Morningstar Site Strategy Document

FEBRUARY 14, 2000

Morningstar
Site Strategy Document

FEBRUARY 14, 2000



Executive Summary

With a well-known, well-respected brand and established
relationships with individual investors, advisors, and financial
institutions, Morningstar occupies a unigue competitive
position in the financial services marketplace. Aided by a
recent infusion of capital from SoftBank, Morningstar has
launched an effort to move its business to the Web. To
accomplish the challenge, Morningstar engaged Sapient to
help design and develop this Web presence and to help define
and create an online experience that will continue to
differentiate Morningstar as a premium brand in the financial
services industry.

During the Discovery stage, which concluded in late October,
a combined team of Morningstar and Sapient representatives
identified and investigated the range of current opportunities
for the advisor and institutional businesses. The team also
created a business strategy for the initial phase of the Web
implementation. Building on the Discovery project, the team
began two additional projects:

* The Site Strategy project (the subject of this docu-
ment), which focused on how many sites should be
created, the features of those sites, as well as the
vision for the experience the sites would create for
Morningstar’s customers.

e The Common Components Design (a separate
deliverable], which focused on how to design a
flexible technology infrastructure to support the
needs of the advisor and institutional businesses.

As a result of the Site Strategy project, several
recommendations have surfaced that will provide the
foundation for the detailed design and implementation of the
new advisor and institutional Web offerings.

The Solution: Two Sites

The combined Site Strategy team discussed several options
for structuring Morningstar's Web presence. After
considering the organization, financial, technological, and
brand implications for each option, the team recommended
two separate sites, one targeted to advisors and one targeted
to institutions. Taking this path creates the opportunity to

leverage the strength of Morningstar’s brand, to establish
relatively distinct experiences for the advisor and institutional
audiences, and to ease the transition of these business
segments to the Web. This direction will not preclude
potential reconfigurations of the sites in response to future
evolutions of the Web and changing market/competitive
conditions.

One site for advisors...

The advisor site would provide independent and captive
advisors with online access to Morningstar data, tools,
analysis, and commentary, all in a way that is robust yet easy-
to-use.

On this new site, advisors could search for and compare
investment information: track stocks and funds; create
graphs and tables; and publish their own reports. The site
would also offer electronic alerts based on user-defined
criteria.

The advisor site would be a valuable resource for advisors
struggling to expand their offerings and broaden their client

relationships through more comprehensive planning services.

Not only would advisors have access to tools and data, but
also content such as editorial analyses, news, and bulletin
boards to provide a larger informational context. Because the
site would focus on the specific needs of advisors, it also
would include features such as access to continuing
education and, in the future, professional referral networks.

The site would generate revenues from direct sales of
premium content (including tools, client support materials,
and educational offerings) to independent agents and
corporate accounts. Additionally, it would generate revenue

from online advertisers and sponsors. Morningstar could also

sell valuable site user information to institutional sponsors.

As a way to attract customers, some content should be free to

all visitors, while other content should be free only to
registered users.

...and a different site for institutions

On the institutional site, customers could access Morningstar
data, analysis, and commentary as well as other investment
universe data. This information should be much more in-
depth than that available to advisors.

Most of the data analysis features from the advisor site would
also be available on the institutional site with the added ability
to download data sets in various formats. The site would also
allow institutions to access valuable information about
registered and premium users of Morningstar’s advisor site.

The institutional site would generate revenues from direct
sales of premium content (including data, tools, and special
prepackaged reports) to institutional accounts. Again, to
attract users, some content on the institutional site would
need to be free, including relevant institutional content that is
currently offered at no cost on competitive sites and other
Morningstar sites.

Why Two Sites?

There are a number of benefits to be gained creating separate
sites for advisor and institutional customers.

Benefits of the Advisor Site

e Transitioning the existing, software-based Principia
product to the Web would result in expanded distri-
bution capability combined with a lower variable cost
of providing this information and service.

¢ A separate site focused on advisor needs could direct
advisors away from the retail site. By creating a sep-
arate and distinct Web presence for this audience,
Morningstar could preserve discrete advisor revenue
sources and combat current revenue erosion result-
ing from advisors buying retail-focused products.

e The modularity of the site means that product offer-
ings can be bundled to address the needs of captive
advisors within specific institutions. When marketed
directly to corporate purchasing “decision makers,”
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these targeted offerings represent an opportunity to
penetrate the captive advisor market.

An aggregated audience of independent advisors is
extremely attractive to institutional advertisers and
sponsors. Successful aggregation of this audience
will provide new revenue opportunities from advertis-
ing and corporate sponsorship of online information,
events, tools, and classes.

Benefits of the Institutional Site

The institutional site would allow Morningstar to
transition its existing data services functions onto the
Web, resulting in a lower variable cost of providing
this information and service.

Institutional customers can self-serve, including
Building and saving their own queries, or they can
contract with Morningstar for help. In either case,
query-building is simplified, reducing or eliminating
associated costs.

Having a separate site for institutional customers,
combined with an offline, direct sales process,
should help preserve discrete institutional revenue
sources, and combats the current revenue erosion
resulting from institutional purchase of advisor-
focused products, provided that clear differentiation
of the products incremental value can be conveyed to
the audience on the Web.

Product offerings can be bundled and tailored to target
specific institutional customers, including investment
management, marketing, and fiduciary users.
The result is deeper penetration within existing
institutional accounts.

Other Benefits

This solution drives product standardization, while
modularity of the sites provides for enhanced user
customization. Product standardization allows for
better understanding of costs and rationalized pric-
ing of products and services, while the modularity of
the sites preserves users’ ability to select and buy
only what they want.

* The modularity of these sites also provides for rapid
assimilation of new institutional- and advisor-
focused products and services, including those that
are provided by partners and alliances.

e A common, flexible infrastructure supporting institu-
tional tools facilitates the development of tool stan-
dards. In the future, tool standards can potentially be
used to drive online integration of institutions and
independent advisors. This is a valuable proposition
to institutions, which are looking for forums and
vehicles to solicit non-captive advisors. Tool stan-
dards contribute to Morningstar’s longer-term
strategic objective of creating a marketplace.

What's Next?

This Site Strategy document provides recommendations for
the design and implementation of the advisor and institutional
sites. For information about project plans and the approach
for future work, please refer to the formal proposal
document, “Web Strategy Implementation Stage 3 Proposal
which will be delivered under separate cover.
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Introduction

Beginning in late November 1999, and continuing for a total of
nine weeks, a team of representatives from Morningstar and
Sapient worked together to further define Morningstar’s
advisor and institutional Web presences. This project, called
Site Strategy, incorporated work from the previous Discovery
phase with additional research and design. The result is a
high-level plan for the design and implementation of two
Web sites, which we preliminarily refer to as
MorningstarAdvisor.com and Morningstarinstitutional.com.

Why a Site Strategy project?

Where the Discovery phase focused on Morningstar’s total
Web strategy, Site Strategy began shaping the individual
advisor and institutional presences. The assessments and
analyses performed in this project provide critical information
about how the sites should be constructed, how they should
relate to users and to each other, which features they should
offer, and how they should be packaged. Site Strategy
ensures that in designing the sites, Morningstar has
considered user need, technology constraints, and brand
positioning alongside their own business requirements. This
multidisciplinary perspective begins to establish a solid
foundation upon which a final solution may be built.

What did we accomplish during Site Strategy?

This Site Strategy project followed a five-week Discovery
phase that concluded at the end of October 1999. Some of the
work from the Discovery phase, including a statement of
Morningstar’'s long-term e-business goals, provided
important strategic context for work performed during Site
Strategy. The team used other Discovery work, such as client
interviews and a broad industry analysis, to construct initial
hypotheses and basic assumptions about site features and
underlying site architecture. The efforts of this phase then
concentrated on fleshing out the basic site features and
architecture assumptions and hypotheses. Sapient’s
Experience Modeling discipline spent time with Morningstar’s
customers to understand more about their work processes
and identify opportunities for Morningstar. As a team,
Morningstar and Sapient evaluated alternative site models

and selected a structure from which to begin planning the
site. We defined and prioritized features for the sites. Finally,
working definitions of the information and technical
architecture, content strategy, branding strategy, and site
pricing models were created. These definitions make up the
content of this document and are meant to inform, not

determine, subsequent design and implementation activities.

What does this document include?
The main sections of this document provide:

* An overview of the suggested structure of
Morningstar’'s Web presence.

e Descriptions of the recommended features for
each site.

¢ Advisor and institutional user scenarios that illus-
trate how customers might use the sites.

e Preliminary advisor and institutional site maps.

The appendix includes assessments and recommendations
relevant to:

¢ Business implications, including pricing strategy,
customer transition and acquisition, and ongoing
development, operation, and management of these
sites.

e Digital brand strategies for both the advisor and
institutional sites.

¢ Brief competitive analysis of potential competitor
sites to identify both online opportunities and best
practices.

¢ High-level recommendations about the creation of
content for advisors and institutions.

¢ The current Principia product, including a general
assessment of the existing software-based product
and expected issues and challenges associated with
putting this type of application on the Web.

e A summary of the preliminary front end bench-
marks of the proposed sites.

e Other site model options that were considered.

» A summary presentation (created as the result of a
one-day strategic working session] that describes a
potential, longer-term digital business vision for
Morningstar and aligns high-level financial, market,
brand, organizational, and technology strategies.
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From Discovery To Define

This table shows how information from Discovery
was used in the Site Strategy project.

From Discovery to Site Strategy

DISCOVERY STAGE
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identified features for Morningstar's sdvisor and Institutional presences. Ve e T = ior Maominssmars d instibitiona c
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Identitied M ormin gstar's target sdvisor and institutional sudiences and sutlined their workflow s. B a poag T P =t ticeral g T prgt: e
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Intervies ed advisors and institutional employees to wndertan d thelr perception of Morningstar Bl e Dlioviery fndinGe b Groover aneas for
and identity explicit needs.
riermrened resserch Hrdings and iterated o the amvizor workflow process developed in Discovery
Analy red Morningstar’s competitive landscape to under stand business models of some understane
Merningstar competitors.

Analy zed Marningstar's current brand position in the advisor and institutional marketplaces,
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Model Overview

A “model” demonstrates how Web
sites and sub-sets relate to and
interact with each other.
Morningstar selected model that
provides separate sites, and
therefore distinct experiences, for
each of its audience segments.
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Model Overview

Site Strategy examined several methods of
structuring Morningstar's Web presence, taking
into consideration audience needs, Morningstar's
organizational requirements, and Morningstar’s
business requirements, among other factors.
After a review of the options presented,
Morningstar chose this model, an audience-
based approach that allows users to select
Morningstar services based on their immediate
needs. The other models that we evaluated are
included in Appendix G of this document.

For the time being, Sapient and Morningstar have
chosen to refer to the new sites as
MorningstarAdvisor.com and
Morningstarinstitutional.com. Incorporating the
Morningstar name into the URL should help
users identify the value they know Morningstar
provides with their experience on the new sites.
The official names for the new offerings will be
determined at a later date.

Morningstar
.com
[Retail)

Morningstar @ Morningstar
Advisor @ [nstitutional
.com o U .com

N ¢ N ¢~

Other

Other ..;'?“I?“Ir 'I'rF'EI!I“mFIi‘:l
rincipia” g nc "

Common
Infrastructure
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Model Overview

Why This Model Is Right for Morningstar

Preserves existing revenue sources

Currently, many advisors are taking advantage of the free
information available on Morningstar.com. By creating a new
site specifically for advisors, Morningstar may be able to
recapture revenue that may have been lost. In much the same
way, institutions are using Principia to get information at a
reduced cost. A site targeted to them, combined with a sales
process that happens offline, could preserve institutional
revenues.

The Web helps Morningstar use resources effectively

MorningstarAdvisor.com and Morningstarinstitutional.com
would share some common infrastructure, which would
support lower-level standards for tools. Potentially, this could
facilitate future online integration of institutions and
independent advisors. Not only do tool standards contribute
to Morningstar's vision of a marketplace, but provides a
valuable forum for institutions to solicit non-captive advisors.

Transitioning Principia functionality to the Web means that it
will be more easily accessible and available to more
customers. This move online should also allow for product
standardization, which will better enable Morningstar to
measure costs and price its products and services.
Ultimately, Morningstar should experience lower variable
costs associated with providing these services.

Provides a greater breadth of revenue opportunities

This model enables Morningstar to bundle products and
services to address the specific needs of an audience.
Morningstar may be able to penetrate the captive advisor
market if Morningstar markets these offerings directly to
corporate purchasing decision makers. Additionally, an
aggregated audience of independent advisors may attract
advertising and corporate sponsors of online information,
events, tools, and education.

Builds sub-brands supported by the equity of the
Morningstar brand

Morningstar’s brand is highly recognized among advisors and
institutions. This will enable Morningstar to create durable
sub-brands for the new advisor and institutional sites. Having
sub-brands means that each brand may grow and expand
with a minimal effect on other sub-brands, while at the same
time enhancing the Morningstar master brand. This strategy
will also differentiate the new brands from the competition in
the minds of advisors and institutions.By creating brands
targeted to the needs of an audience, Morningstar may
provide a meaningful experience for them that enhances
Morningstar's own credibility.

Why This Model Is Right for Advisors

Focuses on advisor’s unique needs

Each advisor has a unique way of working and each client
has unique expectations for the advisor. This model's
modularity allows advisors to pick and choose the services
that are relevant to them without forcing them to wade
through excess data.

Provides a range of information and services in one place

Clients are expecting more service from advisors, which
means advisors need to educate themselves on a broader
scope of subjects. The more MorningstarAdvisor.com can
support the range of activities advisors perform, the more
advisors will be able to effectively extend their own skill set
and relationships. This new site should not only provide the
data that advisors need, but also context for that data through
features such as articles and bulletin boards, Continuing
education also provides a way for advisors to remain viable as
their services become more and more commoditized.
MorningstarAdvisor.com could fulfill an important unmet
need for advisors by providing both the information and tools
they need, all in one, easy-to-use environment.

Eases the transition between software and the Web

Current Principia users have invested time and effort in
learning how to use the latest software package, so
Morningstar could face a challenge in migrating advisors
Principia use to the Web. Because of their familiarity with the
Principia brand, its initial presence on the site should help
advisors more comfortably transition to the online experience.
Additionally, the benefits of using the Web to access this
information—timeliness and immediate availability—are
invaluable to advisors and could eventually outweigh the
tradeoffs. The challenges of bringing Principia online are
discussed further in the Appendix E.

Why This Model Is Right for Institutions

Provides an environment suited to the particular needs
of institutions

The needs of institutional customers are very different from
those of advisors. Yet institutions are using advisor products,
which fall short of institutions” needs. Providing a separate
environment where institutions can obtain Morningstar’'s data
should encourage institutions to more highly value this data.
Additionally, the services planned for the institutional site will
provide access to the depth and breadth of information they
need. This site will allow institutions to "self-serve,” which
includes saving collections of data for future use.

Uses the speed of the Web to provide accurate information

Moving Morningstar data to the Web will offer institutions
real-time access to the data they need. They use this
information to make decisions about their business, so
important the accuracy of the information is critical. The Web
also offers timely resolution to problems as institutions adjust
data inconsistencies and miscalculations. Dynamic
communication will become the norm as customers prioritize
data and Morningstar successfully delivers important
information specific to each account.
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Aavisor Features

An information architecture for
the Web site begins with
understanding the features of the
site, how those features relate to
each other, and how users would
interact with those features.
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Advisor Feature Domains

Site Benefits

MorningstarAdvisor.com should offer the following benefits to
its customers:

e Comprehensive investment data services, including:

* Risk/goal assessments

e Asset allocation

e Client presentation tools such as graphs and tables
e Portfolio creation, both real and hypothetical

e Security execution

e Portfolio accounting

¢ End-to-end customer management solutions, from
initial risk assessment to security execution and
continuous portfolio monitoring

e Access to comprehensive Morningstar investment
data, including:

* NASD-compliant information

e Investment detail information such as holdings and
managers

e Morningstar ratings

e Morningstar style categories

e Timely access to Morningstar data updates
* Ability to set up customized alerts for information
important to you and your customers. Keep track of:

e The investments you offer

¢ Industry news relevant to you
* Competing fund performance
¢ Client portfolio holdings

e Customized searches that you can save

e Access to investment company qualitative
information (marketing materials, manager
strategies, etc.]

e Access to other advisors to facilitate the sharing
of ideas

e Access to industry experts an practice management
ideas

e Access to lifetime learning resources

Feature Domains

These diagrams are called feature domains. They represent
high-level collections of features in MorningstarAdvisor.com
that fulfill shared needs of Morningstar’s advisor audiences.

Morningstar has divided the advisor audience into two
subgroups: independent advisors and captive advisors. These
audiences perform three basic actions: research,
recommend, and support. The satisfaction of these actions
drives the tasks that advisors will perform online.

Research

“Ineed to make effective
recarnmendations 50
that my dients can make
informed finandal
decisions.”

I needto gather
information relevant to:
o myclients

& my company

* iy Carear

"I nesd to provide
continung support to
ke sure rmy dients
reach financial goals.”

ADVISOR AREA OF WORK DOMAIN

Maintaining a base of information and knowledge to . Research
help in all aspects of advissrwork, including
imvesirment research and contineng education.

Winning clients and generating business opportunities ) Recommend
by showding you are the right adviser to manage their
Imvestment strategy.

Retaining client relationships through menitoring B support
par thalios and responding to changes in cient siuations.
Maintaining business operations threwgh managing
process and informatien.

This section of the document also describes possible features
for MorningstarAdvisor.com. Please refer to the Web Strategy
Implementation Stage 3 Proposal to understand what is in
scope.
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Advisor Features Domain Description

Each domain breaks down into gradually smaller groups of features, and eventually into discrete tasks. While these domains do not represent a hierarchy or
navigational structure, they will provide the foundation for MorningstarAdvisor.com’s information architecture.

A,
Research Recommend

i

=

=]

L™

24)

frar]

<

O Imwestrment Reseanch Dpportunity Qualification Rec ammendation Generation
]

15

e__

Industry Research Operational Reseanch & Recemmendation

Continuing Education Presentation

Partfolis Manage ment

Client/Practice Management

. Morningstar
Y Y Y Y Y T [

Site Enablers

T 90000000
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Research Domain

The Research domain includes features that allow advisors to

accumulate and assess various types of information. Advisors'

research generally falls into three topics, represented here as
subdomains:

Investment research

* Raw investment data pertaining to advisors’ own
offerings, their clients” current holdings, and invest-
ments in general.

e Investment news, analysis, and commentary
pertaining to advisors’ own offerings, their clients’
current holdings, and investments in general.

¢ Information about trends in the advisor business
itself.

Industry research

 Marketplace information about people/organizations
who offer relevant services.

¢ Job opportunities for advisors from around the
industry.

Operational research and continuing education

e Educational courses and information to help them
run their businesses more effectively extend their
scope and level of service.

Investment research features

The following site features support the Research domain as
part of investment research.

Investment data

* Access to Morningstar mutual fund, closed-end fund,
stock, and variable annuity data.

® Access to detailed information about investments, as
currently represented in Principia Pro.

e Data notifications and alerts. Users would be notified
about the latest data changes on investments of their
choice. Users would be able to indicate which
investments or data elements (Morningstar rating,
fund manager) they want to monitor. When changes
occur, the system would notify the user of the
change.

Investment data layout customization

* Create customized views of Morningstar investment
data similar to what is available in the Principia
Research mode.

¢ Determine the types of mutual fund categories
(domestic stock funds, international stock funds, etc.)
they want to display.

e Select the data elements (fund name, Morningstar
category, Morningstar rating) they want to display.

e Set the order in which the data elements display.

¢ Sort the data displayed by the data elements they
choose.

Investment data search
* Search Morningstar investment data.

e Create complex searches using multiple operators,
fields, conditions, and relational variables (and, or,
not, less than, greater than, equal to).

¢ Create and save search criteria.

¢ Data notifications and alerts. Users would be notified
about the latest data changes to the results of their
search criteria. Users would be able to indicate which
searches they want to monitor. When changes occur
that affect the number of results for a given search,
the system would notify the user.

Investment news and commentary

* Data notifications and alerts. Users would be notified
about the latest commentary and news that is
relevant to them (what is being said about their
business and their competitors). Users would be able
to indicate "keywords" that they want to monitor.
When new information is available containing these
"keywords," the system would notify the user.

e Access to current and archived Morningstar Pages,
Category Overviews, Summary Sections and
Commentaries.

e Access to special research, reports, and editorials

Investment Research

Operaticnal Research &
Continuing Education

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 15

Salnjes JOSIApy Jelsbululop




Research Domain

Advisor-to-institution information sharing

As the source of many of the offerings advisors recommend
to clients, institutions, particularly fund companies, are
another valuable source of investment information.

e Institutions can post information to the advisor com-
munity. Also known as the Virtual Trade Show, this
feature is a mechanism for advisors and institutions
to communicate more effectively.

e Send requests for additional information. Advisors
would be able to send requests for additional infor-
mation to the institutions.

¢ Data notifications and alerts. Users would be notified
about the latest institution information that is
relevant to them. Users would be able to indicate
which institutions they want to monitor. When new
information is available from these institutions, the
system would notify the user.

Competitive research

The ability to compare the same data points across
investments is essential to understanding the relative market
position of offerings and investments. The site would offer
tools that allow users to compare data points across
investments within the same universe. Methods for

comparing data include creating charts/graphs (reference the

Recommend domain).

Intra-advisor information sharing

Other advisors could be another source of valuable
information. The site would offer forums including bulletin
boards for advisors to communicate with each other.

Printing information

Users would be able to print information. The use of .PDF
files and other tools would be used to maintain formatting.

Industry research features

The following site features would support the Research
domain as part of industry research.

Job listings

MorningstarAdvisor.com would be a source of career
opportunity information. Users would be able to view
classified ads from advisor firms and institutions seeking
personnel.

Services for hire

The ability to connect with someone who provides services or
has capabilities that might enhance an advisor’s offerings is
important in the time of changing client needs. Services for
hire would provide a space for people with special and even
tangential capabilities, including lawyers, accountants,
insurance agents and others, to network with advisors.

Operational research and continuing education features

The following site would support the Research domain as part
of operational research and continuing education.

Practice management education

e Access to the latest information regarding
Morningstar investment methodology

e Access to educational articles:
e Technical reviews
* Best practices
e Compliance
* Etc.
Integrated event hosting (enhanced chat]
e Access to industry thought leaders:
e Basic chat capabilities
¢ Streaming video technologies and other
interactive media
Distance learning

e Access to the latest educational courses on the tools
that advisors use.

e Access to certification courses.

Feature opportunities

The following features could be added to
MorningstarAdvisor.com in the future:

Referrals

This feature allows Morningstar to connect retail investors to
professional investors. Retail investors would be able to
request services. Those requests would be routed to
professional investors on MorningstarAdvisor.com.

Calendar of events

A calendar of events would list Morningstar and industry
events that relate to advisors.

Polls

Polls are an interesting way to gauge the attitudes advisors
have about particular topics Polls also allow them a method
of actively participating in the content available on the site.

Aadvisor ratings of investments

Similar to the Morningstar rating, but less scientific. Advisors
would be able to rate investments and investment companies
on such issues as service level, fees,etc. It is another way for
advisors to exchange information and participate in the
community.

Fund flows: What are advisors doing?

