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— Early-Stage Research/ Product Development —

Qualitative Research

Qualitative research is often used as a first step to obtain a deep understanding of
consumer issues, concerns, behaviors, and attitudes relating to your category, or to serve
as a forum for generating product/service ideas. This type of in-depth investigation can
help you understand how and why existing products are currently being used and explore

consumers’ wants and needs. (For more on Qualitative Research, visit “Research Solutions” in our
website.)

* Concept Screening — Concept Screening for product/service ideas provides
our clients with market level, quantitative feedback to identify the most promising
ideas for further development. It is an inexpensive way to assess preliminary ideas
generated through qualitative or brainstorming sessions, with the rigor of
quantitative metrics.

Strategic Quantitative Research

StrataMark employs various quantitative tools and techniques to uncover critical
consumer unmet needs, provide an assessment of the size of the potential market,
identify market segments, and determine factors influencing purchase decisions. We
work with you to determine your information needs and design research to help you
identify opportunities that offer the greatest potential for development. Some examples
of our approaches for early-stage product development research include:

« Consumer Needs Assessment — A quantitative approach used to compare
consumer wants, needs, and expectations to your brand’s perceived delivery or
performance. This type of research identifies areas where there are opportunities

not currently being realized in your market. (For more on Consumer Needs Assessment, visit
“Areas of Expertise” in our website.)

* Awareness, Attitude and Usage (AA&U) — While AA&U’s have broad application
in market research, for purposes of product development, AA&U research will
provide a comprehensive assessment of the marketplace and thorough

understanding of the environment in which a new or modified product will be sold.
(For more on Awareness, Attitude, and Usage (AA&U), visit “Areas of Expertise” in our website.)

Market Segmentation — Used to identify and profile groups of consumers who

might have distinct needs, wants, and behaviors. (For more on Market Segmentation, visit
“Areas of Expertise” in our website.)
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— Middle-Stage Research/ Product Development —

Some of the techniques StrataMark employs to identify differentiating and motivating product
or service features, which tend to be more appropriate for middle-stage product development
research, include the following:

— Kano Analysis —

Kano modeling and analysis is helpful where product development objectives call
for a better understanding of the importance and role of attributes comprising a
product or service in order to enhance the overall design, marketing, and
promotion.

This technique enables a clearer understanding of what product/service features
are perceived by the marketplace to be truly innovative and engaging to help set it
apart, in contrast to those features which are “non-enhancing” or have negligible
impact.

Kano is also an excellent choice when low brand/product awareness — which
precludes consumers from being able to assess brand/product performance within
a category — means that other methods of obtaining derived importance cannot be
used.

Please see analysis reporting examples included in this document.

(Continue to Next Page)

4350 Glendale Milford Rd.  Cincinnati, OH 45242 Ph: 513.618.7150 www. StrataMarkds.com



Kano Analysis Summary Matrix Major % Regional

Medical Center
High :
High Reward If Delivereds 2 High Reward If Delivered |
Low Penalty If Not Delivered H Best at treating complex High Penalty If Hot Delivered
EXCITEMENT H medical problems o CRITICAL
Most advanced technology
and programs : *
% . Highest possible quality of
i Long standing e Y
o Developing breakthroughs in i Ionutaon of
= L] : excellence
o ¥ *
E + Committed to medical research H :
= : * 4 Leader in health care
e : Treating patients as
= H ndividuals
E | [srersersrnssveraveisvminsvinrsins nsnsas s maie s et eaashas b asa NSNS TN ST NIV RV N
2
e Innovative prenatal ¢ : ® Best doctors
2 care program H
'% Provides free care to Embl = : I
i indigent state residents o nployeesaho:arecating paople: ¢
=]
o

Self-serve check-in kiosks to for : rs
more convenient registration : . .
Best at treating routine problems

