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1 Management Overview

Once the novelty of any new technology fades, the market clamors for utility. For the Web to be truly useful to business and consumer users, they must be able to tame it, to give it order that’s relevant to them. 

A few companies (e.g., Yodlee, Onepage, and Octopus) have recently launched products aimed at allowing consumers or businesses to view content from different sources on the Internet through one Web site. In our view, however, none of these products offers consumers or businesses the opportunity to fully manage all their content from one URL via any Web-enabled device. The UCM meets this critical need head-on. It is a server-based interface that enables people to securely manage all their Web content. 

The UCM offers users an integrated environment through which they can organize all their online activities, from their favorite sites to their investments, e-mail, office procurement, or anything else they track on the Net. The UCM consists of separate ‘channels’ users may use to divide their business and personal lives; and ‘categories’ into which they may organize their activities. Each page, category, and section may be set for public or private display carrying varying degrees of password protection. This enables a user to allow others to access his calendar, for example, but not his online banking account. The UCM’s appearance tools allow users to fully customize their environment’s look and feel, revolutionizing the “My Web” experience. 

The UCM will be distributed through clients to their customers. As with the Business Website Solution, this will allow the client to create digital relationships with its customer base by delivering a highly valuable, branded product that can include proprietary, targeted “sticky” applications and content with a considerable speed to market. 

Companies that offer the UCM to their customers or employees gain more than just the branding and loyalty opportunities that accompany traditional premiums. The UCM also offers several opportunities for companies to display their messages or advertisements: a multi-page sponsor ‘channel’ the company may use to display a targeted version of its Web site; a high-profile portion of the user’s home page for relevant sponsor content; ad space in the browser skin; content or commerce options the user may choose to incorporate. Through data profiling and targeted distribution, customers can deliver the exact offers and messages their users want to see, whether the user is on the company’s site or not.

The UCM is the first profile-driven environment that enables individuals to manage content publicly or privately on the Web or mobile devices. Content is enabled by use of our unique target publishing architecture and proprietary tools. Using our Definer product suite, we can target information to users based on the profile information the user provides when answering a questions during the initial set-up of the UCM. As the user adds content, the system gathers this information and enables us to continually suggest information or applications that are useful or interesting to the user.

Key features include: 


· User profile orientation

· Natural Web site navigation for content organization

· Navigation-driven, context-sensitive ‘Billboard Content’ that provides targeted content and applications directly to the end user based on the category he has selected

· Complete ‘Communication’ services (including e-mail management, chat, address book, group calendar)

· Public Web site creation and publishing environment
· Integrated business and personal goods, services and applications
· Server-based technology, allowing businesses to provide updated content to their users’ desktops at will.
End-user benefits include:

· Single Web address to manage all of the end user’s Web content

· Simple insertion of applications from the billboards to the UCM; integrated applications populate the end user’s information for seamless operation

· Shared information across multiple applications or services is effortless

· Shortcuts from the Channel menu allows the end user to have easy access to commonly used features

· Surf the Web right from the end user’s UCM and dynamically save Websites back into the end user’s UCM environment, wherever the end user likes

· Receive targeted promotions based on the end user’s preferences, both in the end user’s business and personal environment

· Receive related links to Websites of interest to the end user’s category

2 Market Overview

2.1 Meeting End-Users’ Needs

More and more, the typical Internet user is a non-technical person, for whom the Net must be useful, rather than a mere marvel to explore. For them, the Web’s myriad choices are overwhelming and unnecessary. Consumers want the Web made manageable. 

America Online has become one of the most recognizable brands in the world because it has done exactly that. AOL enjoys enormous success because of how well it simplifies the online world -- letting its users type in logical keywords instead of “cryptic” URLs, for example. Each successive version of its software is touted as making the Internet "easier than ever." Significantly, you will never see AOL advertise how many thousands of pages are on its service, because that number would overwhelm users. For AOL, limiting users’ options has meant big business. (Read the article in Appendix A for studies on why more is so often less.)

But, whether it makes sense or not, users like to think they have unlimited choice. In ClickThings focus groups, even participants who were AOL users were irked by the idea that their content choices might be limited to those providers who paid for the privilege. 

What users want, then, is to gain control, order, simplification over the Internet – to make it theirs. Here’s how the UCM provides all this:

· Customizable look and feel lets users assert control over the appearance of their operating environment – a desire supported by the astonishing popularity of wallpaper, screensaver, and desktop theme downloads across the Web.

· Customizable navigation lets users categorize content according to their own priorities and their own sense of order.

· Robust choice of applications – including e-mail, calendaring, and (eventually) password and financial management – allows users to organize all their online activities from one central location.

· Prepopulated content (based merely on their location and their favorite categories), makes the UCM useful right out of the box, even before they exert any energy to customize it. 

· Ability to import content into their UCM simplifies the Net: bringing only the stuff they want, without them having to go out and find and click and wait for multiple Web pages to download.

· Ability to import that content from ANY Web site gives users unlimited choices, unlimited freedom.

2.2 Overview of All Markets

By allowing ClickThings clients to meet their customers' online needs, the UCM enables those clients to enjoy many of the same benefits enjoyed by AOL itself: the stickiness/pageviews of a gated community, a direct pipeline onto users' desktops to convey its messages, opportunities for branding, advertising, e-commerce, and user data even when the user surfs outside the community. In addition, the UCM offers one thing AOL does not: the kind of customer retention only possible from a fully customizable environment – not just a partial customization like that offered by so-called “My” solutions, but full customizability. The kinds of things any business is looking for online. Let’s look at each benefit in turn.

Customer Acquisition – The UCM provides a key differentiator in a crowded marketplace. 

Customer Retention – Once users customize the UCM, that time investment becomes a significant impediment to change. And if it proves to be useful to them, they won’t want to change. This same retention applies if a hosting company, for example, makes the UCM available to its clients’ users: Those clients must stay with that host if they want their users not to lose their UCMs. 

Data – All the user’s Internet surfing is done through the UCM, so the client gets the inside track on user behavior and preferences.

Branding – Adults spent an average of 7.7 hours per week online in 1999, a number that is expected to grow to 10.2 hours per week by 2003 (Jupiter Communications, July/Sept. 1999). UCM users will be spending those hours looking at the client’s logo at the top of every page, associating the client’s brand with the useful and positive experience provided by the UCM (“CLIENT = solutions.”).  Compare this with the 30 to 35-minute average time spent per site by the average viewer, and the value of the UCM’s branding opportunity is clear. But that’s the bare minimum. The client who provides specifically targeted, useful information on the user’s home page is giving the user the opportunity to interact with the brand, to see that area as a space with valuable information rather than as an ad. (See Fig. 1)
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Figure 1: How a business like Cisco Systems might use the UCM to put its message in front of its valued customers/resellers.


