WIN
PAS- III PRODUCT ASSESSMENT REPORT

PREPARED FOR: Daniel Hale
DATE: February_20, 2_0_04 o
PROJECT NO: PP004

' PRODUCT: E-Z Knob Lock

NOTE: The WIN Product Assessment (PAS-IIl) format is the product of over 25 years

of experience and research. It is a refinement of the PIES-IX (ninth edition of the

“Preliminary Innovation Evaluation System), and PEVAP-II, the second revision of the

Support American Made Product Evaluation and Venture Assessment Protocol. The

several versions and modifications of the PIES format have been used to evaluate an -
estimated 30,000+ new product ideéas.and inventions. The PEVAP format has been"
used to evaluate over 2200 products. PAS-lil draws upon the experiences gained from

both to provide innovators with an independent third party assessment of the risks and
potential of their products. This profile is intended to serve as an aid in decision-

making, and where appropriate, to suggest strategies for further direction, especially if

they are growth-oriented and thelr plans include  targeting sophlstlcated buying

organizations. :

The PAS-Ili format is biased toward newer products. However, it is used at all stages of
the product life cycle. Hence, some of the criteria and/or individual responses may be
less appropriate -for mature products. Likewise, the use of the PAS-Ill format across a
wide spectrum of products and markets has resulted in some loss of specificity. Hence,
some adjustment may be necessary.

All of the responses to each criteria are shown here to allow those who are not familiar
with the PAS-III format to understand the evaluator's frame of reference. The selected
response appears in bold lettering. “Don’t Know” and “Not Applicable” responses are
added whenever appropriate. The PAS-IlIl evaluation instrument is relatively
straightforward and easy to use. However, its design has not been a casual affair.
Considerable time, thought, and research have gone into the design and evolution of
this evaluation system during the last 25 years. This process will continue.
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. Readers wishing more information on any of the above criteria may refer to the
-indicated page number in the manual supplied with this. report. Please note that there

will be some differences in the questions and answers between this report and those

- provided in thé manual.. In addition, several of the “channels” criteria are new to this

~ format and will not be found in the manual. The manual-is under revision. We have
opted to use the PEVAP [ manual in order to br|ng PAS [l on line faster '
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Innovators should be sure they understand the crltena and their mterrelatlonshlps
before they attempt to use their PAS-III report in deciding what they should do next. For
your convenience, the page numbers of criteria discussed. in the manual are referenced
in your report. New criteria not discussed are so indicated by the notation [xxx]. Like
earlier versions of the PIES and PEVAP formats, PAS-IIl has been designed to help.
entrepreneurs better understand the product development process as well as serve
their assessment needs. Please note that the manual covers criteria not contained in -
" this report. These criteria relate to’ venture assessment as opposed to product |
assessment. The following pages of this report are dedicated to this dual purpose.
Some of the criteria, particularly those in the product strategy & experience channels
_ section, do not attempt to access risk or potential. I'helr function is to suggest strategies
for futu re commerCIallzatlon

SOCIETAL CRITERIA

1. LEGALITY: Interms of applicable Iaws partloularly product ||ab|I|ty regulatlons
and product standards, this product...[p.37]
might not meet regulations/standards, or reduce I|ab|I|ty, even if changed. -
" might need substantial change to meet regulatlons/standards reduce liability.
~ might require modest revision.
_ might require minor changes
e no problemslchange Ilkely

2. SAFETY ConS|_dermg potentlal hazards and side effects, the use of this product
will be...[p.39] :
very unsafe, even when used as intended.
unsafe under reasonably foreseeable cwoumstances
relatively safe for careful, instructed users.
"« safe when used as intended, with no foreseeable hazards.
very safe under-all conditions, including misuse.

