P # 3% &'

Agenda




Market Intelligence

“As a general rule those most successful
in life have the best information.”
- Benjamin Disraeli

This philosophy was central to his success
extending the power and scope of the British

Empire while serving as British prime minister
from 1868 to 1880.

Digital Deliverable — Customer Satisfaction




Predicting Target Variables




Stated Cross Tabulations
Importance vs. Performance

Process area investigations
allow the isolation of key
performance hot-spo

Net Promoter*
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Customer Loyalty Segmentation
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Ordinal Logistic Regression on Loyalty
(Performance Trumps Price)
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Performance against Expectation
Leverage, P<.0001

[ Least Squares Means Table
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Level Least Sq Mean Std Error
1 1.5000000 0.09173016
2 1.6901408 0.07055172
3 2.2493151 0.03111647
4 2.5988024 0.04600220
5 2.6666667 0.10853659

Mean
1.50000
1.69014
2.24932
2.59880
2.66667
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Relative Price Leverage, P=0.0814

Least Squares Means Table

Level
1

aoh W N

Least Sq Mean
1.5000000
2.2571429
2.3012821
2.2266187
2.0625000

Std Error
0.47661800
0.11393349
0.03815998
0.04042621
0.09728924

Mean
1.50000
225714
2.30128
2.22662
2.06250

Best Supplier Penetration Profile
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Yield Loyalty Economic Modeling

Universe
2,000,000 Average Annual Spend
Customers  Proportion Share Spend Revenue
Not Top Supplier 1100000 23% $372  $409,585,000
$1,325,245,000
Universe
5% Shift to 2,000,000 Average Annual Spend
Top Supplier Customers  Proportion Share Spend Revenue

Not Top Supplier 1000000 23% $372  $372,350,000

$1,389,750,000
Gain $64,505,000

Nominal Logistic Regression — on Best Supplier
(Performance Trumps Price)

[ Nominal Logistic Fit for Best Supplier ]
| Lack Of Fit )
Source DF -LogLikelihood ChiSquare
Lack Of Fit 12 4.37633 8.752664
Saturated 20 398.92894 Prob>ChiSq
Fitted 8 403.30527 0.7239
[ Effect Wald Tests
Source Nparm DF Wald ChiSquare Prob>ChiSq
ive Price 4 4 290872108 05732
Performance against Expectation 4 4 79.9532361 0.0000
[ Effect Likelihood Ratio Tests
Source Nparm DF L-R ChiSquare Prob>ChiSq
Relative Price 4 4 3.29187617 0.5102

I Performance against Expectation 4 4 98.6439603 0.0000 I




Recursive Partitioning Reveals a
Pareto of Priorities

Is this as good as it gets?
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Conjoint Applications

Conjoint Characteristics




Conjoint Experiments

Conjoint Example
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Conjoint Experimental Design

Conjoint Experimental Design
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Conjoint Designed Experiment

function GetBrandPermutationProfile)

case 16:
switch (profile_id) case 17:
{ case 18:
case 1: return [2, 5 H case 19:
case 2: return [1, ; 3 case 20:
case 3: return [1 case 21:
case 4: return [2, G y case 22:
case 5: return [1 case 23:
case 6: return [1 case 24:
case 7: return [2 ; ‘ case 25:
case 8: return [2, ; ‘ case 26:
case 9: return [1
case 10: return [:
case 11: return [:
case 12: return [:
case 13: return [:
case 14: return [:
case 15: return [:

case 27:
case 28:
case 29:
case 30:
case 31:
case 32:
}

}
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Conjoint Implementation

Conjoint Results
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Attribute Importance Estimates

A Conjoint analysis of
derives the relative
importance among
various product
attributes.

For these customers
price shows as the
most important.

Individual Part-Worth Estimates
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Individual Part-Worth Estimates

Prediction Profiler
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Prediction Profiler Optimization

V8 Choice Marketing Experimentation!
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Choice Design Considerations

{3*2,1*3} * Dominating Alternatives

Choice Design
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Choice Profiler

Cluster Analysis Customer Segmentation

Cluster analysis
allows for the
segmentation of
customers based
on what they value
most.

For these
customers features
of the product are
much more
important than the
price or the brand.
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Deal Probability Analysis
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Why Conjoint?

One is always better off to idealize the real

than to attempt to realize the ideal.

Chinese Proverb

19



Leonitus Wright
231.924.8034
Leo.Wright@JMP.com
www.JMP.com
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Isometric Solutions
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Isometric Solutions
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CONVENIENCE DISCOUNTS

C1 Expedited Checkout for Members D1 Discount Type (Rebates, Coupons)

C2 Free Shipping D2 Discount Frequency

C3 Purchase Online & Pickup in Store D3 Immediate Discount vs. Future Discount

C4 Store-Branded Credit Card D4 Dollar Discount or Percentage-off Discount

C5 Exclusive Special Events D5 Discount Opportunity/Limitations

C6 Special Senices for Small Business D6 Discount Expiration (Expires , Never Expires)
D7 Discount Delivery Method (Paper, Electronic)

VALUE

V1 Committed to providing the best value REWARDS

V2 Provides premium products and support R1 Reward Redemption

V3 Product performance is worth the price R2 Reward Accessibility

V4 Pricing is in line with competition R3 Reward Expiration

V5 Offers flexible credit terms and payment options R4 Reward Structure

V6 Offers wolume discounts based on usage R5 Reward Usability

Switch Drivers:
Understanding Priority of Vulnerabilities

» The relative strength of associations were derived
to rank and quantify the relative vulnerabilities of

TOp Suppllers Switch Driver Attributes

SD1 A more valuable rewards
low program

Switch Drivers SD2 A proprietary credit card with
better
incentives
Think about each of the attributes below. Tellusho —w SD3  Better copying/printing services
likely each attribute, if offered by another office SD4  Better customer service levels
products provider, would cause you to switch SD5  Convenient store location
purchases from your Top Supplier. SD6  Faster checkout

SD7  Free gift with purchase

SD8  Items are easier to find
"HILQLWHO\ HILQLWHOV - oo .
‘RXOG ORVW /LNHOIKWBQOLNHRXOG LRW ower prices
SD10 More knowledgeable sales

associates
SD11 Receive periodic offers/coupons