Traffic – What do Internet users frequently use to navigate the Web?

· 16% of newbies and 22% of veterans frequently use links off their home page

· 39% of newbies and 58% of veterans frequently use search engines 

· 54% of newbies and 71% of veterans frequently use bookmarks (Jupiter, July 2000)

If you look at the UCM as a home page made up of a user’s favorite places (plus a search engine), it becomes clear how much power the client area of the home page has to drive traffic. The only decision is where to drive it – e-commerce pages, company communications pages, strategic partner pages? (See Fig. 2)
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Figure 2: How NBCi might use the client area to drive traffic through its site. 


Communications – The Client area of the user’s home page will be a highly visible forum for the client’s messages. (See Fig. 3) In addition, a full channel of content will be the client’s to do with as he pleases. That channel might be a more targeted version of the client’s Web site, a detailed display of the customer’s account information, or targeted content configured by the client using Definer. 
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Figure 3: How an HMO might use the UCM for public relations purposes, offering content and services to project a caring image and improve its relationship with consumers.

Primary Target Markets

The discussion above demonstrates the UCM’s universal usefulness to business. The ripest markets for the UCM in Y2K, however, will be those markets that can realize a direct infusion of revenue from it: Web sites that rely on advertising for their revenue, and what we're calling "Lifestyle Retailers."

2.3 
Web Sites w/ Ad-based Revenue

The UCM enables sites to keep their audiences within their environments as they surf the Net, just as AOL does, enabling advertising-based Web sites to keep serving ads to their audiences even when users leave their sites. This is particularly appropriate for sites with enthusiastic followers – a fan base of their own. (See Fig. 4.)
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Figure 4: How Fox might leverage its Simpsons fan base to enable it to serve its football sponsors’ ads while those fans view other football sites.

2.3.1 Problem of Ad-Based Revenue Sites

The problem of every Web site that relies on ads for revenue is showing enough ads to make a profit. Any amount of traffic can be had, for a price. But if you have to buy 200+ banner ads for each visitor (the industry average), your users had better stick around long enough to see more than a few ads on your own site. Thus, the answer:  increasing the number of pages each user views per visit, a.k.a. the “page-view multiplier.” 

2.3.2 Ad-based Revenue Site Clients

Examples include iWon, ArtistDirect, Star Trek, Salon, Simpsons, MarthaStewart.com any of the professional sporting sites, and undoubtedly others with strong followings. Companies like Winamp and MP3.com, which offer server space for users to store MP3s of CDs they already own, could offer the UCM to users to build a whole world around their “storage” areas. 

2.3.3 Ad-Based Revenue Site Customers

Sites with audiences with true site loyalty – fans of the sites, who want to wrap themselves in that site’s brand. Happily, sports, Star Trek, and music fans span the demographic gamut.

2.4 Lifestyle Retail

The whole purpose of the UCM has users inputting their interests so that they can receive content and products that are relevant to them.  It is a marketing truism that targeted pitches work better than generic ones, and with the UCM, users are drawing the bulls-eyes on themselves. No spamming, no complicated mathematical inferences, no invasions of privacy necessary, just straight permission marketing. Just imagine the increased revenue potential attached to showing people exactly what they want to buy every time they log on to their UCM home page. (See Fig. 5)
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Figure 5: How a lifestyle retailer can turn its ads into content the user values.

2.4.1 
Lifestyle Retail Market

 The Lifestyle Retail market sells essentially commodity goods, but is able to charge a premium for them through the marketing of its image as a way of life its customers can aspire to. To maintain that brand identity and its top-of-mind status, this market segment seeks to extend its brand into every aspect of its customers’ lives. It’s not enough for Williams Sonoma to have brick-and-mortar stores and catalogs, it also publishes cookbooks and a magazine under its own brand. So, too, it won’t be enough for such retailers to offer a one-size-fits-all Web site; they’ll also want to permeate their customers’ desktops. At a glance, Lifestyle Retail offers these strengths and weakness as a target market:

	Examples
	Provide
	CT Products
	Strength
	Weaknesses
	Opp
	Threats
	CT Advantage

	Martha Stewart, 

Home Depot, Williams Sonoma, Timberland, Ralph Lauren, Nike, others (See below)
	Content and Transactions, Community
	UCM, WIK, Definer, BWS
	One to Many, App Integration, Ease of Use, Personalization, Target content
	No community focus
	Upsell, capitalize customer loyalty, cross-sell, advertising/sponsorship
	unknown, no retail experience
	Lots of them, High end user, brand awareness


2.4.2 Lifestyle Retail Clients

Run-of-the-mill retailers, such as Target or Amazon.com, will have a more difficult uptake unless they offer steep discounts or other “bribes” to encourage trial. A more natural fit are a specific type of retailer we’re calling “Lifestyle Retailers” -- brands like MarthaStewart, HomeDepot, Ralph Lauren, and Nike, whose customers act more like fans. (See table of examples below.)

	Prospect
	HQ
	Sector
	Comments

	William Sonoma

(WSM) 
	San Francisco, CA
	Retail for the Home
	Launched “TASTE”, a food, entertainment & travel magazine on October 30  

	IKEA

	Sweden 

(US HQ in S.F.)
	Furniture
	Recently launched “Space Magazine” to help inspire home furnishing projects 

	Nike

(NKE) 


	Beaverton, OR
	Footwear, Apparel, Accessories
	Extreme marketing campaign permeating entire sporting world including sponsorship of many top tier athletes 

	REI (Recreational Equipment Inc.) 


	Kent, WA
	Outdoors
	Maintain “Adventures” site to push vacation packages. Distribute REI memberships that entitle customers to additional deals (sometimes through 3rd party providers(

	Home Depot

(HD)


	Atlanta, GA

	Home Improvement
	Site provides suggestions and directions for home improvement projects including Fix It, Build It, Grow It, Renovate It & Install It. Site enables you to maintain “Personal Project File”

	Yamaha
	Buena Park, CA
	Music, Electronics, Motor vehicle manufacturing
	Manufacture many ‘lifestyle’ products such as musical instruments, computer products, and motor sports vehicles.