3. ENVIRONMENTAL IMPACT: In terms of pollution, litter, misuse . of natural

' resources, etc., use of this product might...[p.41] -
violate env1ronmental regulations/dangerous environmental consequences.
have some negative effect on the environment.
have no effect on the environment if properly used.

o have no effect on the environment.
have a positive effect on the environment..
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4. _SOCIETAL IMPACT: In terms of the impact (beneﬂt) upon the general welfare of
society, use might.. [p.42]
have substantial negative effect.
have some negative effect.
have no effect if properly used.
have no effect on society.
e have a positive benefit to somety if properly used.

LTS LA

. BUSINESS RISK CRITERIA

5. FUNCTIONAL FEASIBILITY: In terms of mtended functions, with this product
~actually do what it is intended to do? This. product p.46] '
is not sound; cannot be made to work'
won't work now, but might if modified. -
will work, but major changes might be needed.
will work, but minor changes might be needed
o will work, no changes necessary

6. PRODUCTION FEASIBILITY W|th regard to technical process or equment
' required for production, this produict will .. [p.48]
be impossible to produce now or in the foreseeable future.
be very difficult to produce.
have some problems which an be overcome
have only minor problems
e haveno problems :

7. STAGE OF COMMERCIALIZA'I ION Based on avallable lnformatlon this

- product..:[p.48] ' o
falls short of being market ready.

will require substantial time/effort to be market ready.

could market through informal channels; formal will require change/testing.
- o is ready to go; few changes/testing reqwred

an establlshed product no changes/testlng requ1red

8. INVESTMENT COSTS: The amount of capital needed for commercialization of
this product is likely to be...[p.49]
greater then expected returns — product shouId be dropped /
excessive — expenses might not be recoverable.
heavy — probably recoverable.
moderate — recoverable within five years.
e low - recoverable within three years.
NA — product established.
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9. _PAYBACK PERIOD The expected payback period (time required to recover
new commercialization costs) is likely to be...[p.50]. .
‘Over 10 years.
7 to 10 years.
4 to 6 years.
e 1to3 years.
less than one year

10. _PROFITABILITY Proﬂtablllty, or return on. investment (ROl) is-defined as the
' extent to which anticipated revenues will cover the relevant costs (direct, indirect
and capital). Anticipated revenues...[p. 54]
~ might not cover any of the relevant costs..
might cover direct costs, and contribute to indirect and capital costs. '
might cover direct and indirect costs, but might not meet capital costs.
¢ might cover direct and indirect costs and exceed capital costs.
' will cover dlrect and indirect costs and easily exceed capltal costs..

11.  MARKETING RESEARCH The marketing research requnred for expanded
commercialization of this product is likely to be...[p. 55] '
extremely difficult, complex and costly.
relatively difficult, complex and costly.
- moderately difficult and costly.
o relatively easy, simple and inexpensive.
very simple, straightforward and inexpensive

12. RESEARCH AND DEVELOPMENT: The research and development yet to be
“done on this product is.. [p 56]

very extensive.

extensive. _

- modest in terms of extent, dlfﬂculty and cost.

is likely to be modest. :

e very minor, if any at all.
“none — product establlshed
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DEMAND ANALYSIS CRITERIA -

13.. PO TENTIAL MARKET: The total market for products of th|s type m|ght
' be...[p.61] ' _
very small — very specralrzed or ]ocal in nature -
small — relatively specialized or regional in nature.
¢ medium — limited national market. ' '
-large = broad national market. -
very: Iarge extensrve national and possrble |nternat|onal market.

14. POTENTIAL SALES Expected sales of this product might be...[p. 63]
very small — economies of large scale not possible.
~small — economies of large scale not likely.
e medlum economies of large scale are possible.
large - economies of large scale are likely.
very large — economles of large scale WI|| be substantial.