The ability of advisors to see what fund managers are doing
on the site is valuable intelligence information. This would
make certain customer behavior data points public. An
example of data points that could be made public are "top ten
investments viewed" or popular courses.
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Research Domain

The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

Each feature has been ranked on a scale from 5 to 1

¢ Arating of 5 indicates that the feature s a must have

¢ Arating of 1 indicates that the feature s a nice to have

The numbers 29 and 14 beneath the column headings indicate the relative weighting of each point of view.
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Research Domain

Investment Research Subdomain
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Research Domain

Investment Research Subdomain
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Research Domain

Investment Research Subdomain
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Research Domain

Investment Research Subdomain
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Research Domain

Investment Research Subdomain
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Research Domain

Industry Research Subdomain
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Recommend Domain

The Recommend domain includes features that enable
advisors to

¢ Analyze client and investment information.

e Create powerful, informed, and timely recommenda-
tions

® Present these recommendations in ways that suit the
specific needs of their clients

Three subdomains make up the Recommend domain:

Opportunity qualification

* [nformation and tools that allow advisors to evaluate
a client’s current financial situation

e Information and tools that allow advisors to prepare
for the recommendation process by performing asset
allocation and portfolio creation

Recommendation generation

¢ Information and tools that allow advisors to research
and select investment offerings appropriate for their
client’s specific situation

Recommendation presentation

¢ Information and tools that allow advisors to
communicate their proposed investment strategy to
their clients, in a way that enables effective, informed
decision making.

Opportunity qualification features
State assessment

Advisors would able to assess their clients in two ways:

e Assess client’s risk tolerance

e Assess client’s financial goals

Asset allocation

Advisors would be able to create a financial plan that reflects
their client’s risk tolerance and goals, including the ability to
create customized asset allocations.

Portfolio creation

After advisor have presented recommendations to the client
and have received client sign-off, they would be able to create a
real portfolio for their client. Advisors would be able to

¢ Create multiple client portfolios
e Create scheduled and unscheduled portfolios
e Allocate holdings to portfolios by

¢ Percentage

* Market value

® Shares

e For scheduled portfolios, create systematic
holding schedules

Recommendation generation features

Recommendation allows advisors to research and select
investment offerings appropriate for their client’s specific
situation.

Client research

Some clients may already have investments that are not
under their advisor’s control. Others have complicated tax
considerations or may be facing a life change such as a new
child or divorce. Client research is really investment research
that is targeted to a client’s unique situation. The topics that
may be researched, however, may lie outside of the context of
“investment research,” for example, tax information.

Security selection

Security selection is the process of choosing investment
offerings appropriate for their client’s specific situation.

Hypothetical portfolios

Part of the process of generating recommendations is seeing
how new investment offerings would work with the client's
existing holdings from a historical performance, risk, and
diversification standpoint. Hypothetical portfolios would offer a
quick way of understanding how new and existing investments
would mix. This exercise also helps advisors set client
expectations about how a portfolio should perform.

ll Recommend

"

o

Oppertunity Bualification Recommendation Generation

Recommendation
Presentation
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Recommend Domain

Recommendation presentation features

Canned reports

A set of unmodifiable informational layout views would be
available.

Customized reports

A set of modifiable informational layout views would be
available.

Charts/Graphs

Visual representations of data, such as graphs and tables, are
useful, especially if they can be exported to other programs.

Exporting information (reference Support domain)

In addition to Principia reports, advisors use several tools to
present information to clients, including Excel and
PowerPoint. The ability to export data from the site to these
applications would be valuable to advisors.

Feature opportunities

The following feature could be added to
MorningstarAdvisor.com in the future:

Prospecting

The ability for advisors to track the status of clients they are
trying to attract and the ability to track communications with
those "prospective” clients are valuable features that advisors
currently use other tools to accomplish, including ACT. and
Goldmine.
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The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

Each feature has been ranked on a scale from 5 to 1

Re Co m m e n d D o m a i n ¢ Arating of 5 indicates that the feature s a must have

¢ Arating of 1 indicates that the feature s a nice to have

The numbers 29 and 14 beneath the column headings indicate the relative weighting of each point of view.
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Recommend Domain

Opportunity Qualification Subdomain

.................. EE]
1483
........ I
i
.........
s af e 1
H 1yl e 5h £ Lowiaw sohadided poifcl bl H
§ unschardbard peortiolion [read @nd hypoihl sl obia enashdl profika] - csans ahoudd he abede oroale unschoedide: porti oo : | (1 il | 4R 1B9
.............................. rqg_hig-;ﬁudmauimmrﬂﬁnu;mﬂm
.......................................... loedls - usaiddhodd ba dbale dicd e holdng Lo poifofoe by
by %
by markd vala
. . ;
......... ek yvdegasi
1 1 : i |
il oo | o - e ol b dbba b O Pobding ilboetell ond
+ i poetfio |
[* i o ol fings e
.................. _—
.........
........ 1 e e B EEEEEEE————SS
al i
Ll & e e - Uears Shoiel il b sl o apnle 1o Informatl on 1o dland’ s potfalloe

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000 PAGE 27

Salnjes JOSIApy Jelsbululop




Recommend Domain

Recommendation Generation Subdomain
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Recommend Domain

Recommendation Presentation Subdomain

L= ¥ [T o1 8 <o e 0 " B

il o i sd o 1

Custemized reperts - an undete rmined numhr _ﬂ-f:l.-‘llmiﬂh ke rn-pnrti sh nuhl be availab le

Trap ort. - gars shoukd ba el s 10 Janard & oo on portfchn hold ngs

i i i i

I iid'-nﬂ..-ln:lpﬂq-:n:-ulwmp_m i i

i i { i i
Prin - ugears should b ablat o print porfod ginfnmation |

[Ers

\Princicia ap napot

.-"\.

Lo shio graghealvies J poatolo

Charts/graphs - usars can ulsu !n-nn rah € iurt: and grap In; (31 mwstnnnt: anll portfelies

.1.‘

33

1 T

| Pl sl ad Soattar plod

| . :.-.:---.'.n:-. il e I et g OFap b
arala m

ke weEmeni gragha

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 29

Salnjes JOSIApy Jelsbululop




Recommend Domain

Recommendation Presentation Subdomain
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Support Domain

The Support domain includes features that assist advisors in
monitoring over their clients portfolios, as well as features
that would help them maintain their own practice. The
features in the Support domain also affect the management,
publication, and distribution of information.

Two subdomains make up the Support domain:

Portfolio management

* Tools and information used to track and maintain
individual client portfolios and advisor investment
offerings.

Client/Practice management

e Tools and information to manage overall business
practices.

Portfolio/Investment management features
Trade execution
Trade execution is the act of buying an investment that will be
included in a client’s portfolio.
Portfolio analysis
Advisors analyze two kinds of portfolios:

e Model portfolios that include the investments that

advisors offer

e Clients” actual portfolios
Users would be able to, use tools such as the Morningstar
Page to analyze a funds portfolio and view/reports such as the
Snapshot view in Portfolio mode of Principia to analyze the
composition, style categories, and risk ratings of client
portfolios.
Portfolio and investment monitoring/rebalancing

Once advisors have established relationships with their
clients, they need to watch these investments and, when
necessary, make changes to portfolio allocations and
compositions.

Advisors usually would reevaluate clients’ portfolios on a
scheduled, periodic basis or when clients experience major

life changes [wedding, children, divorce, career changes).
Depending on the trigger for the re-evaluation, advisors may
go back to repeat the features in the Recommend domain.

Clients are also extremely sensitive to market fluctuations. In
order to react effectively to clients” concerns, advisors need to
track client portfolios, particular investments, and the market
as a whole.

¢ Data notifications and alerts. Users would be able to
indicate which investments or data elements within
portfolios or investments (Morningstar rating, fund
manager) they want to monitor. Alerts can be targeted
toward individual investment, individual portfolios,
clients, or the entire practice. When changes occur,
the system would notify the user of the change.

Portfolio accounting

Portfolio accounting is the process of adjusting holdings
information based on splits, dividend, etc. Users of
MorningstarAdvisor.com will be able to perform portfolio
accounting online.

Security profiles

This includes reports that detail information about
investments.

Client/Practice management features
Portfolio aggregation

The aggregation process of is essentially consolidates
information from multiple portfolios so that advisors get a
more complete picture of the status of their investments.
Users would be able to aggregate

* On a client level (multiple portfolios)

* On a practice level (multiple clients with multiple
portfolios)

Pertfelio Management

Client/Practice Manage ment
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Support Domain

Information management

* Users would have a central repository that contains
information that they have saved.

e Users would be able to save information into their
own personal area on the site. The following types of
information can be saved:

¢ Graphs and charts

e Search criteria

e Customized layouts

e Alerts and notifications preferences
e Investments that are being tracked

* Reports

Information sharing

Advisors would share information within single advisor firms.
Users would have the ability to publish information to all
other members of their "advisor group” who have access to
the site.

Exporting information

Advisors look to more than one source for their information.
They often compare the data they have with many third-party
data sources, not just Morningstar. In addition, they need to be
able to incorporate external data with internal information
and presentation tools. The data exportation feature would
allow them save information in multiple formats, including

e Raw text

e Excel formats

¢ Up to three database formats
This feature is also useful for marketers who would want to
incorporate positive information into marketing collateral for

both internal and external communications (content selection
for products).

User profile/account management

There are two types of accounts available for advisor users:

* The corporate/firm account/profile is essentially a
super user account. It should contain the firm-level
customizations individual user names within the
account, their account information, and the terms
and conditions of the sale.

e The individual advisor user account/profile,
containing saved information and user preferences.

Site enablers

Site enablers are those underlying relationships, systems,
and processes that support or make site features possible.
There are two parts of site enablers

* Morningstar business management

* System/technical architecture

Morningstar business management

Morningstar business management refers to operational and
fiscal issues related to day-to-day and long-term running of
MorningstarAdvisor.com. It includes the following
components:

e Partnerships

¢ Access terms and conditions
e Customer service

e Site operations

e Customer Behavior monitoring

System technical architecture

System architecture refers to underlying code structures that
support site attractors. It includes the following components:

e Customization

¢ Content management system
e Site access

e Alert engine

e Calculation engine

® Report engine

* Data architecture

¢ Bulletin boards

e E-commerce

e Chat systems

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 32

Salnjes JOSIApy Jelsbululop




The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

Each feature has been ranked on a scale from 5to 1
¢ Arating of 5 indicates that the feature s a must have

Support Domain

¢ Arating of 1 indicates that the feature s a nice to have

Portfolio Management Subdomain

The numbers 29 and 14 beneath the column headings indicate the relative weighting of each point of view.
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Support Domain

Portfolio Management Subdomain
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Support Domain

Client/Practice Management Subdomain
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Business Management

Site enablers

Site enablers are those underlying relationships, systems,
and processes that support or make site features possible.
There are two parts of site enablers

e Morningstar business management

* System/technical architecture

Morningstar business management

Morningstar business management refers to operational and
fiscal issues related to day-to-day and long-term running of
MorningstarAdvisor.com. It includes the following
components:

* Partnerships

e Access terms and conditions
e Customer service

e Site operations

¢ Customer behavior monitoring

System technical architecture

System architecture refers to underlying code structures that
support site attractors. It includes the following components:

¢ Customization

¢ Content management system
e Site access

e Alert engine

e Calculation engine

* Report engine

e Data architecture

e Bulletin boards

e E-commerce

e Chat systems

Morningstar
Business Management

T 90000000
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Business Management

Morningstar Business Management
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The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

Each feature has been ranked on a scale from 5 to 1

e Arating of 5 indicates that the feature s a must have

e Arating of Tindicates that the feature s a nice to have

The numbers 29 and 14 beneath the column headings indicate the relative weighting of each point of view.
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Advisor User Scenarios

Scenarios are fictional representations of
how someone might see a site, and of how
the site might affect the way users perform
certain tasks. For MorningstarAdvisor.com,
Sapient has created two “day-in-the-life”
stories: one for an independent advisor, the
other for a captive advisor.
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Scene 1

Charlie’s first meeting of the day is with Mike and Janice
Peterman, new clients and first-time investors. Charlie
works with them to fill out a risk-assessment
questionnaire, which he prints from
MorningstarAdvisor.com. The assessment shows that
they have a low risk tolerance, so, with help from
MorningstarAdvisor.com articles, Charlie explains the
benefits of investing in bonds and Blue Chip funds.
Then, from his model portfolio on
MarningstarAdvisor.com, he pulls up information about
his three favorite Blue Chip funds and plots a graph
showing their 15-year performance data. He successfully
encourages Mike and Janice to choose the least volatile
of the funds.

Scene 2

During lunch, Charlie works on his quarterly online
newsletter. The new year has just passed, a good
time to educate his clients about tax planning. Charlie
searches through the index of consumer articles
available on Morningstar.com. He finds a great article
about capital gains tax laws, so he creates a link to it
in his newsletter.

Every quarter, Charlie also highlights his three
top-performing funds. From his portfolio on
MorningstarAdvisor.com, Charlie quickly accesses
this year’s rate of return data for those funds. He
downloads this data to his hard drive, from where he
can paste it into his newsletter template.

PR EELLEEL S

Scene 3

One Janus fund in Charlie’s list of favorites hasn't been
performing well. Charlie formed a strong relationship
with Janus, though, so he wants to replace this fund
with another Janus fund. Charlie goes to Janus’ page
on MorningstarAdvisor’s Virtual Trade Show, where he
learns about three new Janus funds with the profile he
wants.

He researches Morningstar’s archives for articles
about these funds, and then looks at their performance
and profile information. After he has selected a fund,
Charlie exports the data from Morningstar to create a
report justifying his decision to his partners.

Benefits

¢ Abundance of Morningstar information helps support
recommendations.

¢ Export information to save valuable time previously spent
entering data manually.

¢ Easily track and compare performance of favorite investments.
o Stay updated on industry trends.

¢ Remain competitive by taking convenient distance-learning
courses.

Scene 4

Charlie’s last appointment is at 6 p.m. June Ford is a
wealthy middle-aged woman whom Charlie has worked
with for years. June’s husband, Paul, passed away six
months ago, leaving her with over $2 million in assets.
She needs advice about Paul's investments, and she
mentions needing to revise her will.

Charlie has only a passing familiarity with estate
planning, so he refers June to an attorney friend of his.
When June leaves, Charlie signs up for a distance-
learning course through MorningstarAdvisor.com that
will teach him the ins and outs of wills, life insurance,
and inheritance taxes. Next time he'll be better
prepared.
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Scene 1

This morning, Dominic arrives early to study for an
upcoming exam. He remembers seeing a related study
guide on MorningstarAdvisor.com, so he logs in. For a
small fee, he downloads it to his hard drive, where
he'll look at it again later.

When Dominic checks his email, he finds a message
telling him that Merrill's stock of the day is Home Depot.
Dominic adds this stock to the list of investments he
tracks on MorningstarAdvisor.com.

Scene 2

Next, Dominic researches yesterday's market activity.
Customized alerts he set up on
MorningstarAdvisor.com let him know that three
competitive healthcare funds skyrocketed yesterday.
Also, the manager changed at his top-selling
international fund. He'll have to keep an eye on it, so he
updates the alerts to notify him when the fund rises or
falls more than 20% and when the fund’s profile
changes.

Dominic spends much of his time making and receiving
phone calls. Yesterday's market fluctuations worried
some of his clients. They need reassurance that
Dominic is taking care of their investments.

Benefits

¢ Simplify and streamline research with alerts.

o Access detailed competitive data.

¢ Respond quickly to customer concerns and requests.

¢ Support recommendations with attractive graphs and tables.
¢ Collaborate with other advisors.

.

Scene 3

Marcy Mason calls at 1 p.m. She has a $12,000 bonus
she wants to invest. She'll need this money to buy a
house, so Dominic knows to look for a moderately
conservative investment. Unfortunately, Marcy has her
heart set on a technology fund. Dominic immediately
checks MorningstarAdvisor.com for data on the
technology fund as well as a large cap fund that his
company has been pushing lately.

On the site, he creates a convincing graph that
demonstrates the volatility of the technology industry
over the past 10 years. He saves it, then emails it to
Marcy, along with statistics about the large cap fund.
Marcy is impressed that Dominic gets his information
from Morningstar because she visits Morningstar.com
herself sometimes. Convinced, she goes with the large
cap. Dominic’s boss will be pleased with that sell.

Scene 4

After lunch [schmoozing with a wholesaler], Dominic
prepares for his 3 o'clock. They're his first $100,000
clients, a young couple with two kids. Will they want to
talk about their kids' college funds? That's new territory
for Dominic. He'll have to research it. What do other
advisors do in this situation?

On MorningstarAdvisor.com, Dominic finds a message
board about college saving. He reads through the
postings and learns that most advisors use a moderate
asset allocation for college funds. With that in mind, he
returns to the Morningstar data, where he creates a
couple of hypothetical reports using Merrill's preferred
funds. With a few adjustments, Dominic creates a
recommendation that he’s confident will be right for his
clients.

Dominic’s day ends around 7 p.m. These 12-hour days
are better than the 14-hour days he was working last
year. Morningstar has really helped him use his time
more efficiently.
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Advisor Site Map

This site map provides a high-level
idea of how MorningstarAdvisor.com
might be organized at a high level.
This version is preliminary; in
design, Morningstar could expect a
site map that drills further down in
the site.
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Institutional Features

An information architecture for a
Web site begins with
understanding the features of the
site, how those features relate to
each other, and how users would
iInteract with those features.
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Institutional Feature Domain Description

Site Benefits

Morningstarinstitutional.com offer should the following
benefits to its customers:

e Ability to save information digitally in your personal
“Internet workspace” eliminates the need to find
papers or other analog representations of data

e Access comprehensive Morningstar investment data,

including:
¢ Detailed historical statistics, which you can manip-
ulate
e Detailed expense and cash flow information
* Morningstar categories
¢ Research new product opportunities
e Receive timely Morningstar data updates
e Set up customized alerts for information that is
important to your work. Stay on top of:
e Competitive quantitative data
e Competitive organization changes
e Investment style drift
» Marketplace opinion of your investments
e Marketplace opinion of your company
e Set up and save customized searches
 Set up customized time periods
¢ Set up and save customized information layouts so
you can
e Perform peer comparisons
e Compare holdings
¢ Export data into multiple formats that more easily
plugs into the tools you use
e Create graphs and tables of information to commu-
nicate information more clearly

Morningstarinstitutional.com

These diagrams are called feature domains. They represent
high-level collections of features in
Morningstarinstitutional.com that fulfill shared needs of
Morningstar’s institutional audiences.

Morningstarinstitutional.com will focus on three main
institutional audiences: investment managers; marketing
communications professionals; and fiduciaries, which may
include plan sponsors and boards of directors.

Gather Understand Communicate

) | reed to understand
"I need to gather what this information
information relevant to: rmeans for:
* oy work * iy work
* my cormpany * My comparty
smychoices * my choicas
» rmy competition. » my campetition.”

I need to communicate
information so that my
cormpanyfclients can
make effective, informed
dedsions.”

| INSTITUTIOMAL AREA OF WORK DOMAIN |

Seeking information from data sources. . Gather

Stendardizing collected information/raw data so ¥ Understand
that points of understending can be discerned.

Developing a point of view about raw data. B communicate
Creating materisls ad documents that communicate
that peint af view so that decisions can be made.
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Institutional Feature Domains

Each domain breaks down into gradually smaller groups of features, and eventually into discrete tasks. While these domains do not represent a hierarchy or
navigational structure, they will provide the foundation for Morningstarinstitutional.com’s information architecture.

o Gather o | Understand

S

Investment Research

Site Attractors

Practice Manage ment

- Morningstar
,,,E Business Management
: T 00000000
i
=
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Gather Domain

Definition
The Gather domain includes features that allow institutional
audiences to access and collect information.

Creating various quantitative reports is a big part of
investment managers’ jobs, so they need to accumulate large
amounts of information about their funds, their competitors’
funds, and the market. Some of these reports are scheduled,
but many come from spontaneous requests for information.
Therefore, investment managers need to have as much
information at their fingertips as possible. Also, because
fiduciaries use these reports to make important decisions
about the company’s funds, it's critical that data be timely and
accurate.

Marketing communications also spends time collecting
information, although much of their data comes directly from
investment managers. They “use” information to create a
positive impression of their company, so they may also have
interest in qualitative information, such as Morningstar
commentary.

Fiduciaries, as a rule, would rarely use the Gather features.
They rely on investment managers and marketing
communications to provide the information they need to make
decisions.

In general, institutional audiences gather the following
investment-related information:

* Raw investment data pertaining to their own organ-
ization, their competitors, and other third parties

¢ Investment news, analysis, and commentary
pertaining to their own organization and their
competitors.

Supporting features

The following site features support the Gather domain

Investment data

* Access to Morningstar mutual fund investment data,
commentary, and analysis

e Access to detailed information about the investments
tracked by Morningstar

» Data notifications and alerts. Users would be notified

about the latest data changes on funds of their
choice. Users would be able to indicate which funds
or data elements within funds (Morningstar rating,
fund manager) they want to monitor. When changes
occur, the system would notify the user of the
change.

Investment data layout customization
¢ Users would be able to create customized views of

Morningstar mutual fund investment data similar to
what is available in the Principia Research mode.
Users would be able to

e Determine the types of mutual fund categories
(domestic stock funds, international stock funds,
etc.) they want to display

e Select the data elements (fund name, Morningstar
category, Morningstar rating) they want to display

e Set the order in which the data elements display

e Sort the data displayed by the data elements they
choose

Investment data search
e Search Morningstar mutual fund investment data

* Create complex searches using multiple operators,

fields, conditions, and relational variables (and, or,
not, less than, greater than, equal to) based on any
data element

e Create and save search criteria

e Data notifications and alerts. Users would be notified

about the latest data changes to the results of their
search criteria. Users would be able to indicate which
searches they want to monitor. When changes occur
that affect the number of search for a given search,
the system would notify the user.

Investme rnt Reseamrh
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Gather Domain

Investment commentary and news

Institutional users, particularly marketing personnel, need to
know what is being said about them in the industry. They also
need to be aware of industry trends. As a result, this feature
would include:

e Access to Morningstar Mutual Fund Category
Overviews

e Access to Morningstar Summary Sections mutual
fund investment commentary

e Access to Morningstar Commentary Archive

* Data notifications and alerts. Users would be notified
about the latest commentary and news that is
relevant to them (what is being said about their
business and their competitors). Users would be able
to indicate "keywords” that they want to monitor.
When new information is available containing these
“keywords,"” the system would notify the user.

Investment tracking and monitoring

Institutional users, particularly fund managers, need to
understand how their funds are performing in comparison to
their competitors. Fund managers also need to be aware of
new investments that they might want to include in their
offerings. Therefore this feature would

e Track peer investments
e Track competitor investments

e Track your company’s investments

It is understood that institutional users would not be using
strict portfolio creation as it exists in Principia, but would
need to be able to track and compare investments.

Exporting information

Institutional users look to more than one source for their
information. They often compare the data they have with
many third-party data sources, not just Morningstar. In
addition, they need to be able to incorporate external data
with internal information and presentation tools. The data

exportation feature would allow them save information in
multiple formats, including:

* Raw text

¢ Excel formats

¢ Up to three database formats
This feature is also useful for marketers who would want to
incorporate positive information into marketing collateral for

both internal and external communications (content selection
for products).

Printing information

Users would be able to print information. The use of .PDF
files and other tools would be used to maintain formatting.