	Anheuser-Busch
	St. Louis, MO
	Alcoholic Beverages
	Large marketing budget to support brand awareness activities, often fanatic customer base (ties to athletics, esp. car racing)

	Toys R Us

(TOY)
	Montvale, NJ
	Toys, Apparel
	Strong brand name, large marketing budget, making push to regain pre-internet dominance (new relationship w/ Amazon)

	Pepsi

(PEP)
	Purchase, NY
	Food & Beverage
	“Pepsiworld” is online brand loaded with promotional items such as sweepstakes, music challenges, games challenges 

	Timberland

(TBL)
	Stratham, NH
	Outdoors
	Strong brand name with outdoors oriented people but website does little beyond giving information

	Harley-Davidson

(HDI)
	Milwaukee, WI
	Motorcycles
	Fanatic customer base, distribute many non-core items and run many events to promote brand name and encourage loyalty

	Reebok

(RBK)
	Canton, MA
	Sports and Fitness
	Promote ‘fitness lifestyle’ to support sales of footwear and general sporting apparel and equipment

	Philip-Morris

(MO)
	New York, NY
	Consumer Products
	Fanatic customer base, particularly tobacco and alcoholic beverage consumers

	Abercrombie & Fitch (ANF)
	Reynoldsburg, OH 
	Casual Apparel
	Entire A&F ‘lifestyle’ section of their website with photos, screensavers, cards, etc. devoted to brand awareness

	The Body Shop
	Burlingame, CA
	Personal Care
	“Bodyzine” and “Interactive” sections of websites dedicated to healthy lifestyle and environmental activism

	Rossignol
	Williston, VT
	Skiing Equipment
	Contests, promotions and event sponsorship all dedicated to brand awareness and product promotion

	Cannondale 

(BIKE)
	Bethel, CT
	Bicycle Manufacturer
	Contests, sponsorship, apparel, all designed to promote brand awareness and promote bicycle and motor vehicle sales

	Dean & Deluca
	New York, NY
	Kitchenware
	Purveyors of upscale food and kitchenware. Newsletter designed to inspire consumers to buy D&D products

	Coca-Cola
	Atlanta, GA
	Beverage and Bottling
	Coca-Cola sells many products beyond core competencies and all serve to increase brand awareness and promote beverage buying


2.4.3 Lifestyle Retailers' Customers

Lifestyle Retailers' customers like surrounding themselves with those brands. They are the people who subscribe to Pottery Barn and Williams and Sonoma catalogs and wear tee-shirts emblazoned with Harley Davidson and Nike. This is the reason we recommend pursuing this slice of the Retailer market.

2.5 Secondary Markets

Below are case studies from a few additional representative industries, some of which show UCM’s value as an upsell opportunity for the BWS.

Hosting Facilities – When hosting facilities make the UCM available to their client Web sites to offer to THEIR customers, they open a number of revenue opps: 

1. Licensing and/or usage fees for the UCM itself.

2. Add’l usage fees for increased page views to the Web site, naturally resulting from users doing all their Web surfing within the UCM. (The more the user does within the UCM, the more hits the site records.)

3. Add’l usage fees for increased page views to the Web site, resulting from increased marketing effectiveness because of the UCM. (Example: The Web site effectively leverages that area on the user’s home page to link to information or services on many pages.) 

4. Possible cut of increased business that results from the Web site’s use of the UCM. (Example: The Web site effectively leverages that area on the user’s home page to sell targeted merchandise to users, which do significantly better than areas interpreted as advertising, or untargeted merchandising.)

5. Increased business health of the client Web site keeps their checks from bouncing.


Telcos/broadband/cable modem – In May 1999, 65% of Internet users said that faster transfer speed would boost their online usage (Jupiter Communications), signaling tremendous pent-up demand. And the market is wide open, with 58% of users reporting that they would switch to an access provider other than the one they currently use for a reliable, quick connection to the Internet. Of those, 26% didn’t know whether they would turn to a cable company, telco, search engine, computer manufacturer or traditional ISP to provide it (Jupiter Communications, Oct. 1999). Unfortunately, 57% of women and 46% of men say they are unwilling to spend more for high-speed access than they are currently spending on standard access (Jupiter Communications, Aug. 2000). So, while the potential market for high-speed access is huge, the mandate to prove its value to consumers is keen.

The UCM is the kind of premium feature companies in this space can use both to differentiate themselves from their competition and help justify the added expense of their service. In addition, the valuable client space on the user’s home page can be sold or given to partner e-commerce sites, or used to promote other revenue- or traffic-generating venues. (Of biggest value to new high-speed users would be to use the home page space to promote the new things users can do with their new access speed, thus underscoring the value of their purchase while providing a valued service, as in Figs. 6 and 7 below.)
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Figure 6: How NetRail might use the UCM to justify the extra cost of high-speed access to consumers.

ISPs – In an era when free Internet access demonstrates the commoditization of the industry, the UCM represents a premium feature ISPs can offer to justify their fees. The valuable client space on the user’s home page can be used to drive traffic into the client’s channel or site and/or to promote e-commerce partners and premium services (such as higher bandwidth). (See Fig. 7)
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Figure 7: How an ISP can use the UCM to promote its high-bandwidth service (under the guise of programming highlights that happen to feature video programming) and drive traffic into the client area or site (via a daily poll).


Financial Services – Jupiter Communications reports that “The US online investable asset market is expected to exceed $5 trillion by 2005—roughly one third of all expected US households' stock assets.”  To gain control over that market, financial institutions must find ways to differentiate themselves from each other. (See the complete Oct. 3, 2000 press release in Appendix B.) The report anticipates the UCM when it continues, “Financial institutions must then channel their resources into cultivating better relationships with their existing customers to secure market share. Certain product categories, such as financial planning, discretionary money management, and life insurance, are particularly important because they represent not just products but relationships.”  

Banks “for whom an online customer is roughly a third cheaper than an ATM customer, and much cheaper than one who uses a teller” (Fortune, 10-30-00) would be well-advised to use the UCM to move more and more of their customers into online accounts. (See Fig. 8)
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Figure 8: How Merrill Lynch might use already existing content to forge a relationship with its most valued customers. 

In addition, credit card companies are working aggressively to stake their claim to the exploding e-commerce market. American Express, for example, has introduced a whole new line of products in order to position itself as THE card for e-commerce: the Blue card, the American Express Online Wallet, the Smart Card Reader, BlueLoot special offers and even a community for Blue card owners, called Blue Zone – not to mention the veritable financial portal of American Express proper.  Allowing users to configure the client area of their home page can not only drive home the point that AmEx is THE e-card company, but also enable AmEx to put relevant, revenue-generating goods and services in front of the eyes of their customers every day. (See Fig. 9)
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Figure 9: How a forward-thinking credit card / financial services company could use the UCM to achieve both branding and revenue.

Finally, financial institutions have an uptake advantage on other industries, in that their existing relationships with their customers make those customers more likely to trust the UCM – and, hence, more likely to get full use out of sensitive financial functionality. 