15. TREND OF DEMAND: 'I'he market demand for products of this type appears to
' ~be...[p.65] . '
rapidly declining — product mlght soon become obsoIete
) declining — potentially obsolete in the near future
e steady — demand expected to remain constant.
growing slowly — modest potential. E
rapidly expanding — S|gn|f|cant growth opportunlty

16.  STABILITY OF DEMAND Fluctuatron in demand for products of this type is
’ likely to be...[p.66]
highly unstable — subJect to severe, unpredictabie fluctuations.
~unstable — susceptible to moderately unpredictable fluctuations.
. predlctable variations can be foreseen with reasonable accuracy.
: - stable — modest variations can be accurately foreseen.
highly stable — not susceptible to fluctuations.
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7. PRODUCT LIFE CYCLE The product life cycle (PLC) refers to how Iong a

product can be profitably sold  before the market shifts, or is replaced. by

competitive new products. The PLC has nothing to do with durability, or how long
a product will last in ‘use. In this case the PLC, wh|ch is averagmg bout four -
years, is likely to be.. [p 67] '
less than two years.
two to four years.
o five to sevenyears.
. eight to ten years.
more than ten years. -

18. PRODUCT LINE POTENTIAL The potentlal for addltuonal products mult|p|e
styles, qualities, price ranges, etc., is...[p.69]
: very limited — single product onIy
. I|m|ted to minor modifications only.
: moderate — multiple markets/use potential.
high — new product spin-offs likely.
- very high — could be foundation of a new industry.

. MARKET ACCEPTANCE CRITERIA

19.  USE PATTERN COMPATIBILITY: Compatibility with existing attitudes and
methods of use for this product is...[p.73] '
- very low — will block market acceptance.
e some conflict; might slow market acceptance.
- moderate — no negative effects.
high — compatibility will aid marketing effort.
very high — will give market acceptance a strong boost.

20. LEARNING: The amount of learning required for correct use is...[p.75]
very high —expensive and/or time-consuming training requlred
“high — detailed instructions required.
moderate — normal instructions sufficient for most users.

¢ low — minimal instructions needed.
very low — no instructions needed.
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21. NEED The level of need t“IIed or ut|I|ty provrded by this |nnovat|on is...[p.76] -
~ very low — gimmick soon forgotten by the owner,
low —only superficially fulfill psychological or phyS|ca| non-essential needs
-e - moderate —fulfills both psychological and physical non-essential needs
' high — fulfills either basic psychological or physical needs.
very high — fulfills both psychological and physical needs.

22. -DEPENDENCE The degree to which the sale or use of this product ' is

: dependent upon the purchase ot- ownershlp of other products processes or

- systems is...[p.78]
very high -~ no market control.
~ high — little market control.

- moderate — reasonable market controI

“low — strong: market control.

very low — complete market controI

- 23, VISIBILITY The advantages and benefits ofthls product are...[p.80]
- very obscure — very difficult and/or costly to communicate.
obscure — requires substantial explanation.

visible — requires some explanation.

T

very VISIb|e mlght generate word-of mouth: commurncatlon

24. PROMOTION The costs and effort reqwred to promote the advantages,
features, and benefits of this product are likely to be...[p.81]
- very high — prohibitive in relation to expected sales.
high — relative to expected sales. :
e moderate — . commensurate with expected sales
' low — relative to expected sales.
very Iow relative to expected sales.

- 25, DISTRIBUTION The cost and. dlﬁlcu|ty of establlshrng new distribution channels
for this product are likely to be...[p.82] - '
very high — prohibitive in relation to expected sales.
_ ~ high - relative to expected sales.
¢ moderate — commensurate with expected sales.
low — relative to expected sales.
very low — relative to expected sales.
NA — product established.
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26. SERVICE The cost and dlfflculty associated W|th prov1d|ng service for this-
‘product is likely to be...[p.83]
very high — will require frequent service and parts
“high — will need periodic service and parts.
moderate — will need occasional service and parts.
“low — need for service and parts will be infrequent.
. very low — will require little or no parts and serwce
- does not appIy

COMPETI TIVE CRITERIA

27. APPEARANCE Relatlve to competltlon and/or substitutes, appearance of thls
product might be perceived by potential customers as...[p. 88]
véry inferior — no customer appeal. :
inferior — little customer.appeal.
similar to other produicts.
e superior — has customer appeal.
~very superior — has strong customer appeal

28. FUNCTION Relative to competltlon and/or substltutes performance of thls
product.is likely to be perceived as.. .[p.89] : '
very inferior — a significant competitive disadvantage.
inferior — some competitive disadvantage. -
similar — not noticeably better or worse. -
e superior —a noticeable improvement and competitive advantage.
o very superior — a major lmprovement and a significant competitive advantage.