¢ Owned by not-for-profit

Low Reward If Delivered ! Low Reward If Delivered |
Low Penalty If Not Delivered High Penalty If Hot Delivered
Low NEGLIGIBLE MINIMUM REQUIREMENT
Low Potential for Penalty If Not Delivered High'
\ i NOTE: Fictional brand and data.
W [Page 1 0f 2]

How Kano Classifies Attributes

»  Direct questions are asked to assess and then classify product or service attributes with respect to the
following taxonomy:

MINIMUM REQUIREMENT Attributes

Increasing the performance of these attributes provides diminishing returns in terms of satisfaction or
appeal, however the absence of or poor performance on these attributes results in extreme
dissatisfaction. A simple example of a Minimum Requirement attribute would be that a restaurant must
be clean. {Also called “Must-Have™ or “Basic™ attributes).

CRITICAL Attribiites

Aftributes that increase or decrease satisfaction or appeal These are linear in the sense that if the
quality of performance on the attibute is improved, there is a proportionate Jneorease in satisfaction,
and likewise there is a proportional decrease in satisfaction as performance weakens. Examples of
these are cell phone reception clarity or automobile fuel economy. (Also called “Linear”, “One-
Dimensional”, or “Performance” attributes) .

EXCITEMENT Attribiites

Attributes that, when provided, generate disproportionately high levels of enthusiasm. Their absence
howevar does not lead to dissatisfaction — it just fails to tip the scale in the favor of that particular
product. An example of this might be a restaurant tucking fresh bread and a thank you note from the
server into a customer's take-home container of leftovers. Kano asserts that consumers are more
engaged when these "Excitenent” features are present and satisfaction increases exponentially as
their functionality increases. [Also called “Attractive™ or “Bonus™ attributes)

NEGLIGIBLE Attributes

Those attributes that consumers value least compared to all others examined; thus their fulfillment has
no substantive impact on satisfaction. (Also called “Indifferent™ attributes).

S [Page 2 of 2]
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— MaxDiff Analysis —

Maximum-Difference Scaling (MaxDiff) is a method of deriving attribute or feature
importance in order to better understand and prioritize their role in development of
products/services. MaxDiff employs a conjoint-like choice design and produces
higher quality data than attribute ratings or ranking exercises.

The MaxDiff technique is robust, straightforward to apply, engaging to respondents
and yields highly relevant, interpretable scores. As a result, in recent years MaxDiff
has grown to become a widely accepted technique among those utilized to
determine attribute importance.

Interior Paint Attribute Importance " ROSSO
(Choice-Based Derived) = Premium Paints
Max-Diff Score*
Comes in the finish | wantineed _ 16.6 bodefohik
Ease of application 13.5 efohjk
One-coat coverage 12.6 fohjk
Lowino odor 12.3 fohjk
Fast dry time 114 fohik

Low price 10.0 hik
MaxDiff scores are presented
E i 0 hik on & 0 to 100 summated scale,
ATEERAER Bt which has ratio properties.

For example, an attribute with

Washable/scrubbable 57 k ascore of 84 is twice as
important to Consumers as one
Environmentally safe B3k with a score of 4 2. Scores
represent the average across
Available in faux finishes _ 34 respondents for an attribute.

MOTE: A letter next to a score indicates itis significantly higher than the corresponding score atthe 90% confidence level

T balatiars

= g [Page 1 of 1]

@Mark * Average number of points given in a 100-point allocation to indicate interest level in each concept. NOTE: Fictional brand and data. |
'
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— Conjoint Analysis —

Over the years, Conjoint Analysis has been a widely-used method for product or
concept development. With traditional conjoint, sets of product configurations are
presented to respondents, who rate each based on appeal or rank them in terms of
preference.