Vertical Portals – Vertical portals need to prove themselves valuable to businesses they want to capture. Small businesses can use the UCM to maintain their ClickThings Web sites and also to order supplies, pay their bills and more. The UCM and BWS provide a significant value to SMEs, earning vertical portals a piece of every sale on the SMEs Web sites and every order from the SMEs UCM. (See Fig. 10)
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Figure 10: How a vertical portal can use the value of the UCM and Business Website Solution to insert itself into the supply chain and get a piece of every transaction.
3 Positioning

3.1 Positioning for End-Users 

The UCM is your Internet Organizer. Everything you need every day – all in one place. Bigger than bookmarks. Smarter than a browser. Easier than a questionnaire
 
3.2 Overarching Positioning for All Markets

The UCM makes the Web manageable and efficient for users. Businesses that offer it to their customers gain a direct pipeline into their customers’ desktops, to use for promotion, advertising, merchandizing, traffic, or branding.

3.3 Positioning for Ad-based Web Sites

Keep serving ads to your customers even when they’re on other Web sites. 

3.4 Positioning for Lifestyle Retailers

Own your audience’s desktop. 

4 Competitors 

4.1 Competitors – General

One of the UCM’s key differentiators from its browser competitors (IE, AOL, MSN Explorer, NeoPlanet, Netscape), is the fact that it’s server based. 

Why We Developed a Server-Based Browser

· It’s an outgrowth of our BWS, which is server-based.

· Extreme programming lends itself to server-based products because they can be upgraded every two weeks with no additional user investment. 

· We saw that people were increasingly needing to access their information on the go, whether via PDA or from multiple PCs. 

· When the browser is server-based, it can make use of the huge content repositories we have without burdening users’ PCs.

To make the most of this advantage, we are emphasizing features that can’t be done with standard browsers:

· Sharing, collaborating

· Public pages

· PDA compatibility (Q2)

· Upload favorites

· Upload documents

4.1.1 Benefits of Being Server-based

For Clients:

· Ability to deliver/adjust targeted content to users at any time

For Users:

· Ability to access UCM from any computer or device (e.g.: home and work)

· Ability for people to share pages, whether UCM or desktop app docs 

· Ability for people to collaborate on a single document (same as above, different spin)

· Always newest functionality, without need to download updates

· No download, no complicated install, get started right away

· Takes no computer space / not limited by your available space

· Doesn’t take over your machine

· More customization options available, because they don’t have to be crammed into a download that’ll fit on your machine.

4.1.2 Drawbacks to Being Server-Based

There are drawbacks to being server-based:

For Clients:

· Can’t shrink-wrap it.

For Users:

· Slower performance 

· Security fears (who can access my UCM)

· Reliability fears (how secure are the servers) 

· Can’t use it offline

· Must have IE 5.5 (for now, at least)

4.2 Competitors – Ad-based Web Sites

The “My” solution, popularized by such portals as myYahoo!, has become nearly ubiquitous among Web sites trying to increase their stickiness. It offers limited customization of the site in the belief that people who take the time to customize their experience of that site will be more likely to return again and again – possibly making it their home page. 

4.2.1 Strengths

The strength of this solution is that it’s fast and familiar to users. 

4.2.2 Weaknesses

The weakness of the “My” solution is its limited customization. Customization is limited to customization of that site’s content, not content from the entire Internet, and appearance alternatives are severely constricted. Customizing a “My” site is like rearranging someone else’s house; customizing the UCM is like furnishing one’s own house. 




4.3 Competitors – Lifestyle Retail

	Product
	ClickMarks
	MyWay.com
	Octopus
	Onepage
	ClickThings

	Content

Text/ Graphics
	· Predefined horizontal content categories

· Partial Web site inclusion
	· Proprietary content only

· Fixed categories
	· Predefined news categories

· Some partner content integration
	· Predefined horizontal content categories

· Partial Web site inclusion
	· Integrated, contextual & user defined content

· Client influenced

· External Web site inclusion

	Applications
	· Account access management

· 3rd-party widgets
	· Framed 3rd-party providers


	· 3rd-party widgets

· Data share between widgets
	· 3rd-party widgets


	· Integrated widgets and applications

· Event-triggered data sharing across related applications

	Structure &

Interface


	· Task-based structure

· Predefined layouts

· Limited customization for end user
	· Non-hierarchical structure

· Portal layout

· Limited customization for end user
	· Non-hierarchical structure

· Predefined layouts

· Limited customization for end user
	· Non-hierarchical structure

· Predefined layouts

· Limited customization for end user
	· Deep hier-archical structure based on topic

· User-customized look & feel, navigation

	Client

Value
	Co-branded
	Co-branded, personalized portal


	No client value (go direct to consumer)


	Co-branded
	· Private-labeled

· Customer targeting/ segmenting

· Interactive dialogue

· One-to-many publishing

	Technology
	· Segmented environment

· Platform focused
	· Captive environment

· Extended portal


	· Captive environment

· Co-relating content


	· Segmented environment

· Limited extensibility for client & user
	· Open environment 

· Platform independent

· Highly extensible (publishing environment)


4.3.1 Strengths

The most significant strength each of these competitors has is that they are earlier to market than ClickThings is.




4.3.2 Weaknesses

The UCM has a more robust product than any of its competitors in this area. It is more highly customizable than any of the others, in both its presentation and content options, both of which are limitless. 

5 Cost Benefits

ClickThings licenses the UCM to clients, who stamp their name on it and offer it to their customers. Client licensing, usage, and customer support fees are expected to make up the bulk of ClickThings’ income on the UCM, but we anticipate additional revenue streams that may be enjoyed by ourselves or shared with clients, e.g.:

· Partners who sell services and merchandise to all UCM end-users, regardless of client, will pay ClickThings for the business they get. E*Trade, Paymybills.com, Amazon.com, and govWorks are some examples. 

· Advertising of such services and merchandise in the content library would be another source of revenue, but probably not a significant one. 

5.1 Pricing Plan

TK

6 Requirements

Once the UCM has attained basic user functionality AND the speed of use necessary to make it competitive (currently in development), then consumer uptake can be assured. Robust consumer uptake is critical to the UCM’s effectiveness for clients, so that has dictated its initial requirements. Once basic user functionality and speed of use has been achieved (mid- to late-January?) client-centric requirements like the following will take precedence. 

6.1 General requirements for all Markets 

6.1.1 Edit/View Modes

Product Management is currently investigating offering users separate Edit and View modes. Once users set up their UCMs, they will use it most often in View mode, making it unnecessary to download all the editing programming every time they use it. 

6.1.2 Highly Granular Data Tracking and Mining

The ability to track and report on UCM users will be key both to the product’s implementation, sales, and development. Clients will demand detailed, timely analysis of their users’ behavior in order to tailor its messages/offers appropriately and to confirm its value. ClickThings Sales will need such analyses to prove the product’s worth to potential clients. ClickThings Product Management will need such analyses to inform its continuing development process. 