Feature opportunities

The following features could be added to
Morningstarinstitutional.com in the future.
Investment commentary and news

Currently, all Morningstar commentary is targeted to
individual and professional investors. This commentary holds
limited value to the institutional audience. The development of
commentary targeted specifically to the institutional audience
should be looked into as an option for this site.

Access to another databases, such as:

* Variable annuity/life
e Separate accounts

e Money market funds
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Gather Domain

Investment Research Subdomain

Action Subobject  Action |Subebject Action |Subebjeet |Action

Imvestment data

wiew el - wsers shoukd be able loviesw dd mled information sbhoul mual funds

Each feature has been ranked on a scale from 5 to 1

Bus lUser Tech Brand Mkt

The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

¢ Arating of 5 indicates that the feature s a must have
¢ Arating of 1 indicates that the feature s a nice to have

The numbers beneath the column headings indicate the relative weighting of each point of view.
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Gather Domain

Investment Research Subdomain
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Gather Domain

Investment Research Subdomain
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Gather Domain

Investment Research Subdomain
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Gather Domain

Investment Research Subdomain
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Gather Domain

Investment Research Subdomain
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Gather Domain

Investment Research Subdomain
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Understand Domain

The Understand domain includes features that help users
analyze the information they have gathered so that it becomes
relevant to their work.

Supporting features
Competitive analysis and peer analysis

The ability to compare the same data points across
investments is essential to understanding relative market
position of offerings and investments. The site would offer
tools that allow users to compare data points across
investments within the same universe. Methods for
comparing data include

* Creating charts/graphs (reference Communicate
domain)
¢ Performing data calculations

e Customizing the time frames the analysis covers

Exporting information [reference Gather Domain)

Feature opportunities

The following features could be added to
Morningstarinstitutional.com in the future.

Comparing Morningstar data with other data sources

Institutional users look to more than one source for their
information. They often compare the data they have with many
third party data sources, not just Morningstar.

A significant amount of institutional users time is spent
standardizing this information so that they can begin analysis.
An offering that expedite this process would have high user
value.

Attribution analysis

Holdings-based attribution will provide a unique tool for
institutions trying to better understand what drives their
performance and their relative performance.
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Understand Domain

Analysis Subdomain

The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

Each feature has been ranked on a scale from 5to 1
e Arating of 5 indicates that the feature s a must have
e Arating of Tindicates that the feature s a nice to have

The numbers beneath the column headings indicate the relative weighting of each point of view.
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Understand Domain

Analysis Subdomain
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Understand Domain

Analysis Subdomain
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Communicate Domain

The features in the Communicate domain affect the
management, publication, and distribution of information,
particularly, data and data analysis.

There are two sub-domains within the Communicate domain:

e Recommendation presentation

¢ Practice management
Communication within institutions occurs along many paths,
including:

e Among investment managers

* From investment managers to the marketing com-
munications department

* From investment managers to fiduciaries

e From marketing communications to the public

Recommendation presentation supporting features

For the most part, institutions use their own presentation
tools (PowerPoint, QuarkExpress). Since institutional
audiences must communicate their information in a way that
enables effective, informed decision-making, Morningstar
data should be easily customized to the needs of the
audience.

Canned Reports

A set of unmodifiable informational layout views would be
available.

Customized Reports

A set of modifiable informational layout views would be
available.

Charts/Graphs

Visual representations of data, such as graphs and tables, are
useful, especially if they can be exported to other programs.

Exporting information [reference Gather Domain)

The ability to export information so that it can be incorporated
into institutions’ products.

Practice management supporting features

Practice management for institutions relates to the
management and distribution of information.

Information management

Users would have a central repository that contains
information that they have saved.

Saving information

Users would be able to save information into their own
personal area on the site. The following types of information
can be saved

e Graphs and charts

e Search criteria

¢ Customized layouts

e Alerts and notifications preferences
e Investments that are being tracked

* Reports

Information sharing

Institutional users would share information with many other
groups. Information can be shared

Information sharing within single institutions

Within single institutions, users would have the ability to
publish information to all other members of their institution
who have access to the site.

Information sharing with advisors

Institutional users would have the ability to publish
information to all uses of MorningstarAdvisor.com. Each
institution should probably have a limited number of people
with this capability.

User profile/account management

There are two types of accounts available for institutional
users

* The institution firm account/profile

e The individual institutional user account/profile

Rec omme ndation
Presentation

Practice Managament
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Communicate Domain

The institution account/profile

The institution account is essentially a super user account. It
should contain the individual user names within the account;
their account information; the terms and conditions of the
sale.

The individual institutional user account/profile
The individual institutional user account/profile contains
¢ Saved information

e User preferences
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The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

Each feature has been ranked on a scale from 5 to 1

¢ Arating of 5 indicates that the feature s a must have

Communicate Domain

¢ Arating of 1 indicates that the feature s a nice to have

The numbers beneath the column headings indicate the relative weighting of each point of view.
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Communicate Domain

Recommendation Presentation Subdomain

Customized reports - a certain number of custom izable reports will be available

Charts/graphs

Rolling Par el graph |
E«il icfiags podrried ors el i on

« e el praph

Growdly of 108 3 aceed Bar Chasl
_! I DO 08 A B rell prissenlation |

| e ETILR |

R | B e

71

i}

't
4 4 [ . B
] ] & 26
5 5 & NEE
d d 1 P
5 5 & MLE
5 5 & P
5 5 & MA5
5 5 & HIE
5 5 [ b
5 5 [ fFE

7
] ] [ 265
5 5 & MLE
5§ 5§ & 25
q q 1 PR
3 3 & EFE
5 5 [ 26
5 5 [ 11265
5 5 [3 N25
5 5 [ N2E
5 5 [ 26

AL,

2.

N2

belion] on| &=

belion] on| &=

2

112

12

i

ki

M2

e fin| o crdicnfon)

e fin| o crdicnfon)

e | o e ongon ) = pen | onf o

M2

enpn | o e engen g onfen | onj o

s

s

22,

1.2,

CrCnger

41

micngenfonfon| S crden

micngenfonfon| S crden

Leg) ey o) [eg) Lad] fa] De fol pe ) Pay

1

& X

& 2

& 2

& K1
) ) [ &1 ]
3 3 B 112
d d & 2625
5 5 & MLE
5§ 5§ & PR

LA

Al

A

LA1E:

M

TE
0, st |

16

PLT T

T

PLE LTy

T8
e isory

Blead Lo bdend £y | et s iomal =g

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 62

SaJnieaH jeuonninsu| Jeysbululop




Communicate Domain

Recommendation Presentation Subdomain
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Communicate Domain

Practice Management Subdomain
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Business Management

Site enablers

Site enablers are those underlying relationships, systems,
and processes that support or make site attractors possible.
There are two parts of site enablers:

® Morningstar business management

* System/Technical architecture

Morningstar business management

Morningstar business management refers to operational and
fiscal issues related to day-to-day and long-term running of
Morningstarinstitutional.com. It includes the following
components

e Partnerships

e Access terms and conditions
e Customer service

e Site operations

* Customer behavior monitoring

System architecture

System architecture refers to underlying code structures that
support site attractors. It includes the following components

e Customization

¢ Content management system
e Site access

e Alert engine

e Calculation engine

* Report engine

e Data architecture

e Bulletin boards

¢ Chat systems

Morningstar
Business Management

T 90000000
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Business Management

Morningstar Business Management

The following charts provide additional detail on the site features. Each line item has been evaluated from the different
points of view of the Morningstar business, the user the brand, and the marketplace (competitive value).

Each feature has been ranked on a scale from 5 to 1
e Arating of 5 indicates that the feature s a must have
¢ Arating of 1 indicates that the feature s a nice to have

The numbers beneath the column headings indicate the relative weighting of each point of view.
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Section 7

Institutional User Scenarios

Scenarios are fictional representation of how
someone might use a site, and of how the site
might affect the way users perform certain tasks.
for Morningstarinstitutional.com, Sapient has
created three “day-in-the-life” stories: one for an
investment manager at a fund company, one for
a marketing manager at a brokerage firm, and
one for a marketing manager at a retirement
services provider
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Scene 1

This morning, Stuart is developing his weekly reports.
Prudential portfolio managers scrutinize these reports
to assess whether to reallocate investments in the
funds Stuart tracks. After reviewing data from
Prudential's internal data feed Stuart logs on to
Prudential’'s account in Morningstarinstitutional.com,
where he gathers information about all the funds and
then focuses the data for each manager who receives
it. He has already saved queries for each manager’s set
of funds, so the reports take far less time to research
and produce than in the past. The information is
up-to-date, and, therefore, managers’ decisions are
more sound.

Since Prudential's board meeting is coming up in two
weeks, Stuart makes sure his reports are not only
accurate, but can be scanned and digested quickly.
Morningstarinstitutional.com’s tools allow him to export
the data into almost any software program he chooses.

Scene 2

Five minutes ago, via email Stuart received a request
from Prudential's marketing department asking him to
create a report that will promote an investment fund
that Prudential has just developed. He visits
Morningstarinstitutional.com, where he calls up
numbers based on categories he compiles specifically
for this report. Stuart pays extra attention to creating a
graph on Morningstarlinstitutional.com, because he
wants to highlight the relationship between this fund's
performance and the overall trend of the market. He
saves the categories to expedite creating future reports
on this fund.

Scene 3

Stuart double-checks the numbers before plugging
them into Excel. An extremely sophisticated computer
user, Stuart often creates Excel macros to help speed
his calculations. When a company changes the format
in which it presents information that Stuart uses, it
makes his work considerably more difficult.

Morningstarinstitutional.com offers Stuart tools that
help him create reports for his audiences. He can
access fast, timely data about funds’ financial
performance over any time periods he selects, look at
various types of rankings, and retrieve gross and net
returns from all time periods.

Benefits

* Save search results to efficiently access the same data sets in
the future.

* Export data into other applications so you can customize it.

¢ Set up complex search criteria so you can view exactly the
information you need.

¢ Quickly access timely, accurate data for thousands of
investments, including competitors.

Scene 4

In addition to preparing performance review reports,
Stuart monitors his competitors and periodically
generates reports comparing his company’s overall
performance to theirs. The data alerts he receives from
Morningstarinstitutional.com help him stay on top of the
investments he tracks. He also works on ad hoc
research projects, including research for new product
development.
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Scene 1

Jennifer is a week away from her deadline: Her
department must create 401(k) marketing materials
for a large plan sponsor. Prudential's fund prospectus
and single-sheet summary will be included in the
401(k) packets distributed by participating corporations
to their employees. In addition, the corporations want to
post the information on their intranets.

She signs on to Prudential's account on
Morningstarinstitutional.com, where she can easily
access, from categories she has saved under "plan
sponsor report data,” the latest figures of the funds
available to that plan sponsor. This ability to get
current figures using previously saved categories has
significantly reduced the time it once took Jennifer to
obtain this information.

Scene 2

Jennifer gives the plan sponsor’s figures to the
production department, which will import them into a
template and format they have used before. She will
review the materials to ensure that the fund's returns
look as attractive as possible, and still remain
compliant with NASD regulations.

Scene 3

Jennifer has no time to take a break and must
immediately start her next project, producing different
information about the same funds for Prudential’s
institutional sales team. She returns to
Morningstarinstitutional.com and, by pulling up
categories she saved under “institutional sales report
data,” gains access to different figures about the
same funds she researched earlier in the day. After
running those numbers, she reviews a Morningstar
Snapshot of her fund, which she uses to confirm that
her analysis is in line with the assessments of
Morningstar experts.

Benefits

¢ Easy to access and update previously saved categories.
¢ Exportable format allows for maximum flexibility.

* Review hundreds of data points for each fund.

¢ Receive alerts when changes occur in information that is
relevant to you.

Scene 4

Next, Jennifer reads the alert she received from
Morningstar updating her on the status of some of her
competitors’ funds. She adds that information to her
weekly email to the sales and sales support
departments, to help them answer potential questions
from plan sponsors and participants. She also forwards
the information to her assistant, who is preparing the
monthly newsletter Prudential sends to its plan
participants.
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Benefits

* Flexible format allows data to be imported into other
applications

¢ Alerts assure that decisions are based on the most current
information.

¢ Ad hoc requests easy to fill because data is available at your
fingertips.

o Easily set up and save new report parameters.

}
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Scene 1

Every day, Josh receives Morningstar’s data feed and
distributes the appropriate information throughout
Schwab. Now that the data feed comes directly to
Schwab’s account on Morningstarinstitutional.com,

the task is largely automated, taking far less time than
it did before the site was created. In addition, Josh can
quickly export the data into just about any software
program. This flexibility is another great time-saver for him.

Scene 2

Josh populates Schwab'’s We site which exported
Morningstar data quickly and easily. He realized that
he needs to add a data element to his licenses and is
able to do so instantly.

Scene 3

When Josh checks his email in the afternoon, he sees a
request from Joe Donne in the sales department for a

specialized report on the quarter-end numbers to use

for a potential new corporate account. It's the third
unscheduled request he's received today.

Scene 4

Josh takes a deep breath and clicks onto
Morningstarinstitutional.com. Since this is the first
report he has produced for Joe, Josh sets up a query
with all the elements Joe has requested, saves the
search in case he needs to use it to obtain up-to-date
numbers at a later time, and very quickly retrieves
exact quarter-end figures.
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Institutional Site Map

This site map provides a high-level
Idea of how
Morningstarinstitutional.com
might be organized. This version is
preliminary in design; Morningstar
could expect a site map that drills
further down in the site.
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This site map represents of preliminary version of the site architecture,
It is & preliminary treatment onby and should not be concidered final.
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Section 9

Next Steps
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Next Steps

The Site Strategy project has outlined the high-level approach for Morningstar’s advisor and
institutional Web sites. We formed the initial foundation that defines the relationships between
groups of features on the sites. The work produced in this project will be our roadmap as we move
into the design and implementation phases, where we will describe the specific interactions
between features. We will reference the knowledge detailed in this document and the attached
appendix, as well as the separate "Morningstar User Findings and Frameworks," to build sites that
best unify user needs with Morningstar’s business needs.

Future stages will build out the community functions and subsequent tools-based features and
functionality for the advisor and institutional sites. During the upcoming design phase, we will
refine the guidelines for the sites until we have a detailed implementation strategy. In the early part
of design, we will integrate the experience modeling findings and analysis captured in "Morningstar
User Findings and Frameworks.” Incorporating specifics about user interactions will ensure that
the site structure and design reflects the way these users actually work online and that the user
experience of the site aligns with user expectations.

Detailed information about the next phases of work are included under separate cover in the
"Morningstar Web Strategy Implementation Stage 3 Proposal.” This document contains the
approach for moving forward, including the timeline, project plans, milestones, and the estimated
cost and scope.
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Morningstar Site Strategy Document

Appendix

FEBRUARY 14, 2000

Morningstar
Site Strategy Document Appendix

FEBRUARY 14, 2000



A. Business Implications
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Business Implications

After reaching preliminary consensus about the right site
model for advisor and institutional markets, the team began
to investigate the implications that this model would have on
Morningstar’s business.

Topics explored in this investigation included:

* Preliminary advisor and institutional site pricing
strategies

* Product "bundling”

e Alternative site revenues

e User registration

* Next steps to close on pricing
e Existing customer transition
* New customer acquisition

e Other market-based and internal operational
implications

The following is a summary of the preliminary discussions
and decisions made in this phase of work.

Preliminary advisor and institutional site pricing
strategies

The advisor and institutional sites offer products and services
to multiple target market segments. The advisor site targets
both the independent and captive advisor audiences. The
institutional site offers products and services to multiple
current and potential Morningstar institutional clients, each
with distinct needs and requirements. The pricing strategy for
these sites must accommodate the distinct needs and
requirements of each of these user groups. Additionally, the
pricing models need to be competitive, based on pricing for
similar products in the marketplace. And finally, the pricing
model needs to support the financial goals of Morningstar’s
advisor and institutional business units.
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Business Implications

Preliminary advisor site pricing model

For the advisor site, the team described a pricing model
composed of:

* Paid offerings (subscription and a la carte) and

e Free offerings

The "paid” and "free” offerings will need to be clearly
identified for users of the advisor site. At the point-of-site-
entry, users will be presented with free information, products
and services, as well as teasers or links to offerings that will
require registration and/or purchase decisions. The offerings
on the advisor site will be categorized into the following
pricing groups:

e Free for all users

e Free for registered users only

¢ Paid offerings
Decisions about which features will be offered “free for all
users” and which will be offered “free for registered users

only” will be based on whether the offerings are available at
any of the following:

e Morningstar’s retail Web site

e Advisor competitor sites

e Industry sites [i.e., standard free offerings, etc.)
In addition, offerings sponsored by institutions and other
groups could eventually be made available at no cost to the

site user, and could be offered as "free for registered users
only.”

Decisions about what to include in the "paid” pricing category
will be based on whether the offerings are either:

e Existing revenue sources offline
e Differentiating, value-added offerings
The "paid” offerings on the advisor site will be divided into

products and services that are subscription-based or a la
carte. For subscription-based services, Morningstar will offer

Paid for by Advisors

-Tools {"Principia’)

- MFH

- NAS D-approved detail reparts

- Education [on-line courses}

- CE acome ditatin urses

- Clienteducation support materials

Free to Registered Advisors:

R H = T
= Basic {Momingstar product. etz }
s Sponsormd

-Hon-fostalarts lEecurlty spacific)

- Cam mupity services:
= Lhat
= Bullatin boards
+ Professianal nebworking
= Evant cxlendar
= Jab posting beards
= Virtusl trade show
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Business Implications

annual subscriptions with an automatic renewal and the
option to pay monthly.

Paid Offerings

Subscription A La Carte
* Principia (tools] e Client support materials
e MFB e Education

e Client support materials
e Education

Because of the diversity of the audience types, these
subscriptions and a la carte offerings will be priced at three
levels:

* Single user
* Small office
e Large institution
Pricing of these offerings will be based on several other

variables. The following list outlines the current and future
pricing variables that should affect the offering price.

Pricing Variables
General:

Institutional discounts
Seat vs. group license
Duration

By Service

Principia Specific:
Module

Database

***Techfi

***An additional pricing variable to consider is the
Techfi pricing model. Techfi's pricing model is funda-
mentally different from Morningstar’s current pricing
strategy. For the user, Morningstar’s pricing will
need to stay consistent, regardless of the client’s
relationship with Techfi.

Advisor site product bundling and modules

To better accommodate a wide range of independent and
captive advisors, Morningstar will need to bundle services and
tool & information modules. The "bundles” will be based on
the following assumptions:

¢ Pre-packaged bundles of services will be sold at
"bundled” prices to independent advisors and
corporate accounts.

¢ Products, services and tool and information modules
will be custom bundled for institutional corporate
accounts. Anticipated modules include:

* Portfolio accounting
® Research
¢ Asset allocation

* Products, services, and modules will also be sold
“unbundled,” or a la carte.

e Bundles may include tools, information, and/or hard
goods.

e Customization of products/services/modules will be
available to institutional customers.
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Business Implications

Advisor site alternative revenues

In addition to advisor revenue, the advisor site will generate
revenue through institutional advertisers and sponsors.
Valuable site user information will be aggregated and sold to
sponsors at a premium price. Additionally, sponsors will be
able to host events, sponsor products and services, etc. The
immediate benefit to the site users will be that some of the
sponsored site offerings will be available free to them.

Advisor site user registration

Site users will be required to register online before entering
value-added areas of the advisor site. User registration is
important for the following reasons:

® Development of user-centered products and services
e Targeted marketing efforts

e Collection of qualified behavioral information about
the users to sell to institutions

Registration will be positioned as a “user preference”
identifier for personalization on the site. There will be two
points of registration, one at the "teaser” presentation level
and another at the "purchase/professional content” level of
the site. User data will be collected at both points.

The team anticipated that user information collected from
bulk registrations is likely to be different from information
collected from individuals. This issue remains to be
addressed.

The following list shows the kind of information that might be
collected at the “teaser” level (premium free offerings) from
independent advisor customers. Of these, some information
will be required and some may be optional. Required and
optional information is yet to be determined:

¢ Name

e Company name
e E-mail address
e Street address

e /ip code

MORNINGSTAR

ddvertizements

INSTITUTIONS
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Business Implications

* Professional designation/licenses

e Broker/dealer, custodian identification

e Annual compensation

¢ Assets under management

And at the “"purchase” level, more information will be

collected, including:

e Credit card number

e Transaction summary

* Billing/usage/legal agreements
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Business Implications

Preliminary institutional site pricing model

For the institutional site, a pricing model composed of

1) subscription and 2) pay-per-use pricing meets the needs of
the clients, the market/competition, and the business for this
site. These two pricing approaches offer different advantages
to Morningstar.

With subscription-based pricing, Morningstar benefits by
having easier administration (e.g., billing, etc.) simplified
sales, the ability to combat pricing transparency issues, and
the ability to deliver more user-centric offerings.
Subscription-based pricing can be broken down into
corporate, enterprise-wide and individual-based pricing (e.g.,
unlimited seats, limited seats, and single seats).

With pay-per-use pricing, Morningstar will have an
opportunity to charge more and increase traffic for current
and projected users with specific needs (i.e., flexibility of
choice). Pay-per-use pricing will be based on criteria that are
to be determined. Likely examples of these criteria are time,
quantity of data, flat fees, or a combination.

Morningstar will have bundled offerings on-line within the
subscription pricing structure and the pay-per-use pricing
structure. Products will be bundled by data categories such
as: performance, expenses (operations), portfolio
characteristics, and portfolio holdings. Products could also be
further bundled by data types [e.g., mutual fund, stocks, etc.).

Some Morningstar products offered on the institutional site
will be free, to match the value of information offered at no
cost on competitive sites and on other Morningstar sites.
Institutional users that currently go to multiple other sites
(retail and professional) would be able to get similar
information at Morningstar’s institutional site along with
subscription-based and a la carte tools and information.

The current and future on-line institutional offerings can be
broken into the following pricing categories:

Morningstar will offer premium products on the site, such as
repackaged reports and special data services requests. Data
fields, distribution, frequency, and breadth of data will drive
the price of on-line data services. Clients can self-serve,
including building and saving their own data queries, or they
can contract with Morningstar for premium data services. The
pricing of the premium data services will be consistent with
current pricing for these services.

Subscription:
~-Dataaccess
- Modules {Bundles!
=Premium reparts
fie. investment guides, re prints, et}

Pay-Per-tlse:

= Eine-tine T dain sccesn

= Ene-time " e use

~FPremium reperts e, mprints, st ]
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Business Implications

Next steps to close on pricing

The team identified the next steps that must be taken to
determine specific pricing for online offerings. These
steps include:

* Product Definition. With user input, the "bundles” and
modules are grouped together to become discrete
product offerings

* Product Cost Analysis. Once products are defined, an
analysis of fixed and variable costs is necessary.
Decisions about how much fixed and variable cost is
assigned to each product are critical to making
responsible pricing decisions.

e Competitive Analysis. Once products are defined, an
analysis of relevant competitive products informs the
final pricing decision.

e Customer Expectation Analysis. Part of the pricing
decision is based on an understanding of what (if
anything) customers expect to pay for on-line
information, products and services.

Of these activities, product definition is the important first
step towards closing on on-line prices. Cost, competitive and
customer expectation analysis can begin concurrently, but
ideally only after product definition is complete.

Transitioning existing customers

For both the advisor and institutional sites, Morningstar must
transition existing customers from existing software-based
products and services and custom-developed data feeds to
the future on-line offerings.