Conjoint modeling determines the degree to which each attribute contributes to
overall preference or appeal, and optimal levels within all features evaluated are
identified. A market simulator is developed to allow “what-if” scenarios to be
conducted in testing appeal for various product configurations being considered.

g S * .
Importance of Attributes & Levels (Utilities*) BigName 2
Total Category Shoppe rs Technology for the Future
In addition to importance of utility levels, g T
overall importance for each attribute is Digital Camera
shown here as well. Overall

Atribute
Regarding attribute importance overall, Importance*
the pixels feature is the most important to i i wnve T
category shoppers (27.0%), followed by MEGA | i ="+
optical zoom and LCD size which reside PIXELS ) 200 | g m:: B
together on atier just below. Red-eye has i | . /0.4
some appeal, but is least important : | 3MP -
among the five features studied. ! '
Utility scores characterize the desirability | | 0y
of the various levels within any given OPTICAL IETYWS s¥X I 55 O
attribute.” The higher the utility for a Z00M | : 3x W22
given level of an attribute, the more i i 2%
important that level is, relative to the ! H
other levels within that attribute. ! ! 00

: ! ] : 7 I 7O,

Analyzing these results, practical _LC:‘D SIZE 1 22.8% | ;Z B G0
thresholds are evident - pixels of 8MP or (Diagonal | | 7 i
greater and optical zoom of 5X or greater. | ! 1.0 -
There is also a particularly strong i i
preference for an LCD size of 2.7, as WIDE i 15.2% i 31 mm | 147.3
compared to the smaller sizes evaluated. Z00M | : zg mm [ 310

| i mm _
Additionally, wide zoom of 26 mm and 31 ! ;
mm are favored over 24 mm. | |

RED-EYE Vgt 79 | Yes [ 364
FEATURE | | 71 Ne -
@Mar& * Utilities hawve been scaled so that the least prefarred level within each atiribute is setto zero (). NOTE: Fictional brand and data. |
RS peflects relative impartance of each attributed feature in chaice of digital camera. Mare details
o onthe calculation of attribute importtance are provided in the appendix to this report. [Page 1 o0f 1]
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— Discrete Choice Modeling —

Discrete Choice presents consumers with choice tasks that are more similar to
an actual purchase occasion. This approach is considered more realistic in that
respondents are asked to select the product concept they would be most likely
to buy among a set of alternatives presented to them (instead of rating or
ranking).

An additional advantage of discrete choice is that it allows for more complex
statistical modeling (e.g., interactions can be accommodated), resulting in a
better representation of the data and the overall purchase dynamic for predicting
outcomes.

Importance of Attributes -- Share of Importance* Bgioncg

VL0 RN S

Total and Key Buyer Segments Paper Towel Study

» Relative importance is determined by the range of utility scores for a given attribute or feature,
and reflects how much difference each attribute will make to the total utility of a product.® Price
has the greatest impact on paper towel choice among Tolal Category Shoppers, followed
closely by sheet count, brand name, and more distantly by sheet length and towel design.

» Comparing across key buyer segments, price is more important to BesiChoice Loyalists and
Swiltchers, while brand name tends to be a stronger driver among CleanAway and Greenwise
Loyalist segments. Also, though not a strong driver, note that CleanAway Loyalists tend to
value towel design {quilting) more so than the other buyer segments.

12 Rolis/Pack, Perforated, 1-Ply Paper Towef Produict;

-

B Price Point
[[] Sheet Count
: [ Brand

[[] Sheet Length

] Towel Design

15.29% 16.3% hah

17.6%0

14.09%

11.7% 9300
T 1 T 1 T 1

Total ' BestChoice CleanAway Greenwise Brand
Loyalists  Loyalists  Loyalists Switchers

| NOTE: Fictional brands and data.