6.1.3 Requirement sub item: 3d-party profiling vendor

Contracting an outside service (e.g. Personify or Engage) or product (e.g. Hitbox or Webtrends) for these analyses is advised. Business Development is looking into this.

6.1.4 Additional tools and/or components 

“Mini-apps” -- such as interactive dictionaries, calorie counters, ATM locators, and currency converters – are much beloved by users, who appreciate interactive elements on Web sites. In addition to being useful to users, integrated “maxi-apps” like portfolio trackers, payroll asps, and the like can be a potential revenue source for ClickThings and its clients.

6.1.5 BIG SPLASH REQ: Desktop app integration

In its initial form, the UCM allows users to embed files from their PCs into their UCMs. Fuller integration of this functionality will include the ability to “save” or “upload” users’ desktop documents to their UCM, enabling them to access them from any machine. This exciting functionality differentiates us from any of our competitors. Together with the sharing of UCM pages, it sets the stage for true business collaboration.

6.1.6 Sharing of UCM Pages

Sharing UCM pages means being able to import entire sections of other users’ UCMs into their own, viewing or working on a single document from multiple locations. Thus, the ability for users to share their UCM pages is key to reaching community, collaboration, and viral marketing goals. 

6.1.7 Requirement sub item: Public/private pages

Public/private pages, and multi-tiered permissioning for users.

6.1.8 
BIG SPLASH REQ: Full Favorites Integration

In its initial form, the UCM requires quite a bit of setup time from users, even when fully stocked with default content. The more effort that is required from users, the less uptake the UCM will get – it’s as simple as that. Phase one of Bookmark Importing allows users to create a page of hierarchical links out of their Internet Explorer favorites. Phase two of Bookmark Importing will enable users to automatically generate individual pages for each of the Web sites in their favorites file, significantly easing adoption. More than that, such functionality is unheard of among our competitors and a potential PR bonanza.

6.1.9 Full drag-and-drop page design

Usability will be greatly enhanced by the ability to drag and drop page content at will, not to a few predetermined “hot spots” on a page.

6.2 Requirements for Ad-based Web Sites

6.2.1 
Ads in the Application Skins

Ad-based Web sites are interested in page-views – more specifically, they will look to the UCM to increase their AD views. Thus, the UCM must be able to incorporate ads into its application skins so the ads can follow users wherever they go. Designs are in place for this requirement; I do not believe development has yet begun.

6.2.2 Requirement sub item 

Ads must be extremely relevant to be successful, so a dynamic relationship between UCM content, user demographics, and advertising must be in place. In addition, full implementation of this item will require coordination with the client site, so that the UCM can serve the site’s ads. 

6.3 Requirements for Lifestyle Retailers

6.3.1 
Highly Efficient Content Delivery

These brands are huge and possess both marketing and Internet savvy. Their Web sites already offer them the ability to deploy scheduled content automatically and dynamically. The UCM must offer a higher level of targeting and functionality. What the UCM offers that their Web sites don’t is the ability to send specific content to individuals based on each individual’s preferences, then it must be able to do that flawlessly. This includes multi-tiered permissioning – enabling a company’s designers to access certain features, and its editors and developers others.

6.3.2 Requirement sub item 

Same as 6.2.2 above. Content must be extremely relevant to be successful, so a dynamic relationship between UCM content, user demographics, and advertising must be in place. 




6.4  Requirement Priorities

	Functionality
	Effort

	1. Edit/View mode to enhance salability and usability.
	Huge

	2. Common to all markets is Data Tracking/Analysis (a.k.a. profiling), so it takes next highest priority.
	Huge

	3. Building on that information is another business requirement common to all markets: a dynamic relationship between UCM content, user demographics, and advertising. Until we have the foundation of these items in place, the next few items are just for show. 
	Huge

	4. Ads in the application area. 
	Small

	5. Additional tools/components.
	varied

	6. Dynamic and schedulable client content. 
	Medium

	7. Favorites integration.
	Small

	8. Full drag-and-drop page design. 
	Large

	9. Desktop app integration.
	Small

	10. Public/private designation of pages and the ability to share them.
	Large


(See Appendix C for the complete 2001 project plan for the UCM.)

7 Assumptions 

The statements herein are based on a few assumptions that may or may not hold true. 

7.1 Assumption 1:Competition

No significant additional players appear in this space. This does not include MSN Explorer, which is a client-side, direct-to-consumer product that does not offer a private-label solution for business. But it might include the purchase of one of our competitors by a big partner.

7.2 Assumption 2:Funding

Continued funding will be necessary for the UCM to meet these objectives.




8 Departmental Issues

This describes how other departments will be affected by this set of requirements

8.1 Billing

We anticipate that ClickThings' billing department will be much busier once the UCM comes online. Licensing and per-seat fees should require no additional training for ClickThings personnel. As usage-based applications are integrated into the UCM, however, new measurement and billing models will have to be determined and implemented. Any per-page or per-ad billing will also require coordination with whatever profiling solution we engage (requirement 6.1.2 above)
8.2 Operations

All business requirements discussed above will need the investment of further development time in order to be achieved. Rough resource estimates for the highest-priority items can be found in the Requirement Priorities table (section 6.4) above. The full list of requirements, grouped into functional “chunks,” is as follows: 

Chunk Plan 2001

	Chunks / Tasks
	Assigned

Priority

	Initial Test and Q/A Chunk
	1

	· The initial load on a machine after reboot takes long time
	

	· Browser hangs
	

	Performance Improvement Chunk (Download <100k)
	1

	· Edit/View mode 
	1

	· Investigate ways to have one server hit per click (move nav into separate frame set?) 
	2

	Browser Compatibilities

	· "Print page" functionality 
	1

	· “Send page” functionality 
	1

	Components Chunk 

	· Create new components
	2

	· Modify existing components to suit UCM
	5

	Import from Existing Tools Chunk

	· Favorites integration 
	DONE

	Moreover Chunk

	· Moreover feeds from apron in RSS, rather than html 
	1

	· Finish assigning publications to SISs
	1

	Desktop Application Integration Chunk

	· Messaging should link to Outlook
	2

	· Access desktop apps via frame's edit menu
	2

	· Upload desktop: Ability to save a file onto the server or disk
	4

	Sitemap Chunk

	· Drag and drop on sitemap 
	2

	· Mini sitemap component 
	CURRENT STORY

	· Disabled pages on Sitemap – Display them or not? Allow user to enable them
	DONE

	· User Preferences: “Make all category landing pages sitemaps.” 
	5

	· Collapsible sitemap
	6

	Page Properties Chunk

	· New page should be added as child of user-specified page
	DONE

	· Allow user to add blank page and blank channel
	DONE

	· Allow user to add URL in adding page
	DONE

	· Delete page should specify page being Deleted
	

	· Synchronize page name and channel name on channel landing page
	?