The following is a summary of discussions held with the
Advisor and Institutional groups about transitioning existing
customers.

Transition of existing Advisor Customers

The team briefly discussed the migration of existing advisor
customers from the software-based Principia product and
MFB to on-line products. In these discussions a few basic
assumptions and critical questions were identified:

e Morningstar will aggressively move customers from
software based products to on-line offerings.
Eventually, Morningstar will stop selling and sup-
porting the software-based Principia product.
Greater specificity of when this transition will be
complete is dependent on a better understanding of
the rate of user adoption of the new, on-line products
and services.

Principia migration and MFB migration will be handled
as separate campaigns

e A campaign to explain the new on-line offering is
needed

* The campaign should explain to existing customers
where the on-Lline Principia product is similar to the
software-based product

e The campaign should identify any new capabilities
of the on-line product

e Likely media for this campaign include conferences,
trade shows, and Principia Pro classes

Other marketing efforts, including off-line (e.g., print,
public relations, etc.) on-line (e.g., banner advertising,
advertising at affiliate sites, sponsorships, etc.), and
potential e-mail (direct to customers or “opt-in" lists)
need evaluation. Evaluation criteria should include:

* What is the relative cost of the media?

e What is the brand awareness building capability of
the media?

* How informative can we be through this media?
* How targeted is the media?
* How trackable is the media?

The team identified a few additional questions that pertain to
transitioning advisor customers. The group agreed that these

questions would be examined as a part of the next phase of
work. These questions include:

e What can we do with technology to link our software-
based products to the Web?

 Can we add functionality to our software-based
product to help users pre-register or streamline
registration at the advisor site?

Transition of existing institutional customers

For the institutional site, the following basic assumptions
about customer transition were identified:

e Morningstar will need to migrate their current
institutional clients to the new on-line offering

e Morningstar’s sales force will have direct sales
contact with clients to facilitate this process

e Morningstar will announce and communicate the
new site in one or several of the following ways:

¢ Direct, off-line sales force communication
¢ Direct mail

e With data feed

® Separate

* PR/advertising campaigns

e Advertisement or announcement at
Morningstar.com

* Banner ads (on other Morningstar and affiliate sites)
* High-visibility events (e.g., conferences)
e "Limited time" special product offers and subscriptions

In many cases, marketing communications supporting
customer transition will need to be coordinated between
Morningstar’s advisor and institutional groups.
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Business Implications

New customer acquisition

Beyond transition of existing customers, both the advisor and
institutional sites expect to solicit and win new customers.
The team began preliminary discussions about potential new
advisor and institutional customers, including a brief
identification of who the potential new customers are and
plans to drive traffic to the sites.

Acquisition of new advisor customers

The team identified several target market segments that
could be targeted with the new-on-line advisor site offering,
including:

¢ Independent advisors not currently using
Morningstar products or services

e Captive advisors
e CPAs

e Insurance

® Banks, trusts

e Professionals currently using the Morningstar.com
retail site

Specific plans to solicit and capture these audiences are yet to
be outlined and completed.

Acquisition of new institutional customers

Among institutional accounts, the bundling of modular tools
and services gives Morningstar the potential to increase
market penetration into some institutional segments (e.q.,
investment research). Morningstar will communicate to
potential new institutional customers in one or more of the
following ways:

e Direct, off-line sales through Morningstar sales force

¢ On-line announcements (at the advisor site and
morningstar.com)

* PR/advertising campaigns

* High-visibility events (e.g., at conferences)
e Free demos

e Limited time subscriptions

Other business implications

The proposed advisor and institutional site models suggest
several implications for Morningstar's business. Some of
these implications are market-based, while others relate to
Morningstar operations. Implications identified by the team
include:

e Advisor and institutional offerings must be clearly
differentiated and articulated, particularly for current
Institutional Principia users.

* Moving the institutional product offerings on-line
may make it harder to account for client redistribution
of information. Legal agreements will continue to be
used and on-line disclaimers may be needed.

Because of some inevitable price transparency,
prices for institutional offerings will need to be more
standardized than today’s pricing.

Implementing the sites will significantly affect staff
across the institutional and advisor services groups
and specifically those involved in content management,
product development and management, product
sales & support, and customer service.

¢ Decisions made about content and tools on each
Morningstar site affects all sites. Many of these
decisions need to be coordinated across business
units.

* Some on-line product development and management
decisions and activities will need to be coordinated
across business lines.

e Although data access features will be built with
user self-service in mind, Morningstar will need to
offer on-line customer support for using tools,
building queries, publishing reports, etc.

* With multiple pricing choices (e.g., subscription,
pay-per-use, etc.], sales support staff will be asked
to help clients choose the best payment plan for
them.
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Digital Brand Fundamentals

What is a brand?

Abrand is the focal point of trust between a company and its
consumers.

Over time, a consumer forms a relationship with a brand that
is based on personal identification with the brand and a trust
that develops through a consistent experience with the brand.
Each brand secures a unique position in the mind of the
consumer, rooted in the sum total of every interaction,
product, service, and communication that the consumer
experiences with the brand.

For Morningstar, its brand represents the image it wants its
consumers to associate with the company. The Morningstar
brand, and the qualities associated with it, represents
Morningstar and company as a whole and is referred to as the
master brand. The brand allows Morningstar to endow the
company, its products, and its services with unique
associations that add perceived value and distinguish the
company in the marketplace.

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 87

Abareng pueageiubiq Jeysbululop




Digital Brand Fundamentals

How has the Internet affected brands?

The Internet has minimized the distance between companies
and consumers, both in geography and experience. Every
brand is now a global brand with the opportunity to build
customer relationships in ways never before available. The
Internet offers a brand the chance to establish a more
intimate, one-on-one connection with the consumer.

The Internet combines the experiences of a communication
medium and a distribution channel, creating a constant
dialogue between the brand and the consumer. As the
Internet becomes more ubiquitous and transparent,
consumers will begin to use this channel as their primary
contact with the brand. In this real-time experience, a brand
must provide a customized experience, utility, and information
to support the consumer’s trust, differentiate itself from
competitors, and remain relevant.

Customizstion
Litiliky
Indarmmabon
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Digital Brand Fundamentals

How does this change affect brand strategy?

Traditionally, brand strategy has focused on building the image
of a company, product, or service through advertising, which is
a one-way communication tool. The Internet is changing that.
As an interactive communication medium, it provides the
consumer the opportunity to experience the brand, transforming
traditional, one-sided company-to-consumer messaging into
a truly experiential, two-way interchange. As a result, a brand
must now function as a living, multidimensional, integrated,
and interactive experience between a company and
its consumers.

FRADITIONAL

WiTH INTERMET
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Digital Brand Considerations

Brand evolution

The Morningstar master brand will evolve to support
Moarningstar's goal to "host the marketplace of investment
choice.” The current perception of Morningstar is as a
“financial information provider.” Morningstar would like to be
thought of as the "center of financial debate.”

'l."ﬂ:.-':'-\:'-_-|-',','|r i | :.-',:-:':::::.; o =
fnanoal indormadion proeder cenk=ral hnarcial detaie
CARRERTETATE ESIF STATE
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Digital Brand Considerations

Symbiotic growth

Any new properties in the Morningstar family should support
the evolution of the master brand and be supported by the
evolution of the master brand.

Few properties within the
Farmingstar temiby should
support eclubon of the
masher brand.
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Digital Brand Considerations

Multi-facing approach

MorningstarAdvisor.com and Morningstarinstitutional.com
are multi-facing and should be constructed so that they are
credible to competitors, Wall Street, Morningstar employees,
and most importantly, the target audience.

Wall Sirest
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Digital Brand Considerations

Integrated communications

The branding concept provides focus for the creation and
expansion of MorningstarAdvisor.com and
Morningstarinstitutional.com. It also provides a foundation on
which to develop integrated brand-building activities.

Meda
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Digital Brand Considerations

Leveraging the master brand

To leverage the master brand for MorningstarAdvisor.com
and Morningstarlinstitutional.com, we must first identify the
brand’s core associations and attributes. What does the brand
mean to customers? From Discovery, we know that the
Morningstar master brand is perceived as comprehensive,
clarifying, established, empowering, independent, and
objective.

Next, we must understand the master brand’s boundaries.
What are the links customers perceive between themselves
and the Morningstar master brand? How strong are those
links?

The Morningstar master brand has served people needing
financial information for many years through print products,
CD-ROMs, and, more recently the Web. The addition of
MorningstarAdvisor.com and Morningstarinstitutional.com
can be seen as both an extension of Morningstar's current
products and as a large enhancement of those traditional
efforts. Yet the foundation, or core strategy, of providing
financial information remains the same for the sub-brands
as for the master brand. Additionally, the core values of the
sub-brands exist comfortably within the umbrella core values
of the master brand. Thus, their inclusion in the Morningstar
brand family leverages the Morningstar brand without
pushing it beyond its limits.

The opportunity to create successful new identities lies in the
ability to balance the current perceptions of Morningstar with
the new perceptions of MorningstarAdvisor.com and
Moarningstarinstitutional.com. The Morningstar master brand
is a valuable asset to both of these new sites, but these new
sites’ brands also need to cater more specifically to advisors
and institutional customers than the current master brand
does. The balance can be found in a well-executed sub-
branding strategy.

Marningstar

Morningstar
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Digital Brand Considerations

Sub-branding

For both MorningstarAdvisor.com and
Morningstarinstitutional.com, Sapient recommends a sub-
branding strategy that utilizes the equity of the master brand
and develops a distinct online presence relevant to each target
audience.

Adding a sub-brand can modify the master brand’s meaning,
so with each prospective extension of the master brand
Morningstar must consider potential impacts on the entire
brand portfolio. In this case, the additions support and are
supported by Morningstar's master brand. By creating an
online resource and community for advisors and an online
data and analysis resource for Institutional Services customers,
Morningstar serves the target audiences in new and relevant
ways, and provides fundamental Morningstar services.

The MorningstarAdvisor.com and
Morningstarinstitutional.com sub-brands will draw value from
the strength of the Morningstar master brand. A sub-branding
strategy will also reduce the risk of diluting the Morningstar
master brand and reduce the financial support needed to
build entirely new brand platforms. DuPont Stainmaster,
Pepperidge Farm Goldfish, and Purina Dog Chow are
examples of successful sub-branding strategies.

With a sub-branding strategy, the master brand remains the
primary mark and the sub-brand is secondary.

Equry fram
rrigstar orand
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MorningstarAdvisor.com Digital Brand Considerations

Principia brand role

On MorningstarAdvisor.com, Sapient recommends the use of
a brand bundling strategy that incorporates Principia’s brand.

Brand bundling integrates one brand (the bundled brand) into
a larger, more comprehensive brand (MorningstarAdvisor.com).
The positive attributes of the bundled brand should fit
seamlessly into the larger brand and add substance to this
brand. In the case of MorningstarAdvisor.com, the presence of
Principia will encourage migration to the new site of advisors
who currently use the product. The Principia brand presence
will not encompass the site’s tool set, but will only be used in
reference to tools similar those currently on Principia. Eventually,
any mention of Principia on the Web site will be dropped. The
tool set on MorningstarAdvisor.com will be more extensive
than the tool set offered on Principia and should, therefore,
not be hindered by the current perceptions of Principia.

MorpingstarAdvisor.cam

MormingstarAdvisor.com

MarpingsiarAdvisor.cam
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MorningstarAdvisor.com Digital Brand Considerations
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Branding Idea for MorningstarAdvisor.com

Branding idea platform

Role of the product

The most compelling role (i.e., functional/symbolic) the
product category plays in the life of the target audience.

Role of MorningstarAdvisor.com:
* Enhances efficiency
e Supports the advisor’s credibility
e Uniting

Function of the product

The product function is what the product does to fulfill its role.

Product: MorningstarAdvisor.com

What the product does: Helps conduct and grow business.

What the product fulfills: Supports the business of giving advice.

Core desire

The most deeply held desire—the need, want, or hope that the
brand can best fulfill.

Core desire for MorningstarAdvisor.com

To create a more productive advisor.

Reason to believe

The most compelling rationale to support the role of the
product.

Reason to believe in MorningstarAdvisor.com

Experienced financial information resource and established
customer service infrastructure.

Brand essence

The enduring spirit of the brand and how it speaks to the
deeply held values of the target audience.

Brand essence of MorningstarAdvisor.com

Independent and comprehensive.
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MorningstarAdvisor.com Brand Personality

MorningstarAdvisor.com Brand Personality

The brand personality answers two critical questions:

1. What are the characteristics (the "anatomy"] that set
the MorningstarAdvisor.com brand apart and adds
value in the minds of the advisor audience?

2. What does the consumer believe the
MoarningstarAdvisor.com brand expresses, or could
express?

MorningstarAdvisor.com Brand Anatomy

To place an effective new proposition into the marketplace, it
is critical to understand the MorningstarAdvisor.com brand
anatomy. A brand’s anatomy comprises three elements: core
values/attributes, brand benefits, and brand rationale. The
following describes these elements as they apply to
MorningstarAdvisor.com.

Core values

¢ Independent

e Comprehensive
e Utilitarian

¢ Unifying

e Complete

Benefits
¢ Trusted/credible
e Educated/informed
o Efficient
e Current

e Empowered

Rationale

e Financial planning and decision-making tools, like
Principia

e Customizable reports

e Timely news and data

e Education and training tools

* Online conferences and idea

Financel plannimg amd decison-matong
bl [Lke Principiai

Foicatedtnrmed
Custornizkle Timely rews
mpm L - ﬂ'l‘."dﬂh
Efioert N Current
“iHddarian Lritiying
¢ Incepaniant Campleta
Core Values
Trushedd
credibie : Emif ol
Eenefits
Educahon and Criling conferences
breiring tool = and idea enchangs
Rationale
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MorningstarAdvisor.com Brand Identity

MorningstarAdvisor.com Brand Expression of
Personality

The MorningstarAdvisor.com brand is comprehensive,
utilitarian, unifying, independent, and complete.

MorningstarAdvisor.com is comprehensive.

“MorningstarAdvisor.com is comprehensive because it offers
both breadth and depth of investment information and a wide
range of financial tools. Such product scope allows me to stay
informed and provides solid analysis and analytic tools so |
can service diverse clients effectively.”

MorningstarAdvisor.com is utilitarian.

“MorningstarAdvisor.com is utilitarian because it is built to
support my work, is easy-to-use, and offers the flexibility to
customize information and reports. Such solution-oriented
capabilities allow me to narrow my focus to relevant
information and makes me efficient.”

MorningstarAdvisor.com is unifying.

"MorningstarAdvisor.com is unifying, providing a community
where advisors can connect with each other and with their
product providers to exchange ideas and information. This
exchange enables me to stay current with the changing
marketplace.”

MorningstarAdvisor.com is independent.

“"MorningstarAdvisor.com is independent because its parent
company/master brand, Morningstar, does not have any
interest in the assets | manage for my clients. This allows me
to trust the information Morningstar provides me, and lends
me credibility in advising my clients.”

MorningstarAdvisor.com is complete.

"MorningstarAdvisor.com is complete because it facilitates
the planning, management, and ongoing monitoring of my
clients” assets, while at the same time providing me with
useful practice management guidance from industry
participants and experts. This ability to leverage and expand
my expertise empowers me to build and grow my business.”

What is positioning?

Positioning is the bedrock upon which the
MorningstarAdvisor.com brand is built. Positioning underlies
all strategic brand decisions now and in the future. Engaging
the target audience for the long-term requires time, money, and
most importantly, consistency. To avoid causing consumer
confusion, once established, the MorningstarAdvisor.com
brand positioning should seldom change.

Positioning statements

The following positioning statements capture the
MorningstarAdvisor.com brand’s “reason for being” and
create a unique brand identity:

 Provides a clear purchase rationale for the consumer

e Distinguishes the business from competitors in the
consumer’s eye

¢ Moves beyond brand identity, to consumer identity
* Helps advisors position themselves in their clients’

minds

Six elements stand out in the MorningstarAdvisor.com
brand’s positioning statement:

1. Target customer

2.Brand name

3. Brand personality

4. Product/competitive frame
5. End benefit

6. Rationale support

Positioning statement

"MorningstarAdvisor.com is the comprehensive online
resource and dynamic community that enables advisors to
conduct and grow their business efficiently because of the
fully integrated tools and actionable information delivered
conveniently over the Web."
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MorningstarAdvisor.com Digital Brand Identity

Visual Design

Morningstar’s visual design helps differentiate it from
competitors. Visual design guidelines ensure that the most
important and influential aspects of Morningstar’s identity are
conveyed to customers in digital media.

Moarningstar’s visual design for MorningstarAdvisor.com must
emphasize clarity, utility, and simplicity. The designs should
stay relevant to and consistent with Morningstar’s existing
visual identity. Visual design in all elements should:

e Provide customers with a consistent, engaging, and
valuable experience

e Support the customer’s proficiency with the site’'s
features, functionality, and editorial content

e Express the MorningstarAdvisor.com brand to the

Advisor audience

The following guidelines explain the components that will
make up Morningstar’s visual design for
MorningstarAdvisor.com in digital media. Visual design
components include:

e Logo

e Color palette

Logo

The logo should include both the master brand (Morningstar)
and the new sub-brand [MorningstarAdvisor.com). The
MorningstarAdvisor.com portion of the logo should
complement, not overpower, the straightforward Morningstar
logo, not unlike the Morningstar ClearFuture logotype. The
arrangement of the two elements in the logo (Morningstar
and MorningstarAdvisor.com) should reflect the nature of the
master brand to sub-brand relationship. Also, the logo should
convey a logical connection to the address of the site,
www.morningstaradvisor.com.

MORNINESTIA Advisor.com

OTAR Advisor.com

ADYISOR TAGLINE GOES HERE.

These logotypes represent a possible look and feel for the
MorningstarAdvisor.com identity. These treatments are based
on an understanding of the Morningstar identity guidelines
document, including its presentation of the identities for both
Morningstar.com and Morningstar Clear Future. They should

Color palette

The MorningstarAdvisor.com color palette should be consistent
with the palette used with other Morningstar materials but
should have it own distinct look in relation to the current
Morningstar.com site. Advisors should feel they are involved in
a different experience on MorningstarAdvisor.com compared
with their experience on Morningstar.com. Overall, the palette
should emphasize clarity, utility, and simplicity, which can be
expressed by minimizing the number of colors used.

Morningstar Color Palette

Gray Red

Blue Green
HETERYHEE Hoh G IS a1 G15a g

Yellow

RS0 G Al HZSE G EE

Although some customers will be able to view colors outside
the 216-color Web-safe palette, Morningstar should limit its

Orange
HZSE B1Ga D

e Typography , ) : o choice of colors to those within this palette to minimize
. Image pe considered “sketches” of some possibilities, rather than a involuntary color shifts for standard users.
gery final mark for the brand. We recommend a more thorough
e Animation investigation of the MorningstarAdvisor.com logotype, based
on the brand recommendations and the existing Morningstar
identity guidelines, when moving forward.
L]
MORNINGTIE Advisor.com
'1 I ; Advisor.com
1 ]
ADVISOR TAGLINE GOES HERE.
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MorningstarAdvisor.com Digital Brand Identity

Typography

MorningstarAdvisor.com typography should remain consistent
with the typography of the Morningstar brand. Overall,
MorningstarAdvisor.com should use typography that is easy to
read, regardless of its size and spacing. However, because
typography presentation varies according to the customer’s
browser, digital typography systems need to allow for flexibility.

Morningstar Fonts

abedefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwixyz
ABCDEFGHUKLMNOPQRSTUYWXYZ

abedefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Acceptable for Web Usage

Imagery

MorningstarAdvisor.com’s brand personality is differentiated,
in large part, by its position as independent, comprehensive,
utilitarian, unifying, and complete. Customers should perceive
these qualities in any illustrations, graphics, or photography
used.

Animation

Providing an efficient user experience on
MorningstarAdvisor.com dictates that animation be avoided in
most cases. However, animation is acceptable if it makes the
interface easier to use.

Performance

In addition to the influence of visual design, opportunities exist
to brand the customer experience through content, usability,
technology, and service. Appendix D discusses how the
content might represent the brand. The following guidelines
describe how the other aspects of MorningstarAdvisor.com
may be represented online.

Usability

The online performance of the brand can be measured by how
easily an advisor interacts with MorningstarAdvisor.com and
its many features. Web users will judge the brand on how
quickly they can accomplish a task or obtain information on
the site. To facilitate usability the site should provide:

Useful tools

Tools should be developed to allow advisors to conduct and
grow their business efficiently. The steps required to extract or
analyze data should be simple and give advisors a sense that
their time is being well spent.

Clear, intuitive navigation

Navigational structure should be consistent within
MorningstarAdvisor.com. It should be scalable or flexible
enough to accommodate the expansion of new content areas
or new tools. Advisors should easily understand the flow and
grouping of information.

Concise, intuitive instructions

Concise commands and questions should guide customers
through the MorningstarAdvisor.com’s site. Such language will
increase usability and ultimately allow the customer to spend
more productive time on the site.

Fast-loading data and applications

MorningstarAdvisor.com should be easy to access, with pages,
data, and applications that download quickly. Cumbersome,
time-consuming graphics or technologies will have a negative
effect on usability, while the careful, efficient, and optimal use
of technology will strengthen the MorningstarAdvisor.com
brand.

Clear, hierarchical information structures

The architecture of data should always be consistent with
customers’ needs. MorningstarAdvisor.com must present a

clear information hierarchy that follows a logical path from
general to detailed information. The architectural structure
should be rational and scalable, and should accommodate
added content and tools without disrupting established
patterns—bookmarks, log-in processes.

Technology

New technologies introduce innovative and unique
opportunities to reinforce the MorningstarAdvisor.com brand.
To be perceived as useful and personal, Morningstar should
carefully consider using new technologies on
MorningstarAdvisor.com.

Relevant, high-performance functionality

New front-end technologies should only be used if they
increase usability and are universally compatible with the
customer’s computer and computer skill level.

Any features that require a plug-in not included in most
browsers should be avoided. New technologies come and go
very rapidly and should be, to some degree, time-tested before
Morningstar uses them. For MorningstarAdvisor.com,
innovation should be defined as discovering new ways to use
proven technology.

Any functionality should apply directly to customers' needs or
their relationships with Morningstar. After Morningstar
assesses the needs, it should weigh the functionality’s
accuracy, speed, and usefulness against those needs.

Functionality that does not work perfectly will devalue the
advisor’s perception of MorningstarAdvisor.com and
Morningstar. Similarly, unnecessary functionality dilutes the
brand.

Personalized automation

Morningstar should provide customized, personal experiences
for the advisor audience. A customized site will give faster
access to pertinent information, which allows visitors to feel a
greater sense of efficiency and enhanced daily utility.
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MorningstarAdvisor.com Digital Brand Ildentity

Service

The speed at which the Web delivers information leads
customers to expect a higher-than-ever level of service.

Continuous, personal feedback

Feedback should be given to customers during their
interaction with the site. This feedback may come in different
forms, including visual or audio cues that indicate the
completion of a task or request, or which suggest a secondary
tool that will be helpfulin further analysis.

Feedback should always introduce elements of
personalization to the greatest extent possible. For example,
email responses may include a photo of the Morningstar
employee who replies, or the site can welcome the user by
name upon log-in, etc.