6.5%0

(e ge T Chartreflects relative importance of each attributel feature in choice of paper towel product
gy o More details on the calculation of attribute importance are provided in the appendixto this repart,

e
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Simulation Results — Share of Preference* l%ﬁolcg

VALYE BRANDS

Optimal Product Configurations Paper Towel Stidy

» The simulator provided with this report is using conjoint utilities to gauge potential
market appeal for product configurations. The conjoint utilities are estimated at the
respondent level using Hierarchical Bayesian analysis, and each respondent’s share of
preference is assigned to the product configuration garnering that respondent’s highest
total utility. The model has been calibrated utilizing actual market share information and
other extermnal effects, as detailed in the appendix to this report.”

» This section of the report displays summary results for several requested simulations,
though the simulator allows management to easily test any other desired product
configurations within the parameters of the model. The requested simulations assume
both the “future” new Cleandway and Greenwise configurations anticipated, and
evaluate results with twelve different potential responses regarding “future”
BestChoice product configurations.

» Of the twelve BestChoice profiles evaluated, the three shown below consistently rank in
the top five across Totaf Calegory Shoppers and in each of the key buyer segments,
with BC#3 consistently achieving the highest share of preference among these three

profiles:
Optimal BesiChoice Configurations o ?’;?;'g'ﬁg:;ﬂ“;:ggggﬁ:':ﬁe
B’c ﬂ BC #0 BC #F following page. Simulation resuits
Price = $12.39 $12.39 $12.99 osdmipes sk scse g
Sheet Count on a0 85
Sheet Length 14-inch 12.5-inch 12.5-inch
Towel Design | Net Quilted  Not Quilted Quilted
I NOTE: Fictional brands and data.
@Maﬁ; " MOTE: Please see appendix ta this report for details relating ta the BC = BestChoice
b computation and calibration of simulated share results.
W Page Tof 2
Simulation Results — Share of Preference B%;?io;gg
Total Category Shoppers -- 12 Rolls/Pack, Perforated, 1-Ply Paper Towel Product Paper Towel Study
©= Top 5 BestChoice Quicomes
Amony Total Shoppers BesiChoice OPTIONS
BC = BestChoice Future Futur.e BC #1 BC % BC #3 BC # BC #5 BC #
Cleanfway | Greenwise
Price $14.49 $13.49 $12.99 $12.79 $12.39 $12 .29 $12.99 $12.99
Sheet Count 85 90 90 85 90 75 75 80
Sheet Length 1d-inch | 12 5-inch | 14-inch 14-inch 14-inch 14-inch 14-inch | 12 5-inch
Tewel Design Quilted Mot Quilted | Mot Quilted | Mot Quilted | Not Quilted | Not Quilted Quilted Quilted
BestChoice SHARE OF PREFERENCE >>| 23% 26% CSS@ 25% 21% (28_’/9
CleanAway SHARE OF PREFERENCE >>| 31% 28% 22% 29% 32% 26%
Greenwise SHARE OF PREFERENCE >>| 46% 46% 43% 46% 47% 46%

BestChoice OPTIONS -- continued

Fut Fut
e YW ) Bc#r | Bc#e | BC#9 | BC#10 | BC#1 | BC#2
CleanAway | Greenwise i
Price $12.99 $13.49 $12.69 $12.79 $12.29 $12 99 $12 .99 $12 39
Sheet Count 85 90 85 95 90 95 a0 85
Sheet Length 14-inch 12.5-inch | 125-inch | 12.5-inch | 12.5-inch 11-inch 11-inch 11-inch
Towel Design Quilted Rot Quilted Quilted Mot Quitted | Mot Quilted | Mot Quilted Quilted Quilted
BestChoice SHARE OF PREFERENCE >>|C_32%) |C 28%) |C33%) | 19% | 21% | 22%
CleanAway SHARE OF PREFERENCE >>| 22% 27% 22% 35% 33% 32%
Greenwise SHARE OF PREFERENCE >>| 46% 45% 45% 46% 46% 46%
Reinked."n {he fop five across Tot‘afsnop;:erfs andin.each of.t‘he ey huver segments. I AT |
@Mar& MOTE: Fleasa see appendix to this report for details relating to the Basze: Total Shoppers (815)
g computation and calibration of these simulated share results.
Sl Page 2 0f 2

END
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— Latter-Stage Research/ Product Development —

Latter-stage product development research will often include concept testing, especially if the
concept has not been previously evaluated in a truly final and complete form.