	· Allow user to change page name from the ILB area
	REJECTED

	· Limit # of characters in Page and Channel name
	DONE

	· Page/Channel navigation buttons on application area
	?

	· URL text box should update when you click off of a website
	

	Profiling Chunk (Data Tracking/Analysis)                                                     1

	Drag and Drop Chunk

	· Drag from apron & drop to nav 
	3

	· Drag and drop in content area (less pressing)
	5

	Security Chunk

	· Public/private designation of pages and ability to share them
	1

	· Lockout account after # of invalid password attempts 
	4

	· E-mail bounce checking and confirmation
	4

	· Eliminate CGI
	4

	· Display last login info
	4

	· Remove insecure functions from Instrumentation
	4

	· Password Encryption
	4

	· Source IP address login credential
	4

	Usability Chunk

	· Get rid of double scroll bar
	4

	· Make page length the same as UCM page to get rid of double scroll bar
	

	· Change default size of UCM popup browser to 800x400
	

	· “Change Categories” shortcut in bottom of nav bar 
	4

	Media Management Chunk

	· File cabinets for users to save files in (limited space free; additional space for a fee)
	5

	QuickForge Chunk

	· Ads in application area (command area)
	3

	· Develop interface for inputting/importing links on billboard (Linkshare?)
	4

	· Client interface for input content and set up permissions
	4

	· Clients to make additions to registration process themselves
	5

	· Clients to add/hide categories in the UCMs they provide
	5

	· Client-created channels (which would include only client-developed content)
	5

	· Client-controlled skin choices
	4

	· Clients to make UCM the home page in the UCMs they provide
	5

	· Componentize Registration
	DONE

	· Clients to deliver scheduled and/or dynamic content
	3

	· Rotate, modify uploaded images
	?

	Dynamic content/ad delivery Chunk

	· Look into LookSmart, et.al.
	

	Look-and-Feel Chunk

	· Application skins
	2

	· Headline links should match color scheme
	5

	· Configurable fonts: change font size and default 
	5

	External Web Site Management Chunk

	· Save as link and iframe 
	5

	· Kill switch for specific sites the user hates
	5

	Individual/Personal URLs Chunk

	Password Mgmt Chunk (a.k.a. universal log-in)

	· API for registering users (to import previously obtained registration info from clients) 
	5

	Comunications Chunk

	· Full integration of all communication functionality 
	5

	· Color scheme, logon, permissions, etc.
	5

	· Launch e-mail when user enters e-mail address in web site address bar
	5

	· Context-sensitive calendar
	5

	· Context-sensitive address book
	5

	Search Chunk 

	· Integrated Search (Copernic)
	5

	· Having both the search box and results appear in a user's UCM 
	5

	· Context- sensitive search
	5

	Filtering Chunk 

	· Look into NetNanny, et.al.
	

	Tip of the Day Chunk 

	Other Devices Chunk (wireless, HP)

	· Linked pages (UCM page edits automatically reflected in PDA or web site) 
	6


The Product Operations department will be able to provide more precise estimates for the larger projects in mid-January, once complete business and functional requirements for these projects have been drafted.

8.3 
Reporting and Statistic gathering

Proper data mining is dependent upon the implementation of requirement 6.1.2 above. Once that solution is in place, ClickThings' Data staffers will need to learn the new system and configure it for each client and product. This will require coordination with Product Operations to implement, and the maintenance of the profiling relationship and/or the profiling software. Once in place, however, the proper solution will allow CT and client personnel to access much data themselves. The right solution should enable sophisticated reporting with roughly the same amount of work that CT's current reporting system takes. 

8.4 Customer services

Customer Services will have to become as expert in the UCM as in they are in ClickThings' other products. The products are closely related, however, so the learning curve should be fairly easy. Client content delivery in the UCM, however, is likely to be more dynamic, so more client hand-holding may be necessary until an automated solution is in place (requirement 6.3.1 above). 

Clients should be urged to accept training in the marketing of the UCM to their customers, in order to ensure its successful uptake. Extensive marketing materials should also be prepared for clients to make use of.  

Clients should also be urged to accept training in effective content management -- not just how to use QuickForge, but what makes for effective online content. In the vernacular: "What makes good Web." Individual templates demonstrating good design, content, and marketing practices should be prepared for each client to follow if necessary.  

Clients will also need instruction in how to interpret the data reports provided by ClickThings -- what the reports say about their audience, what they say about their UCM design, what they say about the effectiveness of their marketing messages -- and how to turn those reports into actionable information. 



9 Appendix A: More Choice Isn’t Always Better 

In Weird Math of Choices, 6 Choices Can Beat 600

January 9, 2001

By ERICA GOODE

Choice is good. And the more choices, the better.

This simple American credo lines the shelves of grocery stores with 162 varieties of breakfast cereal, turns ordering a cup of coffee at Starbucks into an Olympic challenge, makes selecting a phone company an enterprise requiring a business degree and supplies dating services with an endless stream of hopeful customers.

It also underlies the way many economists think about human behavior. Human beings, according to traditional economic theory, are rational creatures who, faced with a choice, weigh the costs and benefits of each option and pick the one they prefer. And the more options people are given, the theory goes, the more satisfied they will be.

Yet in an article published last month in The Journal of Personality and Social Psychology, two social psychologists dispute this view, arguing that at some point, multiplying the number of alternatives people are given becomes counterproductive.

In a series of studies, Dr. Sheena S. Iyengar, an assistant professor at Columbia's business school, and Dr. Mark R. Lepper, chairman of Stanford's psychology department, have demonstrated that providing too many options   particularly when the differences between them are small   can make people feel overwhelmed and overloaded, and as a result, less likely to buy or pursue any of the options available.

Research subjects who were asked to select from an extensive array of alternatives, Dr. Lepper and Dr. Iyengar found, were less satisfied with their choices, found the choices themselves less attractive, and felt more frustrated and regretful than other subjects who were given only a limited number of options to choose from.

"One can go too far in the process of offering choices," Dr. Lepper said, "and when we are confronted with an array of choices that is larger than we can manage, it has negative effects."

While an abundance of research demonstrates the benefits of having options, Dr. Lepper said, the new studies are the first to rebut the notion that the human desire for and ability to handle choice is unlimited.

Dr. Edward L. Deci, a professor of psychology at the University of Rochester who studies human motivation, said that "having more than an optimal number of options is not necessarily a motivating factor, as these studies have nicely shown."

"It's very important for people to have choices, to be able to decide what's meaningful for them," he added. "But you can get overloaded with it, just as you can anything else."

In one of the studies reported in the journal, a group of subjects were asked to choose which type of chocolate they would buy from a selection of 6 Godiva flavors. Another group was asked to choose on variety from among 30 different flavors.

