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CATEGORY DEVELOPMENT WORKSHEET

Category:

Corporate Goal Category Goal Development Opportunity

Current Consumer Groups? (List by major Consumer groups in order of importance)

Consumer Group Customer Growth Potential (1-5)
Low Growth (1) High Growth (5)
01 2 3 4 s

1.
2. 01 O2 O3 4 s
3. 01 O2 O3 4 s
4. 01 O2 O3 4 s
5. 11 O2 O3 4 Os
6. 11 O2 O3 4 Os
7. 11 O2 O3 4 Os
8. 1 02 O3 4 s
9. 1 02 O3 4 s
10. 1 02 O3 4 s

What problem is this category solving for my consumer?
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Who are my future consumerse (List by major customer groups in order of importance

and opportunity)

Consumer Group Customer Growth Potential (1-5)

Low Growth (1) High Growth (5)

v 02 O3 O4 Os
v 02 O3 O4 Os
v 02 O3 O4 Os
0y 2 O3 4 s
0y 2 O3 4 s
0y 2 O3 4 s
01 O2 Oz O4 s
01 O2 Oz 04 Os
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How does the category solve the problem?

Major consumer problem Solution
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Current Products? (List by major product groups in order of importance)

Product Group Product Growth Potential (1-5)
Low Growth (1) High Growth (5)
(0 2 O3 4 s

p—

2. 01 O2 O3 4 s
3. 11 O2 O3 4 Os
4. 01 O2 O3 4 s
5. 11 O2 O3 4 Os
6. 1 02 O3 4 s
7. 1 02 O3 4 s
8. 1 02 O3 4 s
9. L1 O2 O3 4 Os
10. 0 O2 O3 O4 Os
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Current Products? (Solution rating)

Product Group Solution scale 1-5 (1-5)
Low rating (1) high rating (5)
0y 2 O3 4 s

1.
2. 1 02 O3 4 s
3. 1 02 O3 4 s
4. 1 02 O3 4 s
5. L1 O2 O3 4 05
6. L1 O2 O3 4 s
7. L1 O2 O3 4 05
8. 1 02 O3 4 s
9. 1 02 O3 4 s
10. 1 02 O3 4 s

What is the greatest category challenge?
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What are my greatest growth opportunities?

(List by major product groups in order of importance and opportunity)

Product Group Product Growth Potential (1-5)
Low Growth (1) High Growth (5)
0 O2 O3 O4 Os

1.

2. (11 O2 O3 U4 Os
3. (11 O2 O3 U4 Os
4. (11 O2 O3 U4 Os
5. [0 O2 O3 4 s
6. [0 O2 O3 4 s
7. [0 O2 O3 4 s
8. (11 O2 O3 4 s
9. (1 O2 O3 4 s
10. [y O2 O3 U4 Os
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How can | add value to my consumers with current product offering?

Value Based Strategies Time Frame
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How can | add value to my consumers with new product offering?

Value Based Strategies Time Frame

—_

W O N oy O AN

©

Pride Passion Profit © 2010 Pride Passion Profit Publishing Page 4 of 4
Bonus Offers