In some circumstances, this work may be accompanied by line extension/ optimization
research to determine impact of one or more new line offerings. Once the product or service
is launched, additional research can be helpful to get early feedback from end-users, and/or
to track such performance over time.

More on of the above-mentioned research follows:

— Concept Testing —

Concept Testing is the process of evaluating consumer response to concepts prior to
launching a new product, line extension, or marketing campaign.

Concepts can go through more than one round of testing should the initial evaluation
indicate a need for important modifications. Moreover, at times it can be desirable to
test a larger number of concepts in a first round, followed by testing a reduced set of
concepts in a second assessment.

In terms of research design, a monadic approach -- where matched samples of
respondents evaluate only one concept -- ensures an unbiased, clean read on
market acceptance for the concept.

However, depending on specific research needs and if many concepts are to be
tested (e.g., Concept Screening), protomonadic, sequential monadic, or side-by-side

survey designs can be used with success. (For more on Concept Screening, see “Early-Stage
Research” under “Product Development”.)

Concept Testing will help ascertain the strengths and weaknesses of a concept as
well as identify and/or affirm the key selling points to communicate in messaging.

Please see analysis reporting example included in this document.

(Continue to Next Page)
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Concept Scoring Summary

e T T Lt T P T al
N | Mote: Arrows denote concepts that emerge as heing!
\ relatively strong contenders. |

--------------------------------------------- ! Inverted

Total Control Sprayer
Base - Total per Group 1813 (380) [ 354 )

B F
% %
\IPurchase Intent (Definitely Probably Would Buy)
Pre (Unpriced) 54
Post (Priced) 58 51

Product Value

Overall (Very Good) 20 21

\Diagnostics

Overall Liking (Extremely Well) 9 9 ';f

Uniqueness (Extremely) 17 “ :

Ease ofUse (Very Easy) 18 16 i '?f"-'

Ease of Understanding (Very Easy) 54 52 : 55 ;

Mote: Al scales are 5-paint ; 'L----ﬁl----" e

Letteris) below the % indicates it is significantly higher than the corresponding % ofthe lettered column:
Uppercase letter = different at a 95% confidence level; Lowercase letter = different at 2 20% confidence level.

i Mark To faciitate identification of higher and lower Shading indicates rmasirmum walue for row . MOTE: Fictional brand and data. |
[ performers, cells have been shaded to indicate Shading indicates value iz within 10%6 of macdrur value For row.
i ST, Minimum, and nesr mesimum row values: Shading indicates minimum valus for row. [Page 1 of 1]

(Continue to Next Page)
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— Product Line Extensions/ Optimization —

When seeking to determine, extend, or consolidate product line

offerings (e.g., flavors of iced-tea, patterns of paper towels, etc.),

marketers want to identify the subset of product-line offerings that

will maximize overall consumer interest.

TUREF (Total Unduplicated Reach and Frequency) enables

identification of a line-up which maximizes consumer reach and

sales potential while minimizing cost. Note that when the purchase

frequency component is excluded (quite often), this technique is

simply referred to as Coverage Analysis or Reach Analysis.
Max Incremental Gain In Reach az;gName%
MP3 Player Color Options TR o e

= Results suggest that four colors be offered to consumers in this product line, as there is only a slight incremental
gain in reach when offering five or more colors. Offering four colors will “reach” {i.e., satisfy] 89% of likely MP3
Player buyers. Offering more than four colors does very little to reach additional consumers in the target market.

