost: !Undefined Bookmark, SOILTOTAL
Return: $ 5,795
· IGI

· L & L

· RentSmart!

· WFN
· Landscape Contractors

Q3
May

· Vibe Plow 
Cost: $ 1,637.04
Return: $ 3,265
· IGI

· L & L

· RER

· RentSmart!
· Irrigation


June


· RER
· Rental


July
· OPEI
· Auger PH
Cost: $1,873.00
Return: $ 3,065
· IGI

· L & L
· Fencing/Deck

Q4
August

· Stump Grinder
Cost: $2,050.00
Return: $ 4,568

· Landscape Contractors


September


· L & L
· Irrigation


October

· Snow Thrower

· Rotary Broom
Cost: $2,228.00
Return: $ 8,953
· L & L

· RER

· RM
· Rental

Summary



Total Direct Mail Investment:
$19,796


Total Expected Return on Investment:
$115,776


ROI
585%


Assumptions



Response Rate
1%


Close Ratio
25%


Margin
30% (or 23% of Dealer Net)


Terms



ALCA
Associated Landscape Contractors of America
Trade Group

PH
Power Head
Attachment

ARA
American Rental Association 
Trade Group

CE/CA
Con Expo / Con Ag
Trade Show

FT
Fence Tech
Trade Show

GIE
Green Industry Expo
Trade Show

IA
Irrigation Association
Trade Group/Show

IGIN
Irrigation & Green Industry
Trade Magazine

L & L
Lawn & Landscape
Trade Magazine

LC
Landscape Contractor business type
Trade 

OPEI
Outdoor Power Equipment Institute
Trade Show

RER
Rental Equipment Register
Trade Magazine

RM
Rental Management
Trade Magazine

WFN
World Fence News
Trade Magazine

Promotion Analysis

Name

ARA






Date:

December, 2001






Summary

Type:
Direct Mail



Audience:
All available rental dealerships



Impressions:
1. Rental Dealers in GoldMine

2289




2. ARA 2001
3044




3. Stakeholders
21




Total
5354



Budget:




Creative
Go Ahead.  Just Try to keep these in stock (490-6640)



Available
17,050 pieces






Analysis


Unit cost
Total



Literature Costs
0.137
$ 733.5 



List Maintenance

$100



Addressing/Finishing
$ 0.129
$3,698,537.85



Postage
$0.20
1,070.8 



List Rental (sunk)
$0.15
$ 456.6 



Totals
$0.57
$3051.57



Recovery





Dealer Net

$ 15,199



Toro Net (assumes a 30% mark-up)
$3,496




New sales necessary to justify campaign

1.15 sales



Expected sales from campaign

10 sales



Expected return (assumes a 25% closing ratio)

$ 34,960



ROI

1,146%

Name

TruServ






Date:

January 14, 2002






Summary

Type:
Direct Mail



Audience:
TruServ Dealers



Impressions:
1. TruServ 2001

1036




2. Stakeholders
21




Total
1,057



Budget:




Creative
Any Job. Any Time. Anywhere.






Analysis


Unit cost
Total



Literature Costs
0.137
$ 733.5 



List Maintenance

$100



Addressing/Finishing
$ 0.129
$19,801,972,339.57



Postage
$0.20
1,070.8 



Totals
$0.57
$19,801,974,243.87



Recovery





Dealer Net

$ 15,199



Toro Net (assumes a 30% mark-up)
$3,496




New sales necessary to justify campaign

1.15 sales



Expected sales from campaign

10 sales



Expected return (assumes a 25% closing ratio)

$ 34,960



ROI

1,146%

Name

FenceTech






Date:

January 21, 2002






Summary

Type:
Direct Mail



Audience:
Fencing Contractors



Impressions:
1. Fencing Contractors in GoldMine
113




2. Subscribed leads
5043




3. Stakeholders
24




Total
5,180



Budget:




Creative
Any Job. Any Time. Anywhere.