Clear information about request processing

Fulfillment of transactional and informational requests should
be clear and trouble-free. Morningstar must also provide
virtually instantaneous feedback via email, telephone, fax, or
other appropriate medium.
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Morningstarinstitutional.com Digital Brand Considerations
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Branding Idea For Morningstarinstitutional.com

Branding idea platform

Role of the product

The most compelling role (i.e., functional/symbolic] the
product category plays in the life of the target audience.

Roles of Morningstarinstitutional.com
e Time saver
¢ Resource for flexible, easy-to-access data

* Source of credibility (for institutional marketers)

Function of the product

The product function is what the product does to fulfill its role.
Product: Morningstarinstitutional.com

What the product does: Provides timely, accurate, and usable
data and tools to manipulate the data.

What the product fulfills: Building block for research and
marketing efforts.

Core desire

The most deeply held desire—the need, want, or hope that the
brand can best fulfill.

Core desire for Morningstarinstitutional.com

Maximize efficiency and effectiveness of customers' research
and marketing efforts.

Reason to believe

The most compelling rationale to support the role of the product

Reason to believe in Morningstarinstitutional.com

Experience serving the institutional market with
comprehensive data and tools.

Brand essence

The enduring spirit of the brand and how it speaks to the
deeply held values of the target audience.

Brand essence of Morningstarinstitutional.com

Flexible, comprehensive, expedient, independent, and quality.

Core Desire
I v s TS W O i i

Brand Essorse
Fliedb b, oo proh i ing,
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Morningstarinstitutional.com Brand Personality

The brand personality answers two critical questions:

1. What are the characteristics (the “anatomy"] that set
the Morningstarinstitutional.com brand apart and
adds value in the minds of the Institutional Services
audience?

2. What does the consumer believe the
Morningstarinstitutional.com brand expresses, or
could express?

Morningstarinstitutional.com Brand Anatomy

To place an effective new proposition into the marketplace, it
is critical to understand the Morningstarinstitutional.com
brand anatomy. A brand’s anatomy comprises three elements:
core values/attributes, brand benefits, and brand rationale.
The following describes these elements as they apply to
MorningstarAdvisor.com.

Core values
e Comprehensive
¢ Independent
e Flexible
e Expedient
e Quality

Benefits
¢ Informed
e Credible
e Accommodating
e Efficient

e Trustworthy

Rationale
e Customizable reports
e Timely access to Morningstar investment data

e Customizable alerts

Tl nocess i Momningsiar
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Morningstarinstitutional.com Brand Personality

Morningstarinstitutional.com Brand Expression
of Personality

The Morningstarinstitutional.com brand is comprehensive,
independent, flexible, expedient, and quality

Morningstarinstitutional.com is comprehensive.

“Morningstarinstitutional.com is comprehensive because it
offers both breadth and depth of timely and accurate data and
the tools to manipulate it. This keeps me informed and
enables me to conduct research and marketing efforts
effectively.”

Morningstarinstitutional.com is independent.

"Morningstarlinstitutional.com maintains independence
because its parent company/master brand, Morningstar, does
not own, operate, or hold any interest in mutual funds, stocks
or insurance products. This lends me credibility in my
company and the marketplace.”

Morningstarinstitutional.com is flexible.

"Morningstarinstitutional.com provides flexibility for an ever
changing marketplace because its data is customizable and
easily accessible and usable. Such accommodation allows me
to get the data exactly the way | want it, when | want it.”

Morningstarlinstitutional.com is expedient.

“Morningstarinstitutional.com is expedient because it allows
me to access data quickly and is easy-to-use. This makes
best use of my time and makes me efficient.”

Morningstarinstitutional.com is quality.

"Morningstarlnstitutional.com provides quality data that is
accurate and up-to-date. This allows me to trust the data |
use in my research and marketing efforts.”

What is positioning?

Positioning is the bedrock upon which the
Morningstarinstitutional.com brand is built. Positioning
underlies all strategic brand decisions now and in the future.
Engaging the target audience for the long-term requires time,
money, and most importantly, consistency. To avoid causing
consumer confusion, once established, the
Morningstarinstitutional.com brand positioning should
seldom change direction.

Positioning statements

The following positioning statements capture the
Morningstarinstitutional.com brand’s “reason for being” and
create a unique brand identity:

e Provides a clear purchase rationale for the consumer

e Distinguishes the business from competitors in the
consumer’s eye

e Moves beyond brand identity to consumer identity
¢ Helps advisors position themselves in their clients’

minds

Six elements stand out in the Morningstarinstitutional.com
brand’s positioning statement:

1. Target customer

2. Brand name

3. Brand personality

4. Product/competitive frame
5. End benefit

6. Rationale support

Positioning statement

“For investment research and marketing managers,
Morningstarinstitutional.com is the flexible online data and
analysis resource that enables customers to perform their
research and marketing efforts efficiently, effectively, and with
credibility, because it offers access to comprehensive and
timely data and analytical tools.”
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Morningstarinstitutional.com Digital Brand Considerations

Principia brand role

Principia has a level of awareness among institutional
customers. It is a tool that some use and with which others
are familiar. However, for this audience, Principia’s value as a
brand is minimal. Morningstar’s relationship with institutional
customers is based on the equity of the Morningstar brand
and the quality data that Morningstar provides. These
customers view Principia only as a tool to get that data and,
moreover, as a tool designed for advisors. The launch of the
Morningstarinstitutional.com site is an opportunity to create
institutional-specific associations for the tools acquired from
Principia, the site should not bind itself to the Principia brand.
The experience for customers on Morningstarinstitutional.com
will be unlike any experience they have had with Principia.
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Morningstarinstitutional.com Digital Brand Identity

Visual Design

Morningstar's visual design helps differentiate its from
competitors. Visual design guidelines ensure that the most
important and influential aspects of Morningstar’s identity are
conveyed to customers in digital media.

Morningstar’s visual design for Morningstarinstitutional.com
must emphasize clarity, utility, and simplicity. The designs
should stay relevant to and consistent with Morningstar’s
existing visual identity. Visual design in all elements should:

¢ Provide customers with a consistent, engaging, and
valuable experience

* Support the customer’s proficiency with the site’'s
features, functionality, and editorial content

e Express the Morningstarinstitutional.com brand to
the Institutional Services audience

The following guidelines explain the components that will
make up Morningstar’s visual design for
Morningstarinstitutional.com in digital media. Visual design
components include:

¢ Logo

e Color palette
* Typography
e Imagery

¢ Animation

Logo

The logo should include both the master brand (Morningstar)
and the new sub-brand (Morningstarinstitutional.com). The
Morningstarinstitutional.com portion of the logo should
complement, not overpower, the straightforward Morningstar
logo, not unlike the Morningstar ClearFuture logotype. The
arrangement of the two elements in the logo (Morningstar
and Morningstarlnstitutional.com) should reflect the nature of
the master brand to sub-brand relationship. Also, the logo
should convey a logical connection to the address of the site,
www.morningstarinstitutional.com.

MORNINGSTAR institutional.com

INGSTAR Institutional.com

INSTITUTIONAL TAGLINE GOES HERE.

These logotypes represent a possible look and feel for the
Morningstarinstitutional.com identity. These treatments are
based on an understanding of the Morningstar identity
guidelines document, including its presentation of the
identities for both Morningstar.com and Morningstar Clear
Future. They should be considered “sketches” of some
possibilities, rather than a final mark for the brand. We
recommend a more thorough investigation of the
Morningstarinstitutional.com logotypes, based on the brand
recommendations and the existing Morningstar identity
guidelines, when moving forward.

MORNINGSTAR Institutional.com

WMOORNINGIAT Institutional.com

INSTI‘IIJ.‘I'IQNAE. TAGLINE GOES HERE.

Color palette

The Morningstarinstitutional.com color palette should be
consistent with the palette used with other Morningstar
materials, but should have its own distinct look in relation to
the current Morningstar.com site. Institutional Services
customers should feel they are involved with an experience on
Morningstarinstitutional.com that is different from any
experience they might have had on Morningstar.com. Overall,
the palette should emphasize clarity, utility, and simplicity,
which can be expressed by minimizing the number of
colors used.

Morningstar Color Palette

e llow

HSE GG EE

Gray Red

Blue Green
HE1 GhTHEE HASE GR Al RS GED R HA1 51530
Although some customers will be able to view colors outside
the 216 color-Web-safe palette, Morningstar should limit its
choice of colors to those within this palette to minimize
involuntary color shifts for standard users.

Orange
RS B15a D
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Morningstarinstitutional.com Digital Brand Identity

Typography

Morningstarinstitutional.com typography should remain
consistent with the typography of the Morningstar brand.
Overall, Morningstarinstitutional.com should use typography
that is easy to read, regardless of its size and spacing.
However, because typography presentation varies according
to the customer’s browser, digital typography systems need to
allow for flexibility.

Morningstar Fonts

abedefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwixyz
ABCDEFGHUKIMNOPQRSTUVYWXYZ

abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Acceptable for Web Usage

Imagery

Morningstarinstitutional.com’s brand personality is
differentiated, in large part, by its position as comprehensive,
independent, dynamic, expedient, and quality. Customers
should perceive these qualities in any illustrations, graphics,
or photography used.

Animation

Providing an efficient user experience on
Morningstarinstitutional.com dictates that animation be
avoided in most cases. However, animation is acceptable if it
makes the interface easier to use.

Performance

In addition to the influence of visual design, opportunities
exist to brand the customer experience through content,
usability, technology, and service. Appendix D discusses how
the content might represent the brand. The following
guidelines describe how the other aspects of
Morningstarinstitutional.com may be represented online.

Usability

The online performance of the brand can be measured by
how easily an Institutional Services customers interacts with
Morningstarinstitutional.com and its many features. Web
users will judge the brand on how quickly they can extract
and analyze data on the site. To facilitate usability the site
should provide:

Useful tools

Tools should be developed to allow
Morningstarinstitutional.com customer to perform their
research and marketing efforts efficiently and effectively. The
steps required to extract and analyze data should be simple
and give Institutional Services customers a sense that their
time is being well spent.

Clear, intuitive navigation

Navigational structure should be consistent within
Morningstarinstitutional.com. It should be scalable or flexible
enough to accommodate the expansion of new tools or
content areas. Institutional Services customers should easily
understand the flow and grouping of information.

Concise, intuitive instructions

Concise commands and questions should guide customers
through the Morningstarinstitutional.com'’s site. Such
language will increase usability and ultimately allow the
customer to spend more productive time on the site.

Fast-loading data and applications

Morningstarinstitutional.com should be easy to access, with
pages, data, and applications that download quickly.
Cumbersome, time-consuming graphics or technologies will
have a negative effect on usability, while the careful, efficient,

and optimal use of technology will strengthen the
Morningstarlinstitutional.com brand.

Clear, hierarchical information structures

The architecture of data should always be consistent with
customers’ needs. Morningstarinstitutional.com must
present a clear information hierarchy that follows a logical
path from general to detailed information. The architectural
structure should be rational and scalable, and should
accommodate added content and tools without disrupting
established patterns—bookmarks, log-in processes.

Technology

New technologies introduce innovative and unique
opportunities to reinforce the Morningstarinstitutional.com
brand. To be perceived as useful and personal, Morningstar
should carefully consider using new technologies on
Morningstarinstitutional.com.

Relevant, high-performance functionality

New front-end technologies should only be used if they
increase usability and are universally compatible with the
customer’s computer and computer skill level.

Any features that require a plug-in not included in most
browsers should be avoided. New technologies come and go
very rapidly and should be, to some degree, time-tested
before Morningstar uses them. For
Morningstarinstitutional.com, innovation should be defined as
discovering new ways to use proven technology.

Any functionality should apply directly to customers’ needs or
their relationship with Morningstar. After Morningstar
assesses the needs, it should weigh the functionality's
accuracy, speed, and usefulness against those needs.

Functionality that does not work perfectly will devalue the
advisor’s perception of Morningstarinstitutional.com and
Morningstar. Similarly, unnecessary functionality dilutes the
brand.
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Morningstarinstitutional.com Digital Brand Identity

Personalized automation

Morningstar should provide customized, personal
experiences for the Institutional Services customer. A
customized site will give faster access to pertinent
information, which allows visitors to feel a greater sense of
efficiency and enhanced daily utility.

Service

The speed at which the Web delivers information leads
customers to expect a higher-than-ever level of service.

Continuous, personal feedback

Feedback should be given to customers during their
interaction with the site. This feedback may come in different
forms, including visual or audio cues that indicate the
completion of a task or request, or which suggest a
secondary tool that will be helpful in further analysis.

Feedback should always introduce elements of
personalization to the greatest extent possible. For example,
email responses may include a photo of the Morningstar
employee who replies, or upon log-in the site can welcome
the user by name, etc.

Clear information about request processing

Fulfillment of transactional and informational requests
should be clear and trouble-free. Morningstar must also
provide virtually instantaneous feedback via email, telephone,
fax, or other appropriate medium.

Review of Existing Morningstar Visual Design

The design of existing Morningstar materials must be
considered when developing the future brand and visual
identities of MorningstarAdvisor.com and
Morningstarinstitutional.com. The current visual design—
primarily divided between a strong logotype, print, and
packaging design, and the existing Morningstar.com site—
consists of a myriad of looks and colors that call for a
cohesive visual family.

Logotype

The current logotypes is strong and consistently used on the
Web, CDs, and even coffee mugs. Designed by Paul Rand, the
logotype remains one of the most appealing aspects of the
Morningstar visual identity.

MAORNINGSTAR

Print collateral

Diverse publications and products have broadened the range
of possible look-and-feel for the Morningstar visual family.
Through somewhat uniform use of shapes, colors, and the
Morningstar logo, a visual consistency is maintained.

- Stock Investor

MORNINGSTAR

Retirement Plan
Services

Mutual Fund

= FundInVeStor =0

[RNpRr—

Our Portfolio Mistakes
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Morningstar.com Visual Assessment

Morningstar.com is a retail site, targeting both individual and
professional investors. The site is editorial-based, with almost
every page providing a wealth of information and links both
vertically and horizontally. The site provides quick access to
stock and fund information, giving a "snapshot” of the
statistics by translating performance data into charts and
graphs. Due to the vast amount of information, the design
must be very structured. A simple layout, visual cues, and
consistent visual vocabulary are key to maximizing user-
friendliness, while accommodating user needs.

the widest and contains the main copy and feature links. On a
majority of pages the middle column is sub-divided either in
halves or in thirds. For example, on the main page the middle
column is sub-divided into both halves and thirds. On the
“About Us” page the middle column is divided into thirds, with
some content extending across two-thirds of the column. The
third column is blank on many pages. On the site’s main
page, the third column is the "Market Pulse” that contains
stock quotes and quick links to stock/fund information. The
width of the site’'s top banner matches the total width of the
three columns, generating a clean and structured layout.
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logo is highly visible but not overwhelming. The logo is
consistent throughout all levels of the site. The logo bleeds
into a horizontal bar that is in the "Morningstar red.”
Reinforcing the identity, this horizontal bar is a framing device
that pulls together elements on the page. On the main page,
the catchphrase (Your First Second Opinion) is reversed out
on the red bar and placed below the logo. This treatment is
consistent with Morningstar ads and print collateral.

Color palette

Aside from the red in the Morningstar identity, the site
employs an otherwise neutral palette. The "Morningstar red”
is used on the top of every page alongside the logo to
prominently stage the brand. Dark gray, black, and shades of
earthy beiges and greens are used predominantly throughout,
mainly as background and header colors. These shades are
muted, and do not overpower the red in the Morningstar
identity. The color palette is conservative; the neutral shades
suggest reliability and credibility.

Grid system

The grid system may seem inconsistent because it appears to
have four columns on some pages (including the main page)
and three columns on others. The site actually has a three-
column grid system that is used consistently throughout. The
first column is always the navigation (first- and second-level
pages) with a beige color background. The middle column is

headers, and on the catchphrase. The Futura "0" is a perfect
circle, which reiterates and reinforces the perfect circle "0" in
the Morningstar logo. All the links and copy are formatted in a
sans serif hypertext. Overall, the typography is appropriate
and consistent.

Imagery and iconography

The site makes minimal use of imagery. Photos are used for
some of the feature links. In most cases the photos are
relatively small, and are used to add visual interest to copy-
based pages. Headers are reversed out of a contrasting
background, and effectively highlight and group information.
Four of the buttons (Membership, About Us, Products, Help)
in the global navigation have accompanying icons, and the
respective page headers are accompanied by the larger
version of the same icons. These buttons/icons are
distinguished from the other buttons in global navigation.
They link to general information about the site to help a first-
time user get acquainted.

Navigation system

Morningstar.com is a fairly deep site, with many levels of
information. The current navigation is somewhat difficult for a
first-time user. The top global navigation is split into two
groups; one group sits in the upper-right corner and the other
group sits on the gray banner. Also, side navigation lists
specific links, some of which are repeated in the global

e L
@ Ly e by e
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Morningstar.com Visual Assessment

navigation. For example, "Products” is an option in the global
navigation, and is also a header with a list of links to specific
products on the side navigation. The same confusing
duplication occurs with the "Membership” option. The
navigation system could be improved if the primary and
secondary links of the same section were consolidated.

The visual language developed for Morningstar.com is applied
consistently throughout the site, and all design elements
complement and support one another. Since the site updates
its content regularly, the typical user might visit the site
frequently and want a quick and direct way of getting desired
data/information. Overall, the site exhibits a high level of
functionality and creates a sense of community for its users.

T s REEE R et R e e GpE e E M P

=) =
e ] [ e e o - =

ERES W —

; T —]
B el T~ —
: Y 5

i
;w D S )

ol - __E-rlrﬂ —

—

ﬁ.‘:.: e AR

et | e D) = L
e Y, P e s

RS T Amarcas

i, i fen prepacation soflwarw
i .-Eﬁ'd

b — ooy
— I:" { =
- 1y T T L L T T
i i [J) g (g e — e N =l
—
] - ; 1

L i - i i ol . OO i i i DO il

Aminneaie et L
N —

o P e e R il ———

Hl.i.l. o u“lll“l- bkl i"l ri |.-|I| | l' L

T ===y

L L e —— gt S, QR LR RS L O
imp

- — e e R . o ]

[ s, Bl e N et

S — :I': amrw b W dem oy T E

= mam =y N N

e wedy el el L ———

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 113

Abareng pueageiubiq Jeysbululop




Morningstar.com Visual Recommendations

Recommendations for MorningstarAdvisor.com
and Morningstarinstitutional.com:

Depending on how MorningstarAdvisor.com and
Morningstarinstitutional.com are branded, their visual design
can be dramatically different from Morningstar.com. However,
the new sites can, and should, employ some of the
fundamental design elements from Morningstar.com that
work effectively. The solid grid structure, cleanliness,
appropriate color palette, and imagery of Morningstar.com
can be applied to these new sites. The sense of reliability,
credibility, and community from Morningstar.com should also
be conveyed to the new sites. Lessons can be learned from
the flaws in the navigation system. Incorporating elements
that are effective, and correcting those that are not, will help
maximize user-friendliness and ensure high-level
performance on these new sites.
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Appendix C

Competitive
Analysis
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Competitive Analysis

During Site Strategy, Sapient conducted a competitive
analysis from several points of view, including: Brand
Strategy, Content Strategy, Digital Business, Information
Architecture, and Visual Design. The purpose of this analysis
was to understand industry Web site standards, validate
concepts for the advisor and institutional sites, and
recommend best practices from both competitive and
non-competitive web sites.

This document is composed of two sections:
e Competitor Highlights
¢ Discipline Site Assessments

The first section, Competitor Highlights, is an
assessment/analysis of two direct competitors to

Morningstar: Advisorinsight.com and Financial-planning.com.

In the second section, several of the disciplines outline best
practices from their individual perspectives.
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Section I: Competitive Highlights: Advisorinsight.com

Site Composition and Capabilities Site best practices . 3 b . b
* Tone/Voice: Two-tier tone that is appropriate for both
Site overview and assessment target audiences. Quick, straightforward for advisors;
* Target Audience: Targeted specifically at the intermediary more explanatory for consumers. For example, the A e e e e AT
market. articles for advisors to give to their clients clearly and E:‘&:EE&E}‘EEE‘EEF&{E&t
¢ Brand Position: For the retail investment advisor, patiently explain topics that consumers might not :ﬂ%?i%:{ﬁ?;;%ﬁﬁ%ﬁé@ﬂf
S&P’s Advisorinsight.com is a provider of S&P understand. S L AT AT
branded market intelligence and analysis that help e Content: Short, concise blurbs enable quick reading P Y ot 4, PO T S e ot Nt
you stay abreast of your market and deliver insight to of industry news, stock updates, changes in company L e el e et o e .
your clients. rankings of stocks, media coverage of various funds. e
e Visual Design: Although graphically uninspired, it is * Visual: In a world of "down and dirty, get to the point” e | T | ettt | T
clean and consistent throughout, with a clear, financial sites, this site is cleaner than most and easy s i i o et
conveniently located navigation system to guide the way. to follow. A Do ..-......n.u..-a.._:r’"I
* Content and Tools: e Information Architecture: Clear, conveniently located
* S&P market intelligence navigation system to guide the way
¢ Planning and portfolio tools ¢ Brand: Solid brand positioning.

* Market news and commentary

® Research and investment ideas

¢ Pinpoint prospects for investment opportunities
¢ Report and recommendation preparation

¢ Third Party Content: Links (available to non-sub-
scribers) to other S&P Web services: Index Services,
Small Cap 600, S&P 500, MidCap 400, Investor
Relations Info, and Market Access Program. Alert
services are also available (Index Alert and Index
REIT Alerts).

e Customization: Institutions may buy and post the site
on their Intranets for their advisors to use. Also,
advisors have access to customizable newsletters,
reports, etc.

e Personalization: None visible to non-subscribers.
Through the Advisor Pro Tool, advisors can create and
upgrade their own Web sites

e Community: None

* Tone/Voice: Two-tier, for advisors and their clients.
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Section I: Competitive Highlights: Advisorinsight.com

Site improvements/recommendations ~ e ey e S T LA pif e
Advisorinsight.com is not leveraging other S&P content, only
linking to it. This content could be integrated more fully, since
both advisors and their customers might be able to use this pasm=_
information. Pt i, B 4 e e o 2t B o e o st

Wb | wbeyieas
Detailed site features o R .
Advisor Insight is designed to provide retail investment E&F_":" ) Ea e ——
professionals the information they need to do research for and e —
make presentations to their clients. The site is composed of
five parts:

A i
* MarketScope e S e T

ADVISOR INSICEET

* Stock Reports
e Fund Advisor
e Industry Surveys

o Client

MarketScope — Real-time news and market analysis covering
the equity markets. Includes articles and information briefs
released on a real-time basis (i.e., as the market suggests).
Ease of navigation: categorized by topic, but searchable by
keyword and company name/ticker.

e Views & News - quick blurbs

e Stocks in the News - quick blurbs

* STARS (Stock Appreciation Ranking System ] - rank-
ing changes

¢ Investment Ideas - text notes
e Touted in the Media - quick blurbs

Stock Reports — In-depth analysis of publicly traded companies
including performance, analyst opinions, and fundamentals.
Each is a four-page report. Search by name/ticker or screen ——

using over 200 variables. Reports give each stock a STAR _

rating and Fair Value score. They cover 6900 equities. e e —
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Section I: Competitive Highlights: Advisorinsight.com

Fund Advisor - News and analysis on the fund industry and
individual funds. Includes manager interviews (continually
added and refreshed) and profiles, commentaries on specific
funds, fund family/industry news items, research ideas.
Search by name/ticker or screen by criteria on over 10,000
funds. There is a fund report on each mutual fund that also
includes a STAR rating. Also includes S&P's list of "Select
Funds.”

e Fund Manager Profiles and Interviews - Who's who of
managers: investment style, history, results.

e Funds in Focus - Profiles and highlights.
e Mutual Fund News - Quick blurbs.

e Fund Screens - Charts comparing performance of
various funds.

