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Agenda

• MAP background

• What we expect to do for FDOC

• Anticipated workflow
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About MAP

• Analytic consultancy founded in 
2005 dedicated to improving 
marketing productivity using 
advanced marketing 
accountability tools and services

• Small, senior, entrepreneurial 
team

• Leaders include pioneers of the 
marketing accountability 
industry

• Senior staff backgrounds from
 leading ad agencies
 media planning and buying 

agencies
 market researchers
 management consultants
 marketers
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Client Experience
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Engagement Goals

Enable FDOC to:

• Measure current and prospective future ROI 

• React to metrics that would indicate need for change 
in any one of the many marketing components

• Optimize its level of spending or mix of components

• Allocate resources to the various marketing 
disciplines of advertising, public relations, and trade 
support

• Maximize return on investment for growers
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Program ROI

ProgramProgram
ROIROI

MarketingMarketing
SupportSupport MODELMODEL

RetailRetail
Demand ShiftDemand Shift

MarketingMarketing
ExpendituresExpenditures

Grower and State Grower and State 
BenefitBenefit
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Linking Marketing to Grower Benefit

• Retail
• FOB
• Delivered-in

Price
Linkage Model

• Retail demand shift
• Demand shift per dollar
• Optimal budget
• Optimal mix

Marketing Response Model 

• Channel reach
• Retail
• Restaurant
• Institutional

• State economy multiplier

Market Dynamics

• Quantity produced
• Inventories
• Demand

• Domestic
• Rest of world

• Market clearing price

Economic Model
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Media: Print, Radio, POS
In-Store Feature Ad & Display 

Collection

FSI Drop Date,
Face Value &

Circulation Data

Gross Rating Points (GRPs) 
by Campaign and Daypart, TV & Cable

Models Match Causes and Effects
The link between marketing drivers and volume is modeled with the goal 
of reproducing volume based only on the drivers.
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FDOC Model Inputs

GENERIC & BRAND MARKETING
• Television
• Print
• Radio
• Internet
• Public Relations

PRICING
• Price level of FC OJ/GJ
• Price level of RTS OJ/GJ
• Price gap vs. competitors

EXOGENOUS FACTORS
• Seasonality
• Weather trends
• Weather events
• Consumer income by region
• Other factors from discovery 

IN-STORE BRAND PROMOTION
• Features
• Displays
• Temporary Price Reductions
• Floor Effects
• Other Promotions

Weekly data by region:

INTERACTIONS, HALOS, AND SYNERGIES
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Illustrative Outputs
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Volume decompositions will show how much category demand is 
driven by FDOC and branded marketing.
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This shows how changes in marketing and non-marketing drivers 
resulted in the observed overall volume changes.
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Illustrative Outputs
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Response curves show where marketing opportunities lie at a 
glance.  They are the fuel that drives scenario planning capabilities.

Illustrative Outputs
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FDOC will have an automated tool for ongoing simulation and 
optimization in the dynamic juice market based on quarterly analysis 
results.

Illustrative Outputs
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Anticipated Work Flow

• 2007-08

– OJ regional + quarterly updates

– GJ/fresh grapefruit national

– Initial OJ results expected in April

• 2008-09

– OJ regional + quarterly updates

– GJ/fresh grapefruit national + semi-annual update

– Fresh orange & specialty citrus national