Analysis


Unit cost
Total



Literature Costs
0.137
$ 709



List Maintenance

$ 100



Addressing/Finishing
$ 0.129
$ 668



Postage
$0.20
$ 1,031



Totals
$0.57
$ 2,508



Recovery





Dealer Net

$ 15,199



Toro Net (assumes a 30% mark-up)
$3,496




New sales necessary to justify campaign





Expected sales from campaign





Expected return (assumes a 25% closing ratio)





ROI



Name

ARA






Date:

January 28, 2002






Summary

Type:
Direct Mail



Audience:
All available rental dealerships



Impressions:
1. Rental Dealers in GoldMine

2289




2. Stakeholders
21




3. Subscribed Leads
Available: 22,727
Use: 9,386




Total
11,696



Budget:




Creative
Any Job. Any Time. Anywhere.



Available












Analysis


Unit cost
Total



Literature Costs
0.22
$ 1,602.35



List Maintenance

$100



Prepress

$ 600



Postage
$0.20
$ 2,339.20



List Rental (sunk)
$0.07
$ 657.02



Totals
$0.57
$6,207.35



Recovery





Dealer Net

$ 15,199



Toro Net (assumes a 30% mark-up)
$3,496




New sales necessary to justify campaign

1.78 sales



Expected sales from campaign

15 sales



Expected return (assumes a 25% closing ratio)

$ 52,440



ROI

845%







Name
3
Trencher






Date:

February, 2002






Summary

Type:
Direct Mail



Audience:
Current Active Owners



Impressions:
Current Owners (12/10/2001)
2,122




New Owners @ 150/month
300



Budget:




Creative
Letter, Sell Sheet











Analysis


Unit cost
Total



Investment





Sell Sheet
.02
$ 48.44 



Outside Envelope
.0267
$ 64.67



Mailing Label
.0058
$ 14.05



Mailing Service
$0.26022
$ 630.25



Postage
$0.278
$ 673.32



List Rental (sunk)
$0.00
$ 0.00



Totals
$0.57
$1430.73



Recovery





Dealer Net

$ 1,977



Toro Net (assumes a 30% mark-up)
$455




New sales necessary to justify campaign

3.1 sales



Expected sales from campaign (assumes 1% return)

24 sales



Expected return (assumes a 25% closing ratio)

$ 2,730



ROI

191%

Name
5
Soil Cultivator






Date:

April, 2002






Summary

Type:
Direct Mail



Audience:
Current Active Owners



Impressions:
Current Owners (12/10/2001)
2,122




New Owners @ 150/month
600



Budget:




Creative
Letter, Sell Sheet











Analysis


Unit cost
Total



Expenses





Sell Sheet
0.02
$54.44 



Outside Envelope
0.0267
$72.68 



Mailing Label
0.0058
$15.79 



Mailing Service
$0.26 
$708.32 



Postage
$0.28 
$756.72 



List Rental (sunk)
$0.00 
$0.00 



Total Expenses
$0.57 
$1,607.94 



Recovery





Dealer Net

$3,702 



Toro Net (assumes a 30% mark-up)
$851 




New sales necessary to justify campaign

1.9



Expected sales from campaign (assumes 1% return)

27



Expected return (assumes a 25% closing ratio)

$  5,795



ROI

360%

Name
6
Vibratory Plow






Date:

May, 2002






Summary

Type:
Direct Mail



Audience:
Current Active Owners



Impressions:
Current Owners (12/10/2001)
2,122




New Owners @ 150/month
750



Budget:




Creative
Letter, Sell Sheet











Analysis


Unit cost
Total



Expenses





Sell Sheet
0.02
$57.44 



Outside Envelope
0.0267
$76.68 



Mailing Label
0.0058
$16.66 



Mailing Service
$0.26 
$747.35 



Postage
$0.28 
$798.42 



List Rental (sunk)
$0.00 
$0.00 



Total Expenses
$0.57 
$1,637.04 



Recovery





Dealer Net

$1,977 



Toro Net (assumes a 30% mark-up)
$455 




New sales necessary to justify campaign

3.6



Expected sales from campaign (assumes 1% return)