* Mutual Fund Reports - Detailed facts and figures;
searchable.

Industry Surveys - Industry overviews that cover 52 major US
industries and 115 market sectors. These reports talk about
upcoming economic trends and provide market forecasts,
textual analysis, charts, and tables.

Client - Easy-to-use tools for helping advisors keep clients
informed. S&P’s combinations of customizable newsletters
(i.e., eight general topics with two articles each formatted
nicely for client distribution, updated quarterly), pre-canned
presentations/seminars (12 different ones), charts (over 20,
customizable graphs, and special reports (80+ on various
investment objectives). Of particular note: Advisor Pro, an
Internet tool that gives advisors the ability to create and
update their own personalized web site.

e Chart Source - Pre-formatted charts showing topics
including Investment Fundamentals, Performance,
and Strategies.

* Newsletters - Consumer-oriented, on various topics.
Friendly tone clarifies sometimes complicated topics.

e Special Reports — Consumer-oriented; more bullet
points than articles, more specific topics.

Reference - S&P reference publications: Stock Guide, Bond Guide,
Earnings Guide, Corporation Records, Dividend Record, Register of
Corporations, Register of Executives, Security Dealers of North
America, and The Outlook newsletter. Standard & Poor's reference
access:

® S&P Comstock - Real-time market information
designed for traders. It contains information on 140
global markets.

® S&P Securities Inc. - Brokerage firm offering trade
execution and research to professional investors.

* S&P Blue List - Municipal and corporate bond data.

e Micropal - Covers over 40,000 managed funds
around the globe including private money managers.

e Compustat - Information on over 4,000 international
companies.

Current product/service pricing

Advisorlnsight.com currently bundles four modules (market
info, stock info, fund info, and client tools) for $2375/yr for 1-3
users. Modules are also offered separately and priced a la
carte at the following price points:

MarketScope $1233
Stock $1095
Funds $695

The site also generates alternative revenue from advertising
sales.
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Section I: Competitive Highlights: Advisorinsight.com

Competitive strengths

Standard & Poor's is known for its robust data. As high-end
advisors begin to offer more sophisticated investment options
to their high net worth clients, they will want to provide this
robust information. S&P also has institution-level tools that
could potentially make up an “advisors desktop” (e.g., trade
execution, etc.).

Another competitive advantage for Advisorinsight.com is the
financial backing of its parent company, Standard & Poor’s.
Standard & Poor’s is a member of the McGraw-Hill
Companies. The following is recent annual revenue for both
groups:

Revenue ($ billion)
McGraw-Hill $3.7

Standard & Poor’s $1.5

S&P is aggressively investing in Internet technology and
focusing on providing Internet-based solutions to all of its
clients. All S&P’s business units are providing services via the
Internet.
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Section I: Competitive Highlights: Financial-Planning.com

Site Composition and Capabilities

Site overview and assessment

e Target Audience: Financial-Planning.com is targeted
at financial advisors and planners. The site content,
etc., appears to be tailored for independent advisors.

* Brand Position: Financial-Planning Interactive is a
source of news, information, and discussion forums
to help users with financial planning for their clients.

* Features:

e Editorial Content
* Weekly spotlight story on chosen subject
 Weekly original editorial on the following subjects:
* Practice Management
* Investments
e Financial Planning
* News
e Advisor-specific
¢ General industry
e Community
* Postings in moderated forums. Moderated topics:
¢ Investment and retirement planning
* Life events
e Practice management
* Shop talk
e Career
* Education

e Continuing education. Quizzes worth one hour of
CFP continuing education credit.

Site best practices
¢ Business Model: Building a community of advisors.
* Brand: Branding is consistent throughout site.

* Tone/Voice: Appropriate to targeted audience,
independent advisors.

Current product/service pricing

The advisor offerings on this site are free to users. Financial-
Planning.com generates revenue through advertising and
some sponsored offerings.

Competitive advantage

Financial-Planning.com has the "first-mover” advantage in
their chosen space. Also, Thomson Corporation owns CDA
Weisenberger and, therefore, could potentially provide
missing tools, information [e.g., investment data), and
services to this site. Thomson also has an established
editorial staff that could be utilized more on this site.

Another competitive advantage for Financial-Planning.com
is the financial backing of its parent company, Thomson
Financial, a subsidiary of Thomson Corporation of Toronto.
The following is Thomson Corporation’s recent annual
revenues:

Revenue ($ billion)
1996 1997 1998

Thomson $70 $8.0 $6.1

Source: Wright Investors Service
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Section ll: Discipline Site Assessments

Best Practices Assessment

Due to Morningstar’s unique position as a provider of objective
financial information, it has a stronger brand identity than
many of its competitors. Morningstar needs to provide a
stronger offering than its competitors in order to maintain the
advantage of the Morningstar brand.

The disciplines assessed several direct competitors as well as
some non-financial, best-of-breed industry sites to better
understand innovative offering components and best practices.
Here is a sampling of the best practices and worst practices
of some key competitors and other best-of-breed sites.
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Section ll: Discipline Site Assessments: MySAP.com

MySAP.com: Business-to-Business Marketplace Brand best practices

¢ Brand Messages: "Marketplace” helps to convey the
aspects of a business community and network. "My"
helps personalize the framework.

MySAP.com was evaluated to understand and assess a
destination site composed of marketplace [community, third
party aggregation, news) and workplace (relevant tools and
information). MySAP.com is a best-of-breed busines-to-
business destination site.

e Branding Presence: MySAP.com branding is
consistently placed in the top left corner of framed

ith "Marketplace” ing in the top right.
The site is divided into two sections: Marketplace and pages, Wi arketplace appearing inthe top g

Workplace.

Content best practices

 Customization: (Workplace section) Information and
services including personalized, role-based interfaces;
the ability to control access to information and tools;
customized desktops accessible from anywhere;
document alerts; customizable directory structure;
and Drag and Relate feature.

Personalization: Users may customize a personal
home page by selecting industries and topics (e.g.,
directory, business process information, news,
trends, market information, organizations, career,
speakers corner, and events).

Marketplace: Busines-to-business hub for content,
community, collaboration, commerce; place orders,
issue RFPS, respond to RFPs; business directory that
brings together buyers and sellers; business
communities; 1-step business; personal information,
services and applications that help you run your
business.

3rd Party Content: Utilization of many third-party
services, including job listings, custom content, email,
calendar, mailing services, travel arrangements, and
time management. Aggregates third- information,
tools and content in one place that is relevant to the
user’'s needs.

e Community: Industry-specific or cross-industry
communities, each including forum, chat, and links
to related content.
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Section |ll: Discipline Site Assessments: Healtheon.com

4] lmabroer . sare Fas L]

Healtheon.com: An Industry Destination = e i Wi oo i g el ¥ T s 5]
damrery |+ g e s e L-—{;-'l

Healtheon.com was evaluated to understand the idea of
"marketplace.”

This health-related destination serves both consumers and
health professionals. The site leverages automated
information exchange, transactions and workflow of busy
practices (e.g., referrals, claims, billing, managed care), which
is in line with some of the ideas for MorningstarAdvisor.com
and Morningstarinstitutional.com.

Content best practices

e Customization: Completely customizable site.

e s . —mALARR S Parre
i Crmpby Fregd o F e & P perngery ok das

e Tone: Helpful, friendly.

¢ Best Practice: Bringing people together. Making it
easy to access vital information and perform tasks.

Brand best practices

¢ Brand Position: For consumers as well as health-care
service providers and suppliers, Healtheon.com is
the end-to-end Internet company that can simplify
and improve the healthcare system and experience.

* Sub-brands and Relationship to Master Brand: Tools
are branded with the Healtheon name.
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Section ll: Discipline Site Assessments: Quicken.com

Quicken.com: A MorningstarAdvisor.com and
Morningstar.com competitor

Quicken.com (Intuit) was evaluated to understand how it
targets its different audiences online as a reference point for
Morningstar’s future online presence. Quicken has been
successful at leveraging its brand by evolving its financial
management portal and product line.

Content best practices

¢ Consistent Content: Portal-style home page with
numerous sections, each featuring advice, industry

articles, glossaries, calculators, QuickAnswers, links,

promotions for (often free) 3rd-party or Quicken
products/services.

e Personalization: personalized portfolio with user-
controlled alerts.

e Community: Eight folders with numerous active topics,

including many about various companies. Users can
also rate the site’s most popular stocks.

e Tone: Efficiency.

e Content: Utilization of third-party content and
e-commerce.

e General Best Practice: Editorial/commerce in close
connection.

e Customization: Providing information in many slices,
so users with every skill level and interest can find
clear, relevant information.

Brand best practices

¢ Brand Messages: In addition to the implicit message
conveyed in the brand name "Quicken,” the site’s
tagline (appearing beneath the logo on the bottom of
each page), "Making the most of your money," rein-
forces the brand's thrifty and financially savvy image.

¢ Brand Character: "The "Wal-mart” of Investment
sites. Comprehensive, informative, colloquial, and
financially savwy, thrifty, fast is appropriate for their
target audience.

Visual design/best and worst practices

* Seemingly long on information but short on space,
Quicken.com crams every free area on a page with
detail and data. It's useful information, but hard for a
novice user or distracted user to find amongst the
clutter. Navigation is consistent throughout, though
harder to find at lower levels where excessive detail
tends to "grey"“(or flatten) the page out of focus. Short
on imagery, Quicken.com loads fast and offers up a
lot of useful information and tools, but may tend to
overwhelm the user.
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Section ll: Discipline Site Assessments: Theknot.com

- . . o Mipdkdleg lage— i Fer | wr - 2l
Visual design best practice T e e e T

e LT |

Theknot.com: A Consumer-Destination Site with
An industry Focus

e An undisputed leader in the ever-burgeoning "wedding P @"‘“” e T
. . 3 - Saldd i L B O _|ll..l
Theknot.com was evaluated to understand an industry {n?ustry,- theKnot.c?m offers a vvl|de-select|on‘ of f firsier ._ .
“community.” This site is very consumer oriented, but we n ormatlpn gnd tools to al(_j (':oup €S In preparing for tl"El"lI'“IDL,_ o wading shap
assessed the content from a general user point of view. anq makmg informed decisions about every step of PP i
their wedding process. Reasonably clean and AELEANE]
Content best practices appropriately cplored (the ;ection on purchasing an ':I:"-:.' I _:|
e Community: Very active discussions. Members engage‘ment diamond, for msta.nce‘, has a more e ETT VLI v e
h fitl ) but q d o tobi masculine overtone), the site maintains a good balance HLS ke ik &
choose titles, butare grouped according to topic. of text and relevant imagery, both photographic and e
Choosing subjects often a good way to get communities illustrative. Althouah g' ry,t' thp it g pb't f u w
ing. Have an Improve the Knot board. Chats are led ustrative. ough navigating 'ne site1s a bt ot @ Ao il = ey
gmdng. heduled P : cluttered overload at times, theKnot.com excels at \ (A b, v
and scheduted. creating a distinctive community, rich in information, 3 [lx 8 e e W
. . . Py il Wl i
* Customization: Extremely customizable. personalization opportunities and usable tools, that “ "
» Content: Original articles by author with subject matter is flexible enough to accommodate the guests’ needs .....--.--. e
expertise. Bylined only if author is higher-profile. as they change over time. 1 — -
e Tone: Casually hip, expert, authoritative, good friend, P i
slightly edgy. Fitting to wedding industry audience. . __r
¢ Content: Takes center stage, but some advertising '-"_'"_W'.' o =
draws attention away. ' =3
WELL s el P
Brand best practices e Gwd e anand
* Sub-brands and Relationship to Master Brand: T T i
Master brand is The knot, which is an offline and ="":?" R |le——
online publisher. Theknot.com is the sub-brand for the m‘_ e n..—h"'"""'
online venture. With the exception of their mediums, the f*_-"'r--";' e et
two are virtually indistinguishable, sharing the same s | s T il 1l
: - - BN
content, visual mnemonics and tonality.
- T

¢ Branding Presence: The brand name is ubiquitous,
nearly chronically so, throughout the site.

® Brand Messages: The tagline "number one wedding
resource and gift registry” conveys two things: 1) the
site is the leading resource in the category and 2} it is
a comprehensive A to Z resource.
The real-world sensibility is conveyed through
content tonality.
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Section ll: Discipline Site Assessments: YouDecide.com

. - . . (G “YouDecide.com Home Page - Ha]=|
YouDecide.com: Individual Financial R el 'Z: m":...s.-..p:,w ST e EI
Empowerment Site A C Rz 3|

. B

YouDecide.com was evaluated to assess a best of breed “end
to end” user solution.

Surf Less, Net More, ™
Lcom™

Brand best practices (AutoCenter __| 3]

‘YouDecide com helps you find better deskt on auto financing, nsurance, buying a
home. financial plans, and heaith concerns - allkinds of emarter ways to manage your
manay and your e, You gat the facks vou need. figure out whats best for vou, than...
you decidal

¢ Branding Presence: Branding is consistent and

- - [ Homecemer |
unobtrusive throughout site. sccss vour e o e e
m . “n Sign in to acoess Aduantags.
* Brand Messages: Brand name "You Decide " conveys ) e
empowerment’ easy naVIgatlon and aLL too[s U"'Mm:' Safe and secure Insurance Peace of mind with Long Term Care
. . . m comparison quates for Auto, Life, Insutance and u:ioﬁfrT
throughout the site reinforce that message. Tagline : Hmesenats and Sentere nsuance.
" “u . . Not a registered member?
Surf Less. Net More.™ conveys time-saving, hassle-
free and cost-efficient experience. it e
and get a Saloct an Onine Bark, choose a Select a Mutual Fund and trad your
Free Phone @ ‘2| Financial Flan, a LoveRate Credt portfolio.
Card Card, find & Legal Sepvices Plan of
. . . thop Home Equity Logns
Visual design best practice 15 minutes of Free.
Long Distance Calling
e Offering "all kinds of smarter ways to manage your R
money and your life,” YouDecide.com delivers on its

promise in a clean and efficient manner that makes
several complicated tasks clearly understandable and B
easy to do. By iving its information room to breathe

with plenty of white space and by going light on the

imagery, as well as using a consistent navigation

scheme, YouDecide.com gets users to the tools and

information they seek quickly, without a lot of fuss

and bother. Bright, friendly colors give the site an

upbeat feel, which lifts it out the realm of the typical

“heavy, corporate” sites that normally deal with these

matters of finance and insurance. A personalized

“folder” allows guests to track work in progress and

helps to ensure that this site will be returned to often.

S48
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Section ll: Discipline Site Assessments: Financial-Planning.com

Financial-Planning.com: An Advisor Destination

Financial-Planning.com was evaluated to assess a
competitive advisor-related destination and "community.”

Brand best practices

* Branding Presence: Branding is consistent throughout
site, appearing on the top center of pages.

* Brand Messages: Brand messages conveyed are
consistent with the “informative, helpful, and unifying”
brand character. The tagline "helping advisers plan
better futures” conveys the helpful message. The
easy navigation and straightforward nature of the site
add to this. The abundance of news and information
on the site communicates the “informative” nature of
the brand, while community sections near the top of
every page convey the “unifying” message.

* Brand Name: Brand name “Financial-Planning
Interactive” conveys that this is a site specifically for
financial planners.
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Section Il: Discipline Site Assessments: Lipper.com

Lipper.com: An Institutional Powerhouse

Lipper was evaluated as a direct competitor to Morningstar.

. LFFER U5 EQUITY FUKD

——— (i et

Toup Fara spmen (o sl o s gl o oy price sy lege epda e 5
apan T Furd srepane wih i R
A e T i e e i D 0 el e o i B

Brand best practices

¢ Sub-brands and Relationship to Master Brand: The
Lipper Funds, Inc., is the master brand. All funds are
branded with the Lipper name and a descriptive title
(e.g., The Lipper U.S. Equity Fund).

IR RTET1
Tk

Al In il bl el Bl Ml

AR T 1R BT H e A R B e
#a prerd

rasuTE e W b iea e orn pecl aed petweiod o e rwn

¢ Brand Character: The brand character of "Upscale,
prestigious, poised, sophisticated, trustworthy” is
appropriate for the site’s target audience.

G of 5 10,30"
LE 1 L N o
P WA RO ML B e O
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Section Il: Discipline Site Assessments: Schwablnstitutional.com

Schwablnstitutional.com

Schwablnstitutional.com was evaluated as a direct competitor
to Morningstar.

Brand best practices

® Sub-brands and Relationship to Master Brand:
Charles Schwab is the master brand. Schwab
Institutional is the division that targets the institutional
and advisor audiences, and Schwablnstitutional.com
is its Web destination. Individual investors use
Schwab.com (also accessible with the URL
CharlesSchwab.com).

¢ Sub-brands and Relationship to Master Brand:
Products and services are branded with the Schwab
name, and a description of the tool or service (e.g.,
Schwab Access™, Schwab MoneylLink™ and The
Schwab Fund for Charitable Giving™). All brand
names are trademarked.

e Sub-brands and Relationship to Master Brand:
Schwab Institutional also offers the Schwab
Signature Services Alliance™, a premium service for
advisors” "most valued clients.” It includes a
customized web site and a specialized service team.

¢ Brand Messages: Connected, practical, direct.

e The tagline "Experience. Dedication. Solutions.” that
appears on every page conveys the Schwab
Institutional brand.

* Branding Presence: Discrete. Consistently used
within the institutional site, but different in execution
from the Schwab branding on the retail site.
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Section ll: Discipline Site Assessments: CDA Wiesenberger

CDA Wiesenberger InvestmentView.net and
Blueprint

CDA Wiesenberger was evaluated as a direct competitor to
Morningstar that is moving some of its products online.

Brand best practice

¢ Brand Messages: Wiesenberger makes tools and
blueprints for investing. Modest tonality and branding
convey brand’s conservative approach.

Information architecture best practices

* Value of Product Communication: The value of the
product is communicated through the navigation,
which is named according to parts of the asset
allocation process.

* Experience: The feature set of the product is "current
state input”, "risk tolerance”, and "presentation
tools” including charts and tables. The user
experience of the product is active.

e Site Organization: Step-by-step organization based
on asset allocation process. This organization follows
the workflow.

Information architecture worst practices

e Intent of the Product: To be used as a conduit for
professional investors to understand the individual
investor's tolerance for risk. The intent is communicated
through the marketing literature, but should also be
obvious from the structure or the content of the product.

e Windows Implementation: It's not optimized. The flow
through the process is not explicitly communicated -
user is not walked through.

A
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Section ll: Discipline Site Assessments: Ibbotson.com

Ibbotson.com

Ibbotson was evaluated as a direct competitor to Morningstar,
focusing on its use of its master brand.

Brand best practice

e Sub-brands and Relationship to Master Brand:
Ibbotson.com is the online sub-brand of master
brand Ibbotson & Associates. Many of Ibbotson’s
products are branded with the Ibbotson name,
followed by trademarked functional descriptors.
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Visual Design General Best Practices

While no single site serves as an absolute standout by doing
everything right, some important lessons can be drawn from
looking at these sites. Most important, it seems, the key to
having a successful site is high-quality information and tools -
that attract users. And, when users are at your site, it is
important to not overwhelm them with too much information
at one time. Appropriate colors and imagery will help steer
the user experience and reinforce a sense of belonging with
the site, which in time may grow into a sense of community.
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Appendix D

Content Assessment
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Content Assessment

Content Assessment

During the Site Strategy project, Content Strategy assessed
Morningstar’s existing content resources and brainstormed
with the team to identify and define potential features for
MorningstarAdvisor.com and Morningstarinstitutional.com.
This section evaluates high-level content needs for the sites
and makes general recommendations about how that content
should be created.

Throughout a project, Content Strategy works with clients to
uncover opportunities to provide well-branded, user-focused
content; set up processes to create content for launch and
post-launch; and develop style guidelines to ensure that
content consistently expresses a client’s voice, is targeted to
its customers, and supports its business objectives.

Having clear, well-organized content, and easy-to-find,
consistently-presented information gives customers good
reason to use the sites regularly. Content will provide
Morningstar with real differentiation from other financial
information resources.

Content standards for the Web

While preparing content for MorningstarAdvisor.com and
Morningstarinstitutional.com, Morningstar’s editorial staff
must be familiar with general Web writing standards. As a
rule, all Web sites should adopt a conversational and
straightforward voice, using short sentences and active voice.
This voice must complement Morningstar’s voice in other
media and be consistent throughout the site. Additionally,
content should be organized into short groupings with clear,
useful headings that customers can easily scan or read on
screen. These principles will reinforce
Morningstarinstitutional.com’s credibility and reliability,
making it a trusted online source for financial information and
products.

Write for the space. People only scan when they're reading
from a screen.

e Users do not respond to heavy blocks of text or copy
that demands excessive scrolling.

* People read 25% slower online. Write half as much
as you would for other media.

e Users rely on bullet points, subheadings, and other
visual cues to make information more manageable.

Write for the task-oriented user. Users should immediately
know that they will be able to find what they need in a timely
manner.

Be conscious of the order of information. Don’t bury important
information at the bottom of an article or bullet-pointed list.
Think journalism: "conclusion” first, then supporting
information.

Cut material that is repetitive or unnecessary. This is more than
Jjust a space consideration. Repetition itself can feel
condescending.

Write clear, concise headlines and subheads. This lets readers
know at a glance what they can expect from each section and
subsection. Headings should be descriptive. Catchphrases
and word plays are useful only if they are meaningful.
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MorningstarAdvisor.com Content Assessment

MorningstarAdvisor.com

As defined in the brand strategy, Morningstar will
communicate the following clear, crisp, and universal
message to advisors on MorningstarAdvisor.com:

MorningstarAdvisor.com is the comprehensive online
resource and dynamic community that enables advisors to
conduct and grow their business efficiently.

This message will be delivered through a sound content
strategy. The following are our content strategy
recommendations for MorningstarAdvisor.com.

How MorningstarAdvisor.com should “sound” online

Morningstar’s primary communication with its advisor
customers has traditionally been through the exchange of
quantitative information. The challenge of
MorningstarAdvisor.com is to maintain Morningstar’s online
credibility with this audience in a new medium.

Advisors are a more knowledgeable audience than individual
investors, and they don't want to be spoon-fed information.
The content for MorningstarAdvisor.com should be written
specifically for the advisor audience; the site should not rely
only on recycled analyses and columns from
Morningstar.com. By integrating quality content sources in a
professional and informative way, MorningstarAdvisor.com
can educate financial advisors about issues of importance
both to them and to their customers.

Tone
Effective Web writing rests on three basic imperatives:

e Be clear.

e Be respectful of users.

e Understand the objectives and voice of the site.
All the rest is commentary:

¢ Be consistent. Maintain consistency in nomencla-
ture, tone, and language across the site.

* Be brief. Text on screen is less inviting than text on
the page, and users have short attention spans.

Short sentences hold users’ interest and generally
provide clearer information.

* Be active. Use active language and sentence struc-
ture: Don't write: "Active verbs and sentences should
be used;" write: "Use active verbs and sentences.”

e Resist rhetorical questions. Use rhetorical questions
judiciously.
¢ Keep users on task. Choose language that prompts

users and offers clear guideposts along a “path to
action.”