29. DURABILITY: Relat|ve to competltlon and/or substltutes durab|||ty of this
product is dikely to be perceived as...[p.90] o
very inferior - a definite competltlve dlsadvantage
inferior — cannot be promoted as an improvement.
« similar — not noticeably better. :
superior — easily promoted as a major |mprovement
very superior — easily promoted as a major improvement.
- does not apply.

30. PRICE: Relative to competition. and/or substitutes, price is likely to be viewed
as...[p.91] '
much higher — a definite competitive disadvantage.
higher — a competitive disadvantage.
e about the same as competition/substitutes.
lower — a competitive advantage.
much lower — an important competitive advantage.

\
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31.  EXIS TING COMPET ITION: Existing d|rect and |nd|rect competltlon for th|s
product appears to be...[p.93]
very high — new entry-will be difficult and costly
high — only a small market share is likely. :
moderate — market penetration gan be gained with reasonable effort/expense
« low — a significant market share might be possible.
~ very low - entry mlght be easy/relatwely inexpensive.
32, - NEW COMPETITION.. _Competltton for thl_s pr_oduct from new entrant or
competitive reaction is expected to be...[p.94] '
very high — product lead will be very short.
high — product lead will be reIatlver short.
« moderate — market share can be maintained.
' low - product lead will be relatively long.
very low — a strong chance to sustaln Iarge market share

33.. "PROTECTION ConS|der1ng patents copyrlghts technlcal difficulty, secrecy, or
other bars to competltlve reactlon the prospects for protection appears to
be...[p.95]

no meaningful Iegal or other protectlon ||ke|y '

no meaningful legal protection, but some other protection might be possible.
limited legal protection, but some other protection might be possible.
moderate patent, copyright, and/or long term trade secrecy possible.

e patent, copyright,_ and/or trade sec're'cy in place.

EXPERIENCE AND STRATEGY CRITERIA

34, TECHNO..OGY TRANSFER The potentlal for licensing or selllng this product

...[p.100].
very low — chances are very remote.
low — firms typically reject ideas of this type.
_ modest — worth very-limited mvestment of personal time and effort.
e good — worth some personal effort.
very good — worth investing in.

35.  NEW VENTURE: The potential for usmg this product to start a new business
venture is...[p.103]
very poor — should not be con3|dered
poor — potential to support even a small venture is questionable.
¢« modest - might support a self-financed small business.
good — might attract informal smaller investors.
very good — might attract serious/large investors.

Product Assessment Report Provided By:
The Innovation Institute .
852 Highway MM
Everton, MO 65646



- WIN
PAS III PRODUCT ASSESSMENT REPORT

- 36. MARKETING EXPERIENCE Expanded commercrahzatron of this product will
: - require...[p.108] . ' :
a:very high level of marketlng experience and sophrstlca’non
a high level of marketing experience/sophistication.
" o amoderate degree of marketing experlence/soph|st|cat|on

a low level of marketing experience.

a.very Iow level of marketlng experience.

37. TECHNICAL EXPERIENCE Expanded commercialization .of thIS product will
' require...[p.111] '
a very high level of technlcal expenence and sophistication.
" a high level of technical experience/sophistication.
a moderate degree of technical expenence/sophlst|catron
_ a low level of technical experience.
 avery low level of techmcal experience.

