StrataMark Dynamic Solutions

— More on Customer Satisfaction —

Customer satisfaction and loyalty measurement will include some of the following
research methods, statistical techniques, and analyses:

— A Note About Reporting Formats —

Communicating results efficiently and effectively is an important component in the

implementation of any customer satisfaction program. Accordingly, StrataMark

establishes an optimal information delivery system for each client that provides in-
depth summary reporting and analysis in easy-to-read, readily accessible formats.

Depending upon the need, our reporting systems include a range of formats such as

report cards, drill-down dashboards, and fully customized portals with tiered,
password-protected access.

Example 1

TECH-U
CENTER

STUDENT SATISFACTION SYSTEM

College: | Culinary Arts

Fall 2009

Winter 2010

Overall Satisfaction with Curriculum

Mean rating on a 7-point scale, where 1 = “Completely
Dissatisfied” and 7 = “Completely Satisfied”.

54

Likelihood to Continue

Fall 2009

Winter 2010

Likek and 7 = “Extremely Likely™,

tAean rating on a 7-point scale, where 1 = *Not atall

Fall 2008
_ Faculty
Winter 2010
Fall 2009
Studies Here FacKities Winter 2010

51

55

Course
Materials

Likely” and 7 = “Extremely Likely”.

tean rating on a 7-point scale, where 1 = “Not At All leCl

Likelihood to Recommend Curriculum Administrative
Personnel
Fall 2009 44
Winter 2010 4.6 tean rating on a 7-point scale, where 1

Overall Ratings

= “Excellent” and 7 = “Poor™.

at the 9% confidence level.

Significantly higher/ lower than Fall 2009, | NOTE: Fictional brand and data. [|
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TECH-U
CENTER

STUDENT SATISFACTION SYSTEM

Base: Total Respondents

Attribute Ratings
Faculty - Overall Rating
Having organized professors
Hawing easy-to-understand professors
Frofessors' ability to answer guestions
Freparation of lectures and materials
Willingness of professors to meet
at times corvenient for me

Facilities - Overall Rating
Size of classroomsflargs enough
Enough equipment for everyone in class
Eroken equipment fixedireplaced quickly
Good acoustics in classrooms
Classrooms in good repair
Attractive-looking classrooms

Course Materials - Overall Rating
Tendbooks are readily available
MWlaterials are Up-to-date
Mlaterials are relevant to my course

Administrative Personnel - Overall Rating
Knowledgeable
Happy to help
Retumn calls promptly
Accessible

Fall ‘08 |Wntr 10

(155)

53
53
57
54
52

438

56
58
59
58
53
52
53

58
60
ST
58

5.1
53
52
50
49

tean rating on a 7-point scale, where 1 = “Excellent” and 7 = “Poor™.

(148)

5.2
57
57
52
5.1

49

57
5.8
5.8
57
35
53
5.2

64

5.8

53
59
54
50
48

College: | Culinary Arts
Fall '08 | Wntr 10
Base: Total Respondents (155]) [148)
% %
Classification Questions
Type of Student
Continding e 58
[RI=TE 30 25
Returning 15 14
Residence Distance from Campus
Less than 3 miles 28 29
3-5miles 23 21
B-10 miles 18 19
10-15 miles 15 17
16 miles or more 12 11
Employment Status
Employed (Met) 14 18
Full-time 42 45
Fart-time 32 28
Mot employed 25 22
% Receiving financial aid 51 59
Gender
Iale 48 52
Female A 45
Significantly higher/ lower than Fall 2009,
G!G at the 95% confidence level.
Witr = ¥int =
ntr inter | NOTE: Fictional brand and data. | [Page 2 o7 2] b o
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Example 2