Percent Reach is Plotted
o
goy, . 90% 1% g
: ¢ & —a
50%
T T T T T T 1
1 2 3 4 5 6 7
Color Colors
Combinations with Greatest Reach
Base. Total Likely MP32 Piayar Buyers
@M&L‘L
NOTE: Fictional brand and data. |

[Page 1 of 3]
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Reach Build For Best

Four Color Line

BigName %

Technology for the Future

= |fthe line of MP3 Players is to be offered in four colors, the top combination of colors is shown below.

= This is the set of colors which satisfies the most consumers, inthat at least one of the colors is desirable
to each of the fully 89% of consumers “reached” by this four-color combination.

Fercent Reach is Plotted

Metallic
Red

50%

Silver
89%

Royal
Blggi

Fuschia
1%

Four Color Line with Greatest Reach

Base: Total Likely MP2 Flayver Buers

NOTE: Fictional brand and data. |

[Page 2 of 3]

Top 10 Total Reach -- Four Color Lines

BigName %

Technology for the Future

combinations.

= Several other combinations of four colors provide nearly as optimal a solution as the top combination.
The top combination is shown here in first row of the table, followed by the other near-optimal

Top 10 Reach Combinations of 4 Colors
Combination of 4 Colors (By Row) Reach (%)
hetallic Red Fuschia Royal Blue Sikver g9.3
Metalic Red Cherry Red Royal Blue Sikver 9.3
Metallic Red Fuschia Fale Pink Wyhite 826
Fuschia Pale Pirk Metallic Red Lime Green 81.1
Metalic Red Fuschia Teal Pale Pink go.o
Fuschia Metallic Red Sikver Graphite 753
Metallic Red Pale Pink Chemy Red Teal 721
Pale Pink Metallic Red Rayal Pumle Wyhite 1.0
Metallic Red Pale Pirk Graphite Lime Green 65.2
Chemy Red Teal Royal Pumle Sunfiower Y ellow 63.2

Base: Total Likely MP3 Piayer Buyers

| NOTE: Fictional brand and data. |

[Page 3 of 3]
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— Brand Performance and Tracking —

In order to monitor brand adoption, and/or important changes in the
category (e.g., impact of a new competitor), companies will often
implement a research study to “track” marketplace behaviors,
perceptions, and attitudes over time.

To avoid introducing bias into the results, key survey questions
must be both worded and ordered in specific ways. Going forward,
consistency in defining the study’s sampling frame and utilizing the
same data collection approach for each wave of research are also
important determinants of data quality and accuracy.

Market Share Lo
Among Current Trucking Customers Truck Leass‘rggr ol
38%
R 36%
39% ¢ e — 339,
R —432%)
21% 22% 20%
BOW (o mimmmimissiiin <o Pl N N SR
—l— 179
1 6% B 1 8% 20% 20% A
Q3 "0 Q20 Q1 "0 Q409 Q3 '08
—+¢ — Trailway —i—F.AS.T. - -& - Reed's
Base: Current Trucking Leasers
0] Significantly higherlower than the same period in the prior year, at the 30% confidence level.
@Mark
- NOTE: Fictional brands and data. |
= [Fage 2 of 4]
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Total Brand Awareness
Among Total Respondents

Truck Leasing Tracking
L3 2010

55% 55% 57% 9%

15% Q§ 18% QJ19% QR 17%

1

1
48% M s Naav 4oz 39%)
25%

24%

Base: Total Respondents

T 1 Significantly higher/lower than the previous quarter at the 90% confidence leval.
(10 Significantly higher/lower than the same period in the prior year, at the 90% confidence level.

91%
85% B4%

Q3°09 Q4°09 Q110 Q2710 Q3°10 Q309 Q4°09 Q110 Q2710 Q3°10 Q302 Q409 Q110 Q2°10 Q3°10

F.A.S.T. Trucking Trailway Reed's Truck Lines

O Aided Awareness
B Unaided Awareness

24% 23 | 27% || 28%

(T
. NOTE: Fictional brands and data. |

e

[Page 2 of 2]
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