Subjects who were given extensive choices found the chocolates they had selected less tasty, less enjoyable and less satisfying than did the subjects given limited choices. They had more regrets about their choices and they were less likely to choose chocolates as compensation for taking part in the study than were subjects whose field of choice was restricted.

In another study, the researchers set up a "tasting booth" at Draeger's Supermarket in Menlo Park, Calif., an upscale grocery store known for its wide selection of foods. (On a normal day, Dr. Iyengar and Dr. Lepper report, Draeger's features "roughly 250 different varieties of mustard, 75 different varieties of olive oil and over 300 varieties of jam.")

When shoppers approached the booth, some found a selection of 6 types of jam to taste; others encountered a choice of 24 different jams.

The wider selection, Dr. Lepper and Dr. Iyengar found, attracted more shoppers: of 242 customers who passed by, 60 percent stopped at the tasting booth, compared with only 40 percent of the 260 customers who passed the more limited display.

But while nearly 30 percent of the shoppers given 6 choices subsequently bought a jar of jam, only 3 percent of those offered 24 varieties made a purchase.

"Even though consumers presumably shop at this particular store in part because of the large number of selections available," the researchers wrote, "having `too much' choice seems nonetheless to have hampered their later motivation to buy."

They added that "these findings are striking," and they "appear to challenge a fundamental assumption that having more, rather than fewer choices is necessarily more desirable and intrinsically motivating."

Dr. Lepper said he was inspired to carry out the studies in part because of his experience with Stanford's retirement plan. When he first started teaching at the university in 1971, Dr. Lepper said, Stanford offered only two investment options, one in stocks and one in bonds.

"Nine or 10 years later they offered a third choice," he said. "A few years later, it got up to five choices. And then they hired a new benefits group, who were great believers in cafeteria plans, and suddenly we had 157 options."

Dr. Lepper added, "My sense was that this was way more choice than anybody here wanted."

Dr. Barry Schwartz, a professor of psychology at Swarthmore College who has written on what he refers to as "the tyranny of freedom," said that in his view the proliferation of options in American life was often felt as a burden. "I think that we sort of worship at the idea that people should have as much freedom and autonomy to choose as they can," Dr. Schwartz said.

But in many ways Americans these days have nothing but autonomy.

"We have a choice of where to live, what kind of work to do, when to marry, whether to marry, when to have children, whether to have children, whether to be straight or gay," Dr. Schwartz said. "But when there are 100 options out there, you have no one to blame but yourself if you choose badly. And I think the combination of the escalation of expectations and this self-blame are both the result of a multiplying of options, and they can have devastating effects."

In his own work, he said, he is studying the differences between people who are "maximizers," viewing each choice as a challenge to find the very best option, and those who are "satisficers," approaching a choice as a search for any option that meets some specific set of criteria.

For a satisficer, Dr. Schwartz said, a wealth of choices is not a problem, since the task is merely to find one that works. "But if you're a maximizer," he said, "the more options there are, the more overwhelming it is."

In recent years, at least a few manufacturers have picked up on the idea that endlessly increasing consumers' options is not always an effective strategy.

In the early 1990's, for example, Procter & Gamble reduced the number of varieties and sizes of Head and Shoulders shampoo from 26 to 15. The shampoo's market share increased as a result, according to a representative of the company.

Still, as Dr. Lepper noted, many studies make clear that having a choice is better than not having choice at all.

Preschoolers offered a selection of magic markers, for example, draw better pictures than those told which markers to use. Grade school children asked to choose the projects they want to work on turn in work of higher quality than those given no choice. And giving people options, a host of studies show, can also increase their life satisfaction, the degree to which they feel internally motivated, and how much control they perceive themselves as having.

In some cases, it also pays to have as many choices as possible, Dr. Lepper said. If 1,000 people go into a library looking for something specific to read, for example, the more volumes there are on the shelves, the better. And the more entrees there are on a restaurant menu, the more chance people have of finding what they like to eat.

In such situations, said Dr. Lepper, "We know exactly what we want, and this gives us the opportunity to match it. Up to the point that it gets cumbersome, we're going to prefer to have more choices." 

The New York Times on the Web

http://www.nytimes.com/2001/01/09/health/09CHOI.html



10 Appendix B: Needs of Financial Institutions

US Consumers to Move One Third Of Investment Dollars Online by 2005, According to New Jupiter Research
Turning Relationships into Products Key for Financial Institutions to Capture Share of $5 Trillion US Online Investable Asset Market 

NEW YORK, October 3, 2000—The US online investable asset market is expected to exceed $5 trillion by 2005—roughly one third of all expected US households' stock assets—with a majority of those assets belonging to households earning more than $100,000 per year, according to new research released by Jupiter Research, a Jupiter Media Metrix company (NASDAQ: JMXI). To gather and retain online assets, financial institutions must integrate advisory and discretionary services into their core, customer-relationship management strategy. 

The research, unveiled today to attendees of the Jupiter Financial Services Forum, revealed that 13.1 million US households will use the Internet for banking transactions by the end of 2000, with that number growing to 43.5 million by 2005. Approximately 40 percent of all US households will use Web banking to check bank balances, pay bills, and research credit options--as casually as they use ATM banking today. 

"Consumers are increasingly inundated with information from many channels, and, for many, hands-on management of their financial portfolio is not their top priority. Therefore the best offering for these customers is a mediated relationship with their own wealth," said Robert Sterling, a senior analyst with Jupiter Research. "Financial institutions must work to capitalize on the interoperable nature and immediacy of the Internet to take a more active role in the day-to-day needs of customers." 

According to Sterling, financial customers will gain access to essentially the same products through a limitless number of institutions. Financial institutions must then channel their resources into cultivating better relationships with their existing customers to secure market share. Certain product categories, such as financial planning, discretionary money management, and life insurance, are particularly important because they represent not just products but relationships. 

"Because products look alike, it is the people behind the desks that must acquire and build customer loyalty while using technology to manage the drudgery of asset allocation or estimating insurance need," said Sterling. 

The role of human relationships behind transactions is also paramount in gathering assets. Jupiter analysts advise that financial institutions must shift the role of customer representatives, including that of insurance agents, stockbrokers and loan officers, to a role that is less focused on pushing product and more focused on building relationships and gathering assets. While some institutions have to alter job descriptions and develop a system of compensation bonuses, it should be based on gathering assets. 

	Assets in online investing accounts, 2000-2005
(in trillions) 

	2000
	2001
	2002
	2003
	2004
	2005

	$1.5
	$2.1
	$2.9
	$3.7
	$4.5
	$5.4


SOURCE: JUPITER RESEARCH
© JUPITER RESEARCH 

The Jupiter Online Financial Services Forum is taking place October 3 and 4 at the Sheraton Hotel & Towers in New York City. Jupiter will feature Tony Comper, chairman and CEO, Bank of Montreal; and Donald Marron, chairman and CEO, Paine Webber as keynote speakers. Comper and Marron will join more than 50 top executives from the insurance, banking, investment, and related financial services industries to explore key issues surrounding the online financial space. 