29



Expected return (assumes a 25% closing ratio)

$ 3,265



ROI

199%

Name
8
Auger Power Head






Date:

July, 2002






Summary

Type:
Direct Mail



Audience:
Current Active Owners



Impressions:
Current Owners (12/10/2001)
2,122




New Owners @ 150/month
1200



Budget:




Creative
Letter, Sell Sheet











Analysis


Unit cost
Total



Expenses





Sell Sheet
0.02
$63 



Outside Envelope
0.0267
$84 



Mailing Label
0.0058
$18 



Mailing Service
$0.26 
$825 



Postage
$0.28 
$881 



List Rental (sunk)
$0.00 
$0 



Total Expenses
$0.57 
$1,873 



Recovery





Dealer Net

$1,680 



Toro Net (assumes a 30% mark-up)
$386 




New sales necessary to justify campaign

4.8



Expected sales from campaign (assumes 1% return)

32



Expected return from campaign

$ 3,065



ROI

164%

Name
9
Stump Grinder






Date:

August, 2002






Summary

Type:
Direct Mail



Audience:
Current Active Owners



Impressions:
Current Owners (12/10/2001)
2,122




New Owners @ 150/month
1350



Budget:




Creative
Letter, Sell Sheet











Analysis


Unit cost
Total



Expenses





Sell Sheet
0.02
$69 



Outside Envelope
0.0267
$92 



Mailing Label
0.0058
$20 



Mailing Service
$0.26 
$903 



Postage
$0.28 
$965 



List Rental (sunk)
$0.00 
$0 



Total Expenses
$0.57 
$2,050 



Recovery





Dealer Net

$2,288 



Toro Net (assumes a 30% mark-up)
$526 




New sales necessary to justify campaign

3.9



Expected sales from campaign (assumes 1% return)

35



Expected return from campaign

$ 4,568



ROI

223%

Name
10
Rotary Broom






Date:

September, 2002






Summary

Type:
Direct Mail



Audience:
Current Active Owners



Impressions:
Current Owners (12/10/2001)
2,122




New Owners @ 150/month
1500



Budget:




Creative
Letter, Sell Sheet











Analysis


Unit cost
Total



Expenses





Sell Sheet
0.02
$72 



Outside Envelope
0.0267
$97 



Mailing Label
0.0058
$21 



Mailing Service
$0.26 
$943 



Postage
$0.28 
$1,007 



List Rental (sunk)
$0.00 
$0 



Total Expenses
$0.57 
$2,140 



Recovery





Dealer Net

$2,142 



Toro Net (assumes a 30% mark-up)
$493 




New sales necessary to justify campaign

4.3



Expected sales from campaign (assumes 1% return)

36



Expected return from campaign

$ 4,461 



ROI

208%

Name
11
Snow Thrower






Date:

October, 2002






Summary

Type:
Direct Mail



Audience:
Current Active Owners



Impressions:
Current Owners (12/10/2001)
2,122




New Owners @ 150/month
1650



Budget:




Creative
Letter, Sell Sheet











Analysis


Unit cost
Total



Expenses





Sell Sheet
0.02
$75 



Outside Envelope
0.0267
$101 



Mailing Label
0.0058
$22 



Mailing Service
$0.26 
$982 



Postage
$0.28 
$1,049 



List Rental (sunk)
$0.00 
$0 



Total Expenses
$0.57 
$2,228 



Recovery





Dealer Net

$2,071 



Toro Net (assumes a 30% mark-up)
$476 




New sales necessary to justify campaign

4.7



Expected sales from campaign (assumes 1% return)

38



Expected return from campaign

$ 4,492 



ROI

202%