Through its tone, the site must clearly and consistently
communicate key desired attributes of the
MorningstarAdvisor.com brand:

¢ Independent

e Comprehensive
e Utilitarian
e Unifying

e Complete

Independent

MoarningstarAdvisor.com must maintain and build on
Morningstar’s reputation as an information source that
presents true, unbiased information about funds, stocks, and
companies. Therefore, Morningstar information must be kept
separate from information that comes directly from
institutions, and information from institutions must be clearly
labeled.

Comprehensive

As the financial marketplace grows and fragments, there will
be increasing amounts of information to present. Advisors will
expect MorningstarAdvisor.com to deliver all of it in the future,
just as Morningstar.com does now for individual investors.
MorningstarAdvisor.com should maintain a variety of
columnists and authors who bring different experiences,
unique focuses, and industry expertise.

Utilitarian

Advisors do not have time to browse around
MorningstarAdvisor.com at a leisurely pace; they want to
perform their desired functions quickly and get back to their
business. Therefore, the functions that advisors can perform
using MorningstarAdvisor.com should be accessible with
minimal clicks. Similarly, the site’s content should reflect a
to-the-point tone.

Unifying

MorningstarAdvisor.com will become the central online
source for financial advisors if it offers a significant portion of
the resources advisors need. Foremost among these needs is
current information: timely news and frequently updated data.
In addition to this "hard” information, advisors will be able to
turn to MorningstarAdvisor.com for education and training
tools that help make their jobs easier.

Complete

As the primary source for financial information, Morningstar
draws every member of the financial community.
MorningstarAdvisor.com can take advantage of that fact by,
over time, building in robust community features, enabling
advisors to interact with Morningstar and communicate with
one another. User-generated content should be kept separate
from content written by Morningstar analysts, to maintain
Morningstar’s authority.

MorningstarAdvisor.com voice attributes

The following voice attributes are consistent with the brand
directives and are recommended for all content on the site:

* Authoritative (but not preachy).
e Clever, intelligent.

* Provocative, stimulating.

e Innovative, fresh, and timely.

e Discerning, sophisticated.
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MorningstarAdvisor.com Content Assessment

Creating and organizing content on
MorningstarAdvisor.com

Advisors come in all shapes and sizes, and with a range of
preferences and needs. The content that Morningstar selects
for MorningstarAdvisor.com should reflect this desire for
flexibility, both in its presentment and in its substance.

Organize site content around customer needs

Users want a personal experience on
MorningstarAdvisor.com, to feel that it is an integral part of
their business. The site can deliver this experience by
organizing the content according to advisors’ activities.

MorningstarAdvisor.com should “surface” content that is
useful to advisors, dynamically serving relevant articles, links,
postings, and advertisements. Content should clearly walk
advisors through the steps of their business activities—
research, recommend, support.

Build loyalty by making advisors look informed and knowledgeable

Advisors need to see MorningstarAdvisor.com as an
invaluable resource for their work. The site must not only
inform them, but allow them to inform their clients. Co-
branded newsletters that advisors can tailor to their customer
base are just one example of how the site can facilitate
advisors' work processes. Other ideas include a library of
articles from Morningstar.com, grouped by topic, that
advisors can package and send to clients quickly, illustrating
top-notch customer service.

Refresh content regularly and often

MorningstarAdvisor.com will be a content-heavy site.
To remain useful to its audience, and therefore viable,
Morningstar will need to refresh content on a regular basis.
This gives advisors a reasons to come back again and again.
Eventually, they should begin to recognize Morningstar as
their number one source, not only for data, but for all the
information and tools they need to support their work.

Give the "why, " not just the "what”

Advisors are busy. Really busy. On top of gathering and
presenting information to clients, they also have to justify

their recommendations and explain market ups and down.
That's why Morningstar should provide information about why
things happen in the market. Additionally, this information
should be as close to related data as possible, so that it
provides interesting, supportive context.
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MorningstarAdvisor.com Content Matrix

Fulfilling content creation needs

Sapient anticipates that several types of content will be
included on MorningstarAdvisor.com. Here is a list of those
content types, along with guidelines for using the content on
MorningstarAdvisor.com. Morningstar can use the list of
content types below to begin sourcing (creating, buying,
forming partnerships with third parties) this content. It will
take time to collect and/or repurpose appropriate content for
advisors. Sapient will work with the editorial staff of
MorningstarAdvisor.com to craft a detailed plan for creating
and/or obtaining this content.

r i
Content Meorningstar

Advisor.com

EDITORIAL Targeted &0 the aud
Editorial

ienon and expresses 3 point ofview,

Artictes and Analysis

Marningstarn com
Third Parties

Original content

STATIC vexrust content that chan
Static

Customer service

gesinfrequently and dssaly expresses facts sbout the company or the site.

Criginat content

Hews Morningstar New swire
Third Parties s
Fund Spotlight Principla
MMF Category Overviews Principia
MMF Summary Sections Principla
Fund Changes, Stock Changes, ete. § Principla

Corporate Information
» Preas rplapses

Morningstar.com, Principia,
original content

Morningstar contact information

Marningstar.com or original content

DATA PRESENTMENT &

Legal information

Original eontent

nfitative contentwhose presentation must be o

Data Presentment Ouicktakes! Snepshots Frincipia
Aleris Third Parties
Marningstar

» b

Rteports Principia

Wiewrs [fund, siock, elc.] Principia

Graphs Principia

Morningster page POFs Principia

Risk/Goal assessrment
guestionnaires

Original content

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 138

1UBWISSaSSY 1Ua1uc)) Jejsbululop




MorningstarAdvisor.com Content Matrix

Cormrmunity

Virtal Trade Show

tob listings

Third parties

Advisors

Third parties

Advisor editorial
White papers

A aly sis
Articles

Ratings

Opinion pells

Chatsfdiscussions with
guest speakers

tser-generated

iser-generated

Marningstar

Morningstar would provide the
forummn end the “speaker” The
"speaker” and the users would
do the rest.

aggregated raings

Calendar of events

Maorningstar! adv|sors

Educetionat

Articte library

Practice managemen

Morningstar.com

Click 2 Learn

Morningstar original content

HELP Provides assistance in usi

Distance learning courses

v tools and features of the site.

Click 2 Learn

Help Blossary Original content il e 18 B Wit Ay Bl
FAG
Ete.
Process macrosfwizards Original content L
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MorningstarAdvisor.com Content Matrix

Other

that ase stadard or

Advertisements

do ot Ball easily inhe the

Third parties

Promotional content

Morningstar

Mevigatlon sl finstrucsiona content § Originel content

Advertisemenis

Original content

Profile
Site user profile
Account profile

Original oontent

LCﬁntent MorningstarAdvisor.com
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MorningstarAdvisor.com Content Assessment

High-level staffing recommendations

Maintaining a site as dynamic as MorningstarAdvisor.com can
be intensive. Morningstar will want to begin early in forming
its editorial team and setting up processes for creating
content. As MorningstarAdvisor.com enters the design phase,
Sapient recommends that Morningstar begin interviewing
and hiring those employees who will maintain the site. It is
advisable that the following roles be filled as soon as possible,
in the following order of priority, so that these individuals can
be involved in the design process:

Editor-in-chief

Responsible for carrying out the vision of the site. Manages
the day-to-day maintenance and creation processes. Must be
proficient in using the Web. Should thoroughly understand the
needs of the advisor audience and Morningstar's business
goals.

Writer (2)

One responsible for working on the "community” track;
another working closely with the "tools” track. Responsible
for creating and updating all copy posted to the site. Must
have a strong understanding of the Web medium, have a solid
understanding of the site’s voice, must be able to product
copy on a deadline, and understand the content management
package.

Editor (2)

One responsible for working on the “community” track;
another working closely with the "tools” track. Responsible
for ensuring that all copy meets established spelling,
formatting, grammatical, and contextual standards. Must be
able to deliver high-quality work under tight deadlines, have a
strong understanding of the Web medium, and thoroughly
understand the site’'s goals and objectives.

Content Manager

Responsible for maintaining all functionality associated with
the content management system, including content
syndication, banner ad refreshes, site refreshes,
personalization and customization decision support, content
workflow management, content archiving, ad serving, and
customer lifecycle analysis. Depending on the complexity of

the content management system, MorningstarAdvisor.com
and Morningstarinstitutional.com may be able to share this
resource.

About work flow

A streamlined process of content creation, editorial oversight,

approval, and handoff, is critical for a sustainable site.
MorningstarAdvisor.com will need to establish a centralized
editorial oversight team who can:

¢ Manage work flow.
¢ Draw concrete boundaries of content ownership.

* Measure content against site objectives, marketing
priorities, and voice guidelines.
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Morningstarinstitutional.com Content Assessment

Morningstarinstitutional.com

As defined in the brand strategy, Morningstar will
communicate the following clear, crisp, and universal
message to institutions on Morningstarinstitutional.com:

For investment research and marketing managers,
Morningstarinstitutional.com is the dynamic online
data and analysis resource that enables customers to

perform their research and marketing efforts efficiently,

effectively, and with credibility.

This message will be delivered through a sound content
strategy. The following are our content strategy
recommendations for Morningstarinstitutional.com.

How Morningstarinstitutional.com should "sound™” online

Morningstar’s primary communication with its institutional
customers has traditionally been through the exchange of
quantitative information. The challenge of
Morningstarinstitutional.com is to maintain Morningstar’s
online credibility with this audience in a new medium.

Tone
Effective Web writing rests on three basic imperatives:

* Be clear
* Be respectful of users

e Understand the objectives, voice, and ethos of the site

All the rest is commentary:
¢ Be consistent. Maintain consistency in nomenclature,
tone, and language across the site.

¢ Be brief. Text on screen is less inviting than text on
the page, and users have short attention spans.
Short sentences hold users’ interest and generally
provide clearer information.

* Be active. Use active language and sentence struc-
ture: Don't write: "Active verbs and sentences should
be used;” write: "Use active verbs and sentences.”

* Resist rhetorical questions. Use rhetorical questions
judiciously.

* Keep users on task. Choose language that prompts
users and offers clear guideposts along a “path to
action.”

Through its tone, the site must clearly and consistently
communicate key desired attributes of the
Morningstarinstitutional.com brand:

e Comprehensive
e Independent

e Flexible

e Expedient

e Quality

Comprehensive

Morningstarinstitutional.com offers both breadth and depth of
timely, up-to-date data and the tools to manipulate it. This
keeps institutional customers informed and enables them to
conduct research and marketing efforts effectively.
Morningstarinstitutional.com should include increasing
amounts of content from a variety of perspectives.

Independent

Morningstarinstitutional.com must maintain and build on
Morningstar’s reputation as an information source that
presents true, unbiased information about funds, stocks, and
companies.

Flexible

Investment research and marketing managers have varying
information needs. They want data that is customizable and
easy to access and use, so they can get exactly the data they
want, how they want it and when they want it.

Expedient

Investment research and marketing managers want to use
Morningstarinstitutional.com for specific functions, and they
should be able to access the relevant data with minimal
clicks. The content on Morningstarinstitutional.com must
support these information needs, and not block the
information-gathering process. Its tone should be brief and
to-the-point.

Quality

Investment research and marketing managers rely on
Morningstar for data they can trust. By being delivered over
the Web, Morningstarinstitutional.com'’s information is more
timely than ever before, and that fact should be promoted
widely throughout the site.

Morningstarinstitutional.com voice attributes
The following voice attributes are consistent with the brand
directives and are recommended for all content on the site:

* Authoritative (but not preachy)
e Direct, frank

* Through, extensive

o Natural, conversational

* Objective, sensible

Creating and organizing content

Facilitate the information-gathering experience

Customers should be provided with a seamless path through
which they acquire information. Content should guide the
experience; extraneous text should be avoided. Content
should be organized intuitively and link to related content to
enhance the user experience, not just because the mechanism
is available. Although hyperlinking is the foundation of this
medium, if used improperly, it can frustrate and alienate
users. At its core, it should support user flows and thought
processes.

Use content to guide users through the site

Navigational nomenclature should be clear, consistent,
accurate, and reflective of the information within the category
it describes. Customers should be able to find the information
intuitively. Headings should be informative and unambiguous.
They should act as cues that help customers make choices
about what they want to read.
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Morningstarinstitutional.com Content Matrix

Fulfilling content creation needs

Sapient anticipates that several types of content will be
included on Morningstarlinstitutional.com. Here is a list of
those content types, along with guidelines for using the
content on Morningstarinstitutional.com. Morningstar can
use the list of content types below to begin sourcing (creating,
buying, forming partnerships with third parties) this content. It
will take time to collect and/or repurpose appropriate content
for advisors. Sapient will work with the editorial staff of
Morningstarinstitutional.com to craft a detailed plan for
creating and/or obtaining this content.

i i G
Content Merningstarinstitutional.com

EDITORIAL Targeted ta the

& and expresses & pointofviow.

STATIC vextust content that chan

Static

Customer service

Corparate Information
L3 .'-g:: MeEpe s

Editorial Hews Muarningstar New saire
Third Parties
Fund Spotlight Frincipia
MMF Category Overviews Principla
MMF Summary Sections Principla
Fund Chenges, Stock Changes, ete. § Princpla

gesinfrequently and usialy expresses facts sbout the company or the gite,

Original content

Morningstar.com, Principia,
original content

Morningstar contact information

Marningstar.com or origins! content

Data Fresentment

Legal infarmaticn

Origingl content

ATA PR ESENTM'ENT Guanttatve content whose presentation must be dosely considered, bitwhich is dau,

Snapshols Principia
Alerts Third Parties
Merningstar
Autornatic
* Practice-jevel
Heports Princpia
Views [fund, stock, ete.] Principia
Graphs Principia
Morningstar page FOFs Frincipla

Risk/Goal assessment
guestionnaires

Driginel content
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Morningstarinstitutional.com Content Matrix

Original content

HELP Provides
Help Glossary
FAQ
Ete.
Process macrog/wizards

CHther Advertisements

Original content

nts that are standard on mast utwhich do not il easily inte the o

Third Parties

categories.

Promotional content

Morningstar

Mavigatienalfirstrecienel content

Driginal content

Site nomenlaters

Original content

Profile
Site user profile
Account profile

Original conbent

LCam ent Morningstarlnstitutionat.com
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Morningstarinstitutional.com Content Assessment

High-level staffing recommendations

As Morningstarinstitutional.com enters the design phase,
Sapient recommends that Morningstar begin interviewing
and hiring those employees who will maintain the site. It is
advisable that the following roles be filled as soon as possible,
in the following order of priority, so that these individuals can
be involved in the design process:

Editor-in-chief/Product Manager

Responsible for carrying out the vision of the site. Manages
the day-to-day maintenance and creation processes. Must be
proficient in using the Web. Should thoroughly understand the
needs of the institutional audience and Morningstar’s
business goals.

Writer

Responsible for creating and updating all copy posted to the
site. Must have a strong understanding of the Web medium,
have a solid understanding of the site’s voice, must be able to
product copy on a deadline, and understand the content
management package.

Content Manager

Responsible for maintaining all functionality associated with
the content management system, including content
syndication, banner ad refreshes, site refreshes, personalization
and customization decision support, content workflow
management, content archiving, ad serving, and customer
lifecycle analysis. Depending on the complexity of the content
management system, MorningstarAdvisor.com and
Morningstarinstitutional.com may be able to share this
resource.

About work flow

A streamlined process of content creation, editorial oversight,
approval, and handoff, is critical for a sustainable site.
Morningstarinstitutional.com will be need to establish a
centralized editorial oversight team who can:

e Manage work flow.
e Draw concrete boundaries of content ownership.

* Measure content against site objectives, marketing
priorities, and voice guidelines.
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Principia Pro Assessment

What is Principia Pro?

Principia Pro is a windows application, similar to a Web
browser. Principia exists on a user’s hard drive or local area
network. The user experiences the application exactly as the
developer intended. Interactions with other systems or factors
outside the developer’s control generally do not impact the
performance of the system. Principia’s "PC Experience” is
characterized by the following:

e User system processor speed is the only system
constraint. This constraint is under the control of the
end user.

* Mode-driven application controls where the use can
go and what the user can do at any given time.

e System interactions and responses are synchronous
and relatively instantaneous.

e Low-level, event-driven system interactions, such as
right clicking objects and displaying cascading
menus, occur with minimal user interaction.

e User can directly manipulate objects, for example, by
clicking and dragging.

* Once written, a single code can run under several
different environments.
What does it do?
Principia Pro has two functions:
¢ [nvestment research

¢ Portfolio creation

How does it do it?

The focus of the Principia experience is the data it contains.
Users view the data, graph the data, and create portfolios
from the data.

Deep navigational structure

Principia has a very deep navigational structure. Using Web
terms, Principia has six levels of navigational systems:

e Application navigational system

* Mode navigational system [research and portfolio)

e Investment navigation system (mutual funds, stocks)
* Views navigational system (portfolios)

* Subview navigational systems (portfolios)

* Investment data navigation system (investment
detail)

There are two primary modes of user interaction:

e Research mode
¢ Portfolio mode

These two modes subsume other site functionality and
features.

Direct indirection

Its lack of highly hierarchical, directly focused user paths
through the system makes Principia a powerful and flexible
tool. Users can achieve some functions through multiple
paths in the application.

Depending on the mode the useris in, the element being
displayed, and the object the user has clicked on, menu
options appear and disappear. This makes it very difficult to
understand what features the product actually contains and
how to access them.

For example, the user may want to “compare” investments.
Several functions in Principia allow users to compare
investments (graphs, benchmarks, reports, and searches on
data elements, such as Morningstar ratings). Since these
functions are not organized in a way that reveals the intent of
the functions, users can become confused. Another example
is the graphing of investments. If users have not selected any
investments and click on the graph button, they are told that
they must perform a search first, but no direction on how to
execute the search is given.

Linear interactions

Actions within Portfolio mode are linear (end to end). Principia
does not take into account non-linear activities that the user
might want to perform, nor does it consider user intent.

In order to compare investments across universes, for
example, users must create a portfolio and add holdings. The
user can then choose to graph or generate reports based on
the investments.

What works?

¢ Search mechanism lets users create customized
search criteria on data points that are important to
them.

e Application provides several ways to look at and
compare investment data.

What does not work?
e Search syntax is complex and confusing.

¢ The interface does not make apparent or clearly
describe the actual intent of functions and the value
these functions offer.

Tradeoffs—Transferring Principia to the Web

The implementation of aspects of advisor and institutional
workflow on the Web presents unique challenges, including

e Transforming a highly specialized Windows applica-
tion into an effective and engaging Web experience.

e Transforming a small, procedural experience into an
end-to-end, customizable experience centered
around work.

Web experience

Unlike traditional applications, on the Web the browser is the
desktop. Sites exist within the browser, but the browser has
dominant control. Other differences with Web experience
include

e Experience is constrained by bandwidth and other
systemic constraints outside of the user’s control.
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Principia Pro Assessment

e Experience is page-driven. The user controls the
navigation through pages and can take paths that
were never intended by the designer. Users can enter
and leave experience through several avenues without
the notifying the system (exit the site by minimizing
browser windows, enter the site using bookmarked
pages other than the home page).

¢ "Call and response” system interactions submit and
receive communications with a visible feedback lag
time (asynchronous).

e As a result of call and response system interactions,
direct manipulation of objects is impossible unless
non-traditional Web technologies are used (manipulation
requested must be submitted).

¢ Code must be written many times to support multiple
platforms, multiple browsers, multiple plugins, and
multiple scripting languages.

Traditional Web experiences
Traditionally, the Web has been successful with the following
user experiences:

e Communication experiences—bulletin boards

e Content delivery experiences—viewing pages,
searching

e Transactional experiences—e-commerce applications

Customizable "work" experiences

The development of MorningstarAdvisor.com and
Morningstarinstitutional.com is a fundamental shift in what
the Web is traditionally used for. The focus of the experience
will not be the data, it will be the work that site users need to
perform. The data is a conduit to complete this work.

In everyday experience, this work is inherently

¢ Non-linear—users do not complete every step in a
process from beginning to end; there will be stops
and starts throughout.

¢ Simultaneous—users work on more than one thing
atatime.

* Predictable—work is done at regular intervals.

* Spontaneous (unpredictable)]—new work may interrupt
current work.

The work includes the following operations:

¢ Searching for information
e Viewing information

e Creating and manipulating information—graphs,
asset allocations

* Managing information
e Exchanging/delivering information

As a result, the experience we create needs to be appropriate
for the Web media and the user, and must take the following
into account:

e Intent of use for activities
* Frequency of use
e All possible entry points and exit points for activities

e The level of direction the user will need to complete
work

e The amount of flexibility the user will need to make
the experience effective for them

In order to be successful, we need to provide representations
that users prefer more than the systems they traditionally
use. More specifically, we will need to create an experience
that

e Minimizes “call and response” interactions

e Allows users to manage multiple activities at the
same time

e Allows users to move from one activity to another
quickly and without disturbing other activities they
may be performing in the same site
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Front-End Technology Benchmark

Introduction

The Morningstar advisor and institutional web sites will
attract users in the corporate environment. The user
interface should be developed to leverage the advanced
capabilities of client-side technologies available to users in
the corporate environment. Today's Internet users demand an
elegant and intuitive design. The Morningstar advisor and
institutional Web sites will meet this expectation to provide
differentiation within the market.

Leveraging the advanced capabilities of contemporary
browsers means applying current technology, such as
cascading style sheets and DHTML. These technologies help
to achieve innovative and sophisticated interfaces that enhance
the overall user experience and support the Morningstar's
goals of implementing robust tools and building community
through the advisor and institutional web sites.

Assumptions
e Implementation of the user interface must achieve
excellence to differentiate Morningstar's offering in a
highly competitive and crowded market.

¢ Presentation will be accomplished through the use
of a content management system that will generate
dynamically populated pages and apply predefined
styles. Separating content from presentation using a
CMS application allows for increased flexibility in
updating and maintaining a complex and content-
rich web sites.

e Appropriate technology will be applied to presenta-
tion challenges, with consideration to the balance of
target market technology capability and the require-
ments in achieving "best of breed” in the elegance of
user interface.

The ubiquity of MSIE 5 as a standard browser,
already at 24% in August of 1999, will be significantly
higher by the anticipated site launch than indicated
in current statistics. Microsoft browsers continue to
gain market share and this growth reflects new
installations of MSIE 5.

 Based on research provided by Morningstar and
other sources regarding client operating system and
processor speed, the target client platforms will be
Windows 95, 98, and NT workstation running on a
Pentium class processor. Macintosh and Unix
platforms will be considered nonstandard
implementations of the advisor and institutional Web
sites. There may be an alternative set of criteria for
testing and acceptance for these platforms.

Sources

The front-end technical benchmark is based on several
sources of information that comprise a comprehensive
technical profile of Morningstar advisor and institutional site
users. The profile was used to develop recommendations for
front-end technical benchmarks that will be used to guide
development of the user interface. These recommendations
will be further validated through a survey of Morningstar
client technology platforms.

The sources are:
* StatMarket
¢ Zona Research
e Forrester reports
e Macromedia

e Morningstar-provided information
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Technical Assessment

Recommendations - Benchmark Profile

The profile described below represents the model
implementation that will be used to guide development of the
user interface.

* Browser: MSIE 4.0 and higher

e Optimal implementation will be considered MSIES.
This means that some features specific to MSIES will
be implemented, with the constraint that none of
these features degrade performance on other
browsers.