Speakers for this year's forum include: Margaret Iannuzzi, executive vice-president, Morgan Stanley Dean Witter Online; Jack McDonnell, CEO, Ameritrade; Glenn Tongue, president, DLJ Direct; Anil Arora, CEO, Yodlee.com; Amy Errett, chief asset gathering officer, E*TRADE; Clyde Ostler, group executive vice president, Internet services, Wells Fargo; David Espenschied, CEO, e-business division, Countrywide; and Robert B. Willumstad, vice chairman, global consumer group, Citigroup. 

Jupiter analysts will join panelists and participants to discuss issues such as privacy and security concerns of customers, online payment infrastructure, global financial strategy, and the wireless market. The Financial Services Forum will feature more than 55 exhibitors showcasing innovative services and technologies. Primary sponsors of the conference are Blue Martini and Wheelhouse. Jupiter Research will produce three additional forums in 2000, including the Jupiter Online Consumer Forum in London, Internet Commerce Forum in Sydney, and the Jupiter Entertainment Forum in Los Angeles. To register for the Jupiter Financial Services Forum or other Jupiter events, contact Jupiter Media Metrix at (917) 534 6000 or (800) 405 4413 x424. 

About Jupiter Research
Jupiter Research, a Jupiter Media Metrix Company, is the worldwide authority on Internet commerce, providing strategic analysis and insight to give businesses a competitive advantage in the complex and rapidly changing Internet economy. Jupiter Research provides its business-to-business and business-to-consumer clients with comprehensive views of industry trends, accurate forecasts and today's best practices, all backed by proprietary and industry standard data. Jupiter Research services cover broad business issues and industry and region-specific topics, providing written analysis, supportive data and access to expert analysts. Visit us at www.jup.com for more information. 

About Jupiter Media Metrix


Jupiter Media Metrix is the global leader in market intelligence for the new economy. The company delivers innovative and comprehensive Internet measurement, analysis, intelligence and events to provide businesses with unmatched global resources for understanding and profiting from the Internet. Jupiter Media Metrix brings together world-class, innovative and market-leading products, services, research methodologies and people. Jupiter Media Metrix brands include Media Metrix, AdRelevance, Jupiter Research and Jupiter Events. The Company is headquartered in New York City and operates worldwide, across the Americas, Asia Pacific, Europe (as Jupiter MMXI Europe), and the Middle East. Visit us at www.jmm.com for more information. 

This press release contains statements of a forward-looking nature relating to future events or future financial results of Jupiter Media Metrix. Investors are cautioned that such statements are only predictions and that actual events or results may differ materially. In evaluating such statements, investors should specifically consider various factors, which could cause actual events or results to differ materially from those indicated from such forward-looking statements, including the matters set forth in Jupiter Media Metrix reports and documents filed from time to time with the Securities and Exchange Commission.

# # #

11 Appendix C: 2001 UCM Project Plan

1. Common 

1.1. Continued Performance Improvements

1.1.1. Investigate ways to have one server hit per click (moving navigation into separate frame set?) 

1.1.2. Edit/View mode (to enhance salability and usability) 

1.2. Usability 

1.2.1. Get rid of double scroll bar

1.2.2. Modify existing components to suit UCM

1.2.3. “Change Categories” shortcut in bottom of nav bar 

1.2.4. Drag and drop

1.2.4.1. Drag and drop on sitemap 

1.2.4.2. Drag and drop from apron to nav bar  

1.2.4.3. Drag and drop in content area (less pressing)

1.2.5. Sitemap:

1.2.5.1. Mini sitemap component 

1.2.5.2. Option to make each category landing page a sitemap 

1.2.5.3. Collapsible sitemap

1.3. Client and Distributor Hosting

1.4. Profiling (Data Tracking/Analysis)

1.5. Interface definition and management

1.5.1. Moreover feeds from apron in RSS, rather than html format

1.5.2. Password mgmt (a.k.a. universal log-in)

1.5.3. API for registering users (to import previously obtained registration info from clients) 

1.5.4. Full integration of all communication functionality 

1.5.4.1. Color scheme, logon, permissions, etc.

1.5.4.2. Launch e-mail when user enters e-mail address in web site address bar

1.5.4.3. Context-sensitive calendar

1.5.4.4. Context-sensitive address book

1.5.5. Integrated Search (Copernic)

1.5.5.1. Having both the search box and results appear in a user's UCM 

1.5.5.2. Context- sensitive search

1.6. Media Management

1.6.1. File cabinets for users to save files in (limited space free; additional space for a fee)

1.7. Other devices (wireless, HP)

1.7.1. Linked pages (UCM page edits automatically reflected in PDA or web site) 

1.8. Browser Compatibilities

1.8.1. "Print page" functionality 

1.8.2. “Send page” functionality 

1.9. Extensions to QuickForge for UCM construction and mgmt

1.9.1. Ads in application area (command area)

1.9.2. Develop interface for inputting/importing links on billboard (Linkshare?)

1.9.3. Client interface for input content and set up permissions

1.9.4. Clients to make additions to registration process themselves

1.9.5. Clients to add/hide categories in the UCMs they provide

1.9.6. Client-created channels (which would include only client-developed content)

1.9.7. Client-controlled skin choices

1.9.8. Clients to make UCM the home page in the UCMs they provide

1.9.9. Componentize Registration

1.9.10. Clients to deliver scheduled and/or dynamic content

2. Extend dynamic relationship between content/ads and demographics 

3. Creation of components relevant to users and clients 

4. Desktop application integration

4.1. Messaging should link to Outlook

4.2. Access desktop apps via frame's edit menu

4.3. Upload desktop: Ability to save a file onto the server or disk

5. Import from existing tools

5.1. Favorites integration 

6. Continued Product Enhancements 

6.1. Security

6.1.1. Public/private designation of pages and ability to share them

6.1.2. Lockout account after # of invalid password attempts 
6.1.3. E-mail bounce checking and confirmation
6.1.4. Eliminate CGI
6.1.5. Display last login info
6.1.6. Remove insecure functions from Instrumentation
6.1.7. Password Encryption
6.1.8. Source IP address login credential
6.2. Look-and-feel
6.2.1. Headline links should match color scheme
6.2.2. Configurable fonts: change font size and default 
6.3. Individual/personal URLs
6.4. Tip of the day show automatically- set in preference 
6.5. External Web site Management
6.5.1. Save as link and iframe 
6.5.2. Kill switch for specific sites the user hates
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