38. FINANCIAL EXPERIENCE AND RESOURCES Expanded commerCJallzatlon of
this product will require...[p.112] '
a very high level of financial experience and/or very substantlal resources
a high level of financial experience/sophistication & substantlal resources.
a moderate degree of financial experience/resources.
e alow level of financial experlencelresources
a very low level.of financial experience and comm|tment/resources

39. PRODUCTION MANAGEMENT EXPERIENCE: Expanded commercialization of
this product will require...[p.114] '
a very high level of production experience and sophistication.
a high level of production experience/sophistication.’ -
e a moderate degree of production experlencelsophlstlcat|on
~ alow level of production experience.
a very low level of production experience.
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CHANNEL-RELATED 'CRITERI'A

40. PROMOTIONAL REQUIREMENTS In terms of promotional efforts especially
point of purchase required to support sales, this product is best swted to.. Ip.118] -
informal local channels, such as craft shows. '
-stores w/high level of personal selling available (high- end specralty stores)
¢ channels providing some promotional support (specialty stores and catalogs).
' general merchandise stores with some promotional support.
o small mass merchandisers with limited promotional support.
~ _national mass merchandisers wiwide distribution, but little promo
‘electronic channels of distribution (Internet & home shopplng)
rndustrlaI/|nstrtutronal/government channels.

41.  SALES/SELLING PRICE Given expected sellrng prrce and/or sales Ievels this -
: product is best suited to...[p.116] ’
mail order and/or informal channels with a hlgh degree of ﬂexrbrlrty
~ o specialty catalogs/stores with narrowly defined limited specialty markets.
drug/hardware/grocery stores. .
chain department stores.
. 'cham discount stores.
electronic channels of distribution (Internet & home shopprng)
|ndustrlaI/mstltutronaI/government channels.

42. PACKAGING REQUIREMENTS: The packaging for this product is
~ presently...[xxx]
unsatisfactory for most channels/markets.
“satisfactory for informal channels.
suitable for electronic/mail order distribution.
appropriate for some channels of distribution. ‘
¢ may meet 'the standards of sophisticated buying organizations/m'ark'ets

43. VOLUME SUITABILITY: In light of likely demand this product is best surted
- xxx] '
‘informal channels of distribution.

e . specialty, Internet and other low volume tolerant channels
general merchandise stores.

e smaller mass merchandisers.
national mass merchandisers.
electronic channels of distribution (Internet & home shopplng)
industrial/institutional/government channels.
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.44,  DISTRIBUTION STRATEGY: If recommended,. the optimal channels for
introducing this product into the marketplace are likely to be.. [xxx‘]
informal local channels, such as craft shows.
those with high level of personal selling (high-end specialty stores)
« channels with some promotional sypport (specialty stores & catalogs).
general merchandise stores with limited promotional support.
« small mass merchandisers with some promotional support.
 mass merchandisers w/wide distribution, but little promotional support

- e electronic channels of distribution (Internet & home shoppmg)

mdustrlaI/|nst|tut|onallgovernment channels

SUMMARY CRITERIA

45. OVERALL BARRIERS TO MARKET EXPANSION The barrlers to market
expansion faced by this product are...[xxx]'
very high —need established, weII-flnanced sophisticated product champion.
high — will require solid financing ‘and an experienced management team.
; ‘moderate — will require substantial input from experienced consultants.
e low —a small company should be able to handle this project. -
very low — easy entry; could be handied by a new venture start-up

46. OVERALL MARKET ATTRACTIVENESS: Considering competition, difficulty of
establishing: channels of distribution, cost of reaching target market, financial,
ethnical and other barriers, and potential risk vs. potentlal profit, the risk-profit

ratio of this market opportunity is...[xxx]
very weak.
likely to be weak.
_ - marginal.

e marginally acceptable.

- acceptable.
likely to be strong.
very strong.
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47. PRODUCT OVERALL STATE OF READINESS AII th|ngs consrdered this
product appears to be...[p.131]
of low potential; may not be worth further development
"ot ready for the market; substantial work remains to be done.
not quite ready; some work remains.
may be ready for cautious limited distribution.
‘ready for some channels but will need modrfrca’uon in others
. ready for the market few, if any, changes needed.