® HTML: Version 4.0

e Operating systems: Microsoft Windows 95, 98, NT4
e Screen resolution: 800 x 600

e Screen colors: 16-bit color palette

e Connectivity: 28.8K modem or higher

e Page weight: Target will be under 70K

e Download time: Estimated at 3K per second on a
28.8 modem

e Plugins: Acrobat Reader and Flash will be required to
take full advantage of site functionality

e JavaScript: JavaScript 1.2 will be used to create
dynamic presentations and to perform client-side
functions as required to interact with server-side
applications

What does this mean?

e All anticipated functionality will be implemented
according to specification using this client technology
profile as a guideline.

¢ Provides an enhanced user experience with more
robust functionality.

* Some users may have to upgrade or use an alternate
browser.

* These requirements must be communicated in sub-
scription information distributed by Morningstar.
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Technical Assessment

Front-End Technology Benchmark Web
Browsers 5

Web browsers

Anticipating the array of technical capabilities of the site’s wa
subscribers is essential to ensuring that key design and
development decisions support the target population.

Sapient gathered data from three sources regarding browser &
usage. These included StatMarket, Zona Research, and
Forrester reports.

21

Percentagn

Summary of data

StatMariet Browser Trpes [As of 86791

* A StatMarket report from August 1999 reported that =
92% of all U.S. internet users browsed with version 4 N
or higher

e A survey conducted by Zona Research in October .

1999 found that 99% of browsers used at work are

version 4 or higher. Hutitpe

* The same Zona survey of corporate Internet use
reported that 73% of respondents indicated that a
policy regarding a browser standard was enforced.

e Of those respondents indicating browser require-
ments, 67% require MSIE 4 or 5.

* Morningstar competitors in the subscription-based
market, such as Schwab Institutional, require the
use of version 4 browsers.

Morningstar advisor and institutional sites will require the use
of version 4 browsers. Support for the anticipated
functionality and presentation of the Web applications for the
advisor and institutional sites, specifically DHTML and Java,
cannot be guaranteed for browsers lower than version 4.
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Recommendation Adobe Acrobat Reader is used to print platforms independent WINDRS 3 - .? | 3 % %. gl E|E
Browser testing and support for front-end technology will documgnts. According to a S.tatMarke-t survey, Acrobat Reader 77 Emhm_ﬂ A% W R R SRR VS R AR T SRR 0P e
consist of unit testing a set of screens that represent the has an installed base of 36% in the United States. S
application of the visual design system to the site. A detailed . Ewplorer il EMEL B WS H N N B SIRIN IR D
plan for quality assurance criteria and testing will be JavaScript R e e o B e e i
developed for the implementation phase. e JavaScript 1.2 will be implemented to achieve dynamic
display of information. Espilera 20 - L= ;
HIML T E —e S R e A
* HTML 4 will be used to construct page presentation. JavaScript will be implemented so that it can b_e |mplemented ::::E:T:jii * it e x 2 i
on all target browsers. There may be some variation of Mavigaier %1 & P
HTML 4 is an evolution of the markup language that governs implementation based on the native capabilities of the browser. i A i
the display of content on web pages. Major improvement in Where these discrepancies in implementation exist they will be Meavigator 2.0 . b
version 4 over earlier versions m_cludef mechanisms for style documented and communicated as part of the quality R = =
sheets, scripting, embedding objects, improved support for assurance criteria.
right to left and mixed direction text, and enhancements to
forms for improved accessibility for people with disabilities. Cascading style sheets e bl
Sapient will use the transitional version of this markup e CSS 1.0 with the subset of features of 2.0 identified as Fartially Suppof e
language, Which in_cludes some tags and attributes that are CSS-P (positioning) will be used to implement some Mzt Sugp orbact
deprecated in version 4, but still supported by browsers. . :
presentation elements of the user interface.
Browser plug-ins CSS will be used to enhance typography and the display of
* The Morningstar advisor and institutional sites will HTML objects in the application interface. There is variation in -E = E al 3
require the use of Macromedia Flash and Acrobat the implementation of this standard between MSIE and 2 3 ¥ Lﬁ G| e LE E g
Reader plug-ins for users to take full advantage of Netscape browsers. Style sheets will be developed to optimize MACINTIEH 3 g 5 § .E ; ; % % I BERE E'J
reporting and data view features on the site. presentation in targeted browsers. This will require using
¢ Macromedia Flash Player plug-in will be used for JavaScript to detect the user’s browser type, then serving the Bphwil gl e B i8I0 8| % 8|9 & & | ®
some reporting functions. appropriate style sheet for the user’s platform. Variation in Epecdd [ w|oloin inle|le|lelnlielele
e PDF files will be used to create documents for presentation will be documented and reflected in quality
printing. assured criteria. Egdorer 351 | @ | @ | @ @ B | B | & ) & & | B L
Macromedia reports that, "In December 1999, NPD Research, CSS will be used for dynamic presentation of information Maigator 04 | @ | & | @ @ | 8 | & |8 | 8|8 | @ &
the parent company of MediaMetrix, conducted a study to through manipulation of style sheet properties by JavaScript —
determine what percentage of Web browsers have Flash (DHTML). CSS attributes unique to IE5 will be used with the bl ¢ s e s e B e e -
preinsta[[ed. The results show that 85.6% of Web users can requirement that such imp[ementation does not disrupt Peawigator 2.0 & sinlimlele ™
experience Flash content without having to download and performance on non-compliant browsers.
install a player.” The Flash Player is included with Windows
98, Windows 95 OEM upgrade CD, and Macintosh operating Extensible markup language (XML) S pof el
systems. Itis also distributed with Internet Explorer 4 CD and Web A _ , Partially Sup per bl
installations, Internet Explorer 5, Netscape Navigator browsers * XML will be used to define data that is generated by
version 4.0.6 and above, and the America Online 5.0 CD. application processes. In this release of the sites, XML Mot Supportad
will be served to the client as HTML.
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Technical Assessment

The capability to serve XML to the client will be retained as
that capability is nearing full implementation across browsers.
The Web server, content management system, and application
servers will pass data using XML. This implementation is
outlined in more detail in documents delivered in the
Common Components track.

Frames

¢ Frames will be implemented only as necessary to
incorporate third-party content.

Client delivery platform

Target delivery platform

Determining the anticipated hardware configurations that
clients will use to access the advisor and institutional sites is
essential to developing a testing environment and optimizing
presentation of content. Sapient used several sources of
information to create this profile of the current state of client
technology. The relevant summaries follow.

The aspects of the delivery platform considered include the
user’s operating system, screen resolution, and screen colors
and connectivity.

Operating systems

e Morningstar target platforms include Windows 95,
Windows 98, and Windows NT.

Data collected by StatMarket and Morningstar regarding client
use of indicate that virtually all visitors to the site will be using
one of these platforms.

Screen resolution

 Advisor and institutional sites will be designed with a
target screen resolution of at least 800 x 600.

An overwhelming majority of visitors to the site can be
expected to have even higher resolutions. The 800 x 600
specification indicates the lowest screen resolution that will
not require horizontal scrolling. This resolution assumes that
users will have the browser window maximized.
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Screen colors

 Advisor and Institutional sites will be designed with a
target 16-bit screen display.

89% of users in StatMarket's August 1999 survey had screen
resolutions of 16-bit or higher. This number can be expected
to increase by the expected launch of the sites.

Connection speed

e The Advisor and institutional sites will be developed
to target users with at 28.8 baud modems.

Most users will have much faster connections, such as T-1
connections over corporate LAN.

The lower speed connections will be considered in designing
the site to accommodate users who will connect to the site
from home. Download time based on connection speed will be
determined by using a calculation utility. Details will be
documented in the testing plan.
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Models: Other Options Considered

To help Morningstar arrive at the best method of
structuring its Web presence, Site Strategy generated and
assessed several models that take differing approaches to
the solution. For each option, we examined related brand
implications, pricing models, user access, and other
issues integral to the success of the Morningstar offering.
An analysis of the following alternative models led to the
selection of the model discussed in the main section of
this document as the most suitable.
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Model 1

MorningstarAdvisor.com and
Morningstarinstitutional.com remain
stand-alone Web-based brands bundled with
Principia.
e Provides for discrete advisor and
institutional product offerings.

e Aligns with existing organizational
structure.

e May not support an interaudience
marketplace.

e Morningstar.com continues to refer only to
the retail segment.

Morningstar
.com

Advisor
.com

Common
Features

Institutional
.com
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Model 2

An audience-based approach segments the site
into consumer interest points: Advisor,
Institutional, Retail.

e Creates distinct branding opportunities,
elevating individual segments into
communities.

e Aligns with existing business structure.

e May reduce revenue due to the site’s
product transparency and promotional
nature.

e Could create marketing and customer
segment confusion.

Morningstar
.com

Institutional

Common Features
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Model 3

A single point-of-entry divides the site into
professional and retail experiences.

* Provides an integrated, scalable
experience targeted to individual needs.

e Promotes only one brand, simplifying
marketing efforts.

* Mitigates visible pricing differences among
advisors and institutions.

e Implies increased coordination between
advisor and institutional staffs.

Professional

Morningstar
.com
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Model 4

A product-based approach segments the site
into retail and non-retail categories.

* Provides for discrete advisor and
institutional product offerings.

* Aligns with the existing organizational
structure.

e May not support an inter-audience
marketplace.

* The retail segment continues to have its
own, distinct experience.

Morningstar
.com

Principia
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Model 5

A product and audience-based approach
segments the site into numerous components.

 Specializes in destination-oriented users
who want to “get in and get out ... no time
for community activities.”

e Principia’s brand equity remains intact.

e Pricing transparency could adversely
affect revenue.

e Community experience could be
fragmented, confusing, and ultimately not

engaging.

Advisor

Morningstar
.com

Retail

Institutional
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Model 6

A product-based approach creates sites for
every prominent product.

* Product focus allows marketing specific
product benefits.

e Offers short-term benefits, but lacks
alignment with Morningstar’s long-term
vision.

e A greater number of user experiences
Increases design and implementation
work.

» A fragmented experience may cause users
to feel that the sites do not address all
their needs.

Morningstar

L0om

Principia
.com

x
........
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Model 7

A product and audience-based approach creates
access channels based on value recognition.

e Maintains current revenue stream of
advisor and institutional.

* Maintains product focus and audience
segmentation.

e Dilutes user-perceived value of
MorningstarAdvisor.com and
Morningstarinstitutional.com.

¢ Audiences may get fragmented messages
about the value Morningstar provides.

Morningstar

LOom

Principia
£Lom

Institutional
.com
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Strategy Session Summary

:

MAORNINGTAR

Strategy Working Session
DRAFT Presentation V3

December 14, 1999

REVISED January 7, 2000

5 Working Session Objectives MOOANINGSTAR

“» To build a preliminary, shared “vision” of Morningstar’s future
on-line relationships with:

<> Individual investors

<> Advisors & Intermediaries
=* Institutions

=» Partners & Alliances

=» Togain a preliminary understanding of the operating strategies
that align with our “vision”

=»Financial Strategy

- Market Strategy
~»Brand Strategy

=» Organizational Strategy
=» Technology Strategy
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Strategy Session Summary

5 Value Relationships MOORNINGSTAR

Individual
Investors

Advisors
&
Intermediaries

Institutions

Part of Morningstar's competitive advantage is its direct, established
value relationships with three market segments.
Historically, these relationships are primarily
based on the sale of tools and information

5 Mission Statements

“"We will become a global
provider of internet-based
investment information and “We will host the marketplace
services which focuses on and of investment choice”

champions the individual
investor’

¥ h

MORNINGSTAR

Morningstar maximizes access to objective
information and choice for investors by hosting an
open marketplace for ideas and service. We
moderate “the investment debate” among individual

investors, advisors and institutions.
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Strategy Session Summary

There are important near-term

strategic decisions to be made

Financial

Market

Brand

Organizational

Technology

=¥ How will we price our on-line offerings?

= Will we trade tool & information revenue for
market share?

=¥ Whao do we target for on-line offerings?

Friorities?

= How will we leverage our brand across markets?

<> What aspects of our brand need change or
development?

<» What changes to our organization do we anticipate
and need to plan for / act upon?

=» What are the technology implications of the
shared services we might offer [e.g., Portfolio
Management, integrated model, etc]?

MORNINGSTAR

A shared, preliminary operating strategy provides context and direction

for more tactical decision making

5 Vision

Bank
Credit

pes® |
}r@rl;ﬁta r.

Insuranc

Retirement Ceontent

Providers

MAORNINGSTAR

Access to
audiences of
individual
investors
and advisors
represent
value to
institutions.

Jojebaibby
Aggregator

“marketplace” is

The

accessible
through multiple
“doors”
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Strategy Session Summary

5 Operating Strategies Framework

Financial
Strategy
Market | /\
Strategy
MCORNINGSTAR
Brand
Strategy

MAORNINGSTAR

Technology
Strategy

Organizational
Strategy

Strategic alignment is critical.

Each of the operating strategies should align to the "vision” and to each other.

MORNINGSTAR

Financial Strategy

Revenues from Individual Investors
> Free tools & information through morningstar.com

~»Fee-based, ala cartepremium tools, information and
services

=>Preserve existing direct revenues from this market

~»Qualify individual investors for other interested
audiences |e.q., advisors & intermediaries, institutions
and partners?

~»E-commerce commissions and direct sales
>Reports
=»Publications
=>Tools
~»Classes
->Hard goods [mugs, pens, etc.]
-»Books, tapes, elc.

Must Morningstar sacrifice direct revenues from individual investors in order to

build a large audience that advisors, intermediaries and institutions will pay to
access?
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5 Financial Strategy (continued) MORNINGSTAR

Revenues from Advisors & Intermediaries
“» Free tools & information through advisor.com

~» Fee-based, a la carte premium tools, information and
services

=2 E-commerce commissions and direct sales

> On-line conferences [free or fee?]
=» Pay for Consumer data from morningstar.com
~» Pay for access to individual investors (at morningstar.com)
~»Registration fee for morningstar.com?
“»Per referral?
=>Advertising?
=>»Bundled with tool offering?

Is the current audience of individual investors at morningstar.com attractive to
current advisor and intermediary customers?
What is the right way to charge advisors and intermediaries for access to
individual investors at morningstar.com?

Financial Strategy (continued) MORNINGSTAR

Revenues from Institutions
> Pay for tools & information [on-line & data services)
=» Pay for consumer data from Morningstar.com and
Advisor.com
> Pay for access to Investors [Morningstar.com) and Advisors
|Advisor.com)

~»Registration fees?
=>Fee-based referrals?

~>Advertising?
“>»Transaction fees?

What is the right way to charge institutions for access to
morningstar.com and advisor.com audiences?
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5 Financial Strategy (continued)

Revenues from Partners & Alliances
<> International Partners
=»Share of equity
=>Licensing / Franchising

le.g., Multex, etc ]
“»Exchange of in-kind value [brand visibility]
=»Shared revenue for traffic

“»Exchange of in-kind value [brand visibility]
=>Licensing Fees

<> Distributors of Morningstar content [e.g., Yahoo, MSN, etc ]

MORNINGSTAR

=» Suppliers of content to morningstar.com and advisor.com

What is the appropriate methed for monetizing the value of the
morningstar.com and advisor.com audiences to partners?
Traffic, not money, is often exchanged between partners.

Financial Strategy (continued) MAORNINGSTAR

Revenues from Partners & Alliances

Currently we are receiving revenues from AOL, Yahoo, etc., by providing them
with content as they "aggregate” their audience of investors. How will this
relationship change if one of the foundations of our strategy is to aggregate our
own audience of investors?

Is acquisition by a portal a potentially viable market/financial strategy?

What role does/should Softbank play in answering these questions?
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Strategy Session Summary

5 Financial Strategy (continued)

Other Issues

revenues”?

MORNINGGTAR

~» How will Morningstar distinguish and disclose direct and indirect

~*» How/where will revenues be accounted for across lines of

business?
5 Market Strategy MOORNINGSTAR
Individual Investors
Tools _ o
Advisor references | Advisors & Intermediaries
| Brzzi{e‘r refefrences Tools
nStEIEUtm;{-‘, re :ntances Institution references Institutions
racAc;ng ata Tracking data
vice Advice T::-::-ls:
e-commerce e-commerce Attribution
Access to Resear_ch
morningstar.com Education
Advice
Tracking data
Access to
morningstar.com
Access to
advisor.com
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Strategy Session Summary

5 Market Strategy (continued)

MORNINGSTAR

Individual investors: “Aggregate” at rmorningstar.com

individual investors

“marketplace”

> Mzake an “objective” presentation of advisors,

=» Emphasize Morningstar’s differentiation as a unique
provider of value-added tools, information, advice and

intermediaries and institutions to individual investors.
Demonstrate the benefit to individual investors of these new
on-line relationships with advisors and institutions

> Provide leading tools [aligned with those provided to
advisors and institutions) and information to attract

Market Strategy (continued) MOOANINGSTAR

Advisors & Intermediaries: - 'Aggregate” at advisor.com

- Provide access to morningsiar.com

=>»Provide leading tools (aligned with those provided to
morningstar.com investors and institutions) and information to
attract advisors & intermediaries to advisor.com

~»Market and sell access to the morningstar.com investor

Ourcurrent morningstar.com investor "do-it-yourself” and “validator”
audience may not be attractive to our current advisor customers.
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Market Strategy (continued) MORNINGSTAR

=» Provide institutional-level tools and information

~»Tool standards aligned with individual investor and advisor
offerings [facilitates interactions)

“¥ncreased depth of information

=» Provide comparative analysis to inform
~»Product development
=>Marketing programs

-» "Sell” access to individual investors [morningstar.com} and
advisors & intermediaries (advisor.com)

W73, Sagisntiorpoahon FROr1? Momngstar | Confdenhal

Market Strategy (continued) MAORNINGSTAR

~» Content Providers [e.g., INSweb, e-loan, Multex, Big Charts]
-» Co-Branding [e.g., Yahoo Finance, MSN, AOL, Big Charts]

=» |nternational

=¥ Morningstar will work with aggregators (who rate, select,
assure guality] in segments in which we are not the
aggregator

N33, Seoisntizorporahon Page 1& Momngetar | Confdenthal
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Strategy Session Summary

5 Market Strategy (continued) MOARNINGSTAR

Issues
~» Morningstar cannot appear biased towards any one vendor.

Doing so risks Morningstar’'s “independent & objective” brand
image towards the individual investor

~» How does Morningstar deal with aggregators who are portals?

Cur current morningstar.com audience may not be attractive to our current
advisor audience. If part of our strategy is to leverage the morningstar.com

audience to advisors, more consideration is needed about the current 5 Bra ﬂd Strategy Mmﬂﬂmﬁsmﬂ

morningstar.com audience and it's value to current advisor customers.

There seems to be agreement that access to audiences of advisors and Brand Attributes to

individual investors represent value to institutions. B’_?’ ”J Attributes to Advisors, Intermediaries,
Individual Investors Institutions and Partners

If attracting and aggregating individual investors is at the core of Morningstar's S *"Authority”
digital business strategy, what needs to be offered in order to attract the +“Ernpowering” s e e e

audiences that are valuable to institutions and advisors? individual investars”

» ‘Independant” »"Qualitydata”

Is acquisition by a portal a potentially viable market/financial strategy?

» Onjective” neng g o
What role does/should Softbank play in answering these questions? «“Unbizsed” :3:::::
+ Comprehensive” " |ndependent”
*"Bast tools and inform dion” * Comprehensive”
o "Muiti-m arket” o Utility”

»"Information depth and rigor” *"Best tools to advise” (e g., Principial.

Principia product has developed its own

brand equity
r-——=—=—=====-=== T - T T T T -0 ===== 1
R L |
| «Platform where individual irvestors, + "Platform where individual irwestors, I
!- advisors and institutions can all connect” advisors and institutions can all connect™ :
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5 Brand Strategy (continued) MAOANINGSTAR

lssues

~» How does Morningstar continue to maintain its brand
attributes?

~» To be perceived as comprehensive,” Morningstar needs to
satisfy as many of the user needs as possible [For example:

currently all asset classes are not represented]

¥ The investment philosophy needs to be clearly represented
to support the “clarifying” and “authority” attributes

<» Full disclosure to individual investors is necessary to
preserve unbiased, objective, independent attributes as
more transactions occur between potentially influential
parties

MORNINGSTAR

Brand Strategy (continued)

Issues
-» As offerings expand, how will Morningstar stretch the brand to
cover them?

“»|f Morningstar is creating a “unifying” platform, how does
the brand have to change to accommodate that?

=» If Morningstar is going to sell consumer market
information, how does the brand have to change to
accommodate that?

=» How will the brand support future company goals?
<> A "marketplace”
=» A “digital” company

PREPARED BY SAPIENT FOR MORNINGSTAR | FEBRUARY 14, 2000

PAGE 176

Alewiuing uoissag Abaielg Jeysbuludop




Strategy Session Summary

MORNINGSTAR

= Consolidate strategy and business unit responsibility at the
steering committee” level

=» Consolidate “specialists” where business unit integration is
necessary

“» Tools
=» Debate (editor-in-chief]

5 Organizational Strategy

<> Advice
> Access [advertising, business models)
~» Execute strategy within business units with dedicated staff
=» Product Development
=¥ Product Management
=» Application Development
= Content Management
=» Editorial industry/market specific)
=» Product support

Functional specialists and dedicated business unit “executors” are
accountable to steering committee members

Steering Committee Functions
“Strategy”

Organizational Strategy (continued)

Centralized Functions
"Support”

MORNINGSTAR

*Business Strategy
*Product Management

*Content Strategy

Business Unit Functions
“Implementation”

*Product Development
*Product Management
*Product Support
sApplication Development
*Content Management
sfield Sales

*Data & analysis [generic
investment info)

*Product and Site Design

sTechnology infrastructure

sMarketing

*Product support

*Tele-sales

sFinance [w/ liaisons in business
units}

*HR (w/ liaisons in business units}

M5

*Publishing

*Public Relations (outsourced /
supplemented)

sEditorial (editor-in-chief)

*| egal

eEditorial (industry/market specific]
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;

MORNINGSTAR

Organizational Strategy (continued)

Current Organizational Issues
<> Within business units, decision-making authority does not align
with accountability for performance

- Business unit “owners” have financial performance
responsibility, but may lack decision-making authority

<> Organizational authority between “staff” and “line” personnel
Is unclear

-» “dot.com” business functions and resources [e.g., content,
product engineering, etc.] are currently shared across all
business units, but focusing primarily in retail

<> An internally-focused executive [COO0) is needed

> Don's and Tim's “visions” appear to be different

Technology Strategy MORNINGSTAR

Infrastructure

~» The technology infrastructure will facilitate sharing of
information across business units

~» The web architecture will be modular and extensible to
facilitate emerging market opportunities

Applications

=» Emphasis on quality and time-to-market
<> We will "buy” whenever possible, “build” if necessary
Data
=» Data integrity is primary emphasis
> "Core” data [e.g., stock and fund information] is centrally
managed, easily shared & accessed

> "Provided” data (from on-line partners] maintained &
managed by partners [S&P model]
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5 Technology Strategy (continued)

Organization & Management

Distributed into

MORNINGSTAR

Business Units Shared/Centralized Outsourced
Product Development Infrastructure Application Development
Data
Hlrmiz el 21 e Application Development
Application Development - Standards
- Quality Control
MIS
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