48. PRODUCT COMPETI1 IVE ADVANTAGES Relative to exrstlng/potent|a|
' competmon the competitive advantages of this product are...[xxx]
inferior — prospects for capturing available share of market are poor.
' S|m|Iar — taking market share away from competitors will be difficult.
o better — might gain market share in niche market. .
much better — can compete with marginally entrenched competltors
significantly better — might compete with well-entrenched competitors.
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EVALUATOR’S SUMMARY OPINION

‘Based 'on the above fln'dln'gs it is. the evaluators opinion that the Commermal
‘Assessment Rating of this product is 41 CAR as indicated below:

0. 10 20 25 30A35 40 42'_,_“...50, 60 70 80 ~ 90 ..'100 :
-+ + e S S S ), . SRR SR + + 4+ L+

RRCET Y]

- -The CommerC|aI Assessment Rating (CAR) score. reflects the evaluator's summary
judgment of the likelihood that you will be able to successfully market and/or license
your product. Because of the dynamic interactioh of the forty-eight criteria contained in
the WIN PAS-IlIl format, we have elected to rely on the evaluator's judgment in
determining a CAR for this product. This score was not determined by calculating a
‘numerical score for each criterion and adding them to reach a final score. There are
- methodological problems to this approach. Consequently, we have elected to draw-
upon the chief evaluator’s experience and judgment. This is the: approach used virtually
by all industrial and retail buyers. However, few buying organizations use a formal and
structured evaluation format. - .

Very few products receive' a' CAR score above 50%. This is consistent with the
-philosophy that it takes more than a better mousetrap to be successful; it also takes.
sound management, adequate financing and good marketing, all venture-related factors
not know at the preliminary evaluation stage. Do not rely solely on the CAR in making
decisions about further development and/or. commercialization of this project. Study the
forty-eight criteria carefully, and use the manual as an aid in developing a better
understanding of how these. criteria interact with one another, and how these
interactions may affect your decisions and your strateg|es for. development and
: _-conlmerC|aI|zat|on of thls project. .
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EVALUATOR’S RECOMMENDATlON |

Risk . is present in the development of -every product Further |nvestment should be
made only/after careful consideration of the risks involved. Our experience indicates
that products receiving a Commercial Assessment Rating (SLR) below thirty (30) have
unacceptable risks and probably should be abandoned. Those with CAR scores
between thirty and thirty-four (30- -34) carry-a high degree of risk, but may have sufficient-
~ (but limited) -potential to warrant very limited and cautious investment. Ratings between
-~ thirty-five and thirty-nine (35-39) appear to have at least modest potential, but typically -
have some unknowns that need to be resolved. Products scoring a CAR of forty or forty-
one (40-41) are considered to have an acceptable level of risk and sufficient potential to
~warrant further development, but have unknowns that need to be resolved. Ratings of
forty-two (42) or more are considered to involve an acceptable IeveI of risk and are
recommended for further development .

Accordingly, further investment in your-product:

IS NOT RECOMMENDED - ————-(Under 30 CAR)

SHOULD BE VERY LIMITED AND CAUTIOUS —eme-(Between 30-34 CAR)
SHOULD BE LIMITED AND CAUTIOUS -- - (Between 35-40 CAR)
v 1S RECOMMENDED BUT NEED TO RESOLVE UNKNOWNS ----eer--er- (40-41 CAR)
1S RECOMMENDED FOR SMALLER/SPECIALTY o -
'CHANNELS OF DISTRIBUTION : - - (Over 42 CAR)
IS RECOMMENDED AFOR LARGER/NATIONAL | -
CHANNELS OF DISTRIBUTION - S— (Over 42 CAR)

In purSuing-furthe’r'Co_mmercialization of your product, pay particular attention to the

experience, strategy and channel criteria. Be very 'cautious about pursuing

‘commercialization yourself, unless you have the UaCr(g round required (or have access
to those who do) for successful commercialization as indicated by criteria 36-39 above.
Criteria 35, 40 and 41 are also very important, especially to entrepreneurs. Consider
your circumstances, resources, talents, and abilities in your decision-making. .
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