Report Card -- Region Comparison [[MOTE: Fickional brand and dafa. |
Overall Engagement Trending Information ==>
TOTAL 2nd Quarter 2010 TOTAL)
SWFin| Ne | sE | mw | sw | pc | [SWFin| NE
TOP 2BOX RATINGS = @om | (1) | te0) | (1so | (dE0) | (t80) qan0) (a0 |(1a0) |( 180|180 (120 [a00y (180 |{ ta)| (180) |[120) | 150)
{0 n 10.ot. Scalel T % % % % % = | = *® | % % * S * | % % % | =
Owerall Satfaction | 81 30 1 @l 32 84 83 83 |85 |83 81|85 80 (30 (86 (75 |77 | @1
Marketing Support| 81 31 a3 T a1 a1 80 79|82 |78 |81 |80 79 |75 |82 |73 81|30
Sales Support| 77 | 75 | 79 | [oJ}| v9 | @1 80 |79 |77 |82 |80 |80 80 |81 |79 |77 82|81
Peformance R Trending information >
uarter 2010 Ayl Tsi Quarter 2010 Wiy 2nd Quarter 3009
SWFin| HE | SE | MW | =W | PC SWEFin| vE | sE |mw | sw | PC | |SWFin| HE | SE | MW | SW | PC
TOP 2-BOX RATINGS* oo | 1s0 | (1m0) | 1Em | e | (fe0) @00 {1800 | 120 |(teon| cteo | (1| | e0o a0 ¢ eon| c1e0) | 160y | (160
[g“ 1U-Dl. SI:El_E] e 9% 9% 9% % 9% % - % 9% % % 9% S % % % % 9%
Client Satisfaction (Perceived) | 82 30 76 33 a2 81 73 76 |32 | 82 80 |75 |83 |75 |83 |84
Stability of Company || 81 32 a0 T a3 91 78 81|79 |74 |80 |73 79 w 891 (82|81 |78
Return Rate Performance | 80 32 31 76 79 a0 a1 83 |84 |77 |79 |80 82 m 891 (79|79 |82
Fund Management| 79 | 78 | 81 | 7af| 79 | @0 78 |80 |81 a7 79 |76 |31 |30 |73 |77
Product Commissions | 77 78 73 76 73 75 il ¥r |78 |76 | ¥5 |80 76 |v@ |78 |75 71|60
Commision Peyment Process | 75 I T4 69 76 76 73 70 |75 |68 |¥5 |7 71 69 (68 (68 |75 | 77
NewBusiness Set-Up Support|| 68 513 69 17 11} 0 67 67 (69 |66 | 65 | B9 LT 65 |70 | B5 | 65 | 7O
Phone Team Responsiveness | 61 | 62 | 63 | [45]}| 64 61 |60 |62 |59 |60 |65 58 |61 |62 |58 |59 |[s1
On.Line Support| 63 60 63 62 65 11 65 63 |65 |62 |69 |64 66 | &7 |65 |61 |69 |68
On-Line Training! Education | 50 49 51 44 50 54 50 52 |49 |46 | 50 | 54 51 (50 (53 |49 |50 | 52
OU Signifcantly higher fower than Total 5W Fimencis | st the 95% confidence level Significantly different than same period 2003 gt the 35% confidence level
Il Signife antly higher fower than 15t quarier, ot the 35% confidence lewel *Top 2-box reting= ('8"or 10 on e 10 -pl. xcele. -'-‘QMmk
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— Performance Measurement & Gap Analysis —

In addition to the more traditional approaches to performance measurement, we
also offer Gap Analysis.

Beyond obtaining performance ratings for attributes, Gap Analysis also reveals
whether performance is meeting, exceeding, or falling short of each individual’s
expectation on each attribute. StrataMark utilizes a unique approach in executing
the question sequencing to cost-efficiently and accurately capture this
information. Results yield the following:

» For each attribute, the percent of customers are segmented into those who
are deficient (performance is below their desired level) versus those who
are having their needs either met or surpassed.

Since each customer establishes his or her own performance standard, the
advantage of this method is in its ability to reveal when good is good enough and
more is better.

Gap Analysis

Experience at Mortgage Closing

outhwest
Financial

Fees and costs

clearly explained Staff knowledge

Responsiveness

MNo surprises
of staff

at signing

Time spent

- Comfort of the facility
explaining paperwork

Convenience of

Facilit Iocatioh Security of the facility

Appearance of

Accuracy of o
the facility

paperwork

Cleanliness of

Patience of staff the facility

Convenient hours Friendliness of Staff

M Deficiency Compared To Expectations ] Meeting Expectations M Exceeding Expectations
% Lower Performance than ‘Wanf Rating) % Same Performance & ‘Want Rating) (% Performance Higher than “Vant' Rating)
. Mumbers in charts are %
l:l= MORE Deficient I:l = LESS Deficient HOTE: Fictional brand and data. |
[Page 1 of 1]
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— Defining Attribute Importance —

Assessment of attribute importance, also referred to as key driver analysis, is
essential to customer satisfaction research. In fact, prioritization of resources
directed toward satisfaction-enhancement initiatives are determined, in part, on
the basis of attribute importance.

While alternative methods exist for conducting driver analysis, often this type of
analysis for customer satisfaction research is derived by measuring the statistical
strength of the relationship between performance attributes and an overall
criterion measure (e.g., a satisfaction/ overall rating score/ index or sales
surrogate). (For more on Key Driver Analysis, visit “Areas of Expertise” in our website.)

StrataMark also recommends examining attributes on stated importance (self-
stated/direct importance) to get the most comprehensive understanding of
attribute importance possible.

Total Customers

Financial

Stated vs. Derived Importance Map $tht

Higher

] facility location i o : Accuracy of paperwork
* 1 No surprises at signing 1 Fees and costs
clearly explained d
3 B [T
Patience of staff 8 _ - : ~.  Friendliness of staff T
e Time spent - _ R
explaining paperwork
Responsiveness
of staff

3 ]
Appearance of i Staff knowledge
the facility Security of facility !

DERIVED IMPORTANCE™

[ ]
Comfort of the % '
1 facility i Convenient hours
Cleanliness of facility I

Lowar »

N Hooen [ I CRiTiCAL
DRIVERS el e MOTIVATORS |

STATED IMPORTANCE™

LOWER IMPACT COST OF ENTRY

Higher

i NOTE: Fictional brand and data. |—

@Mﬂ!& * Based on a 7-pt. scale, where 1= Not at all important and 7 = Extremely important.
g ** Carrelation to Southwest Financial overall criterion measure.

[Page 1 of 1]
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— Importance-Performance Mapping Analysis —

By mapping attributes examined in the satisfaction research on both
importance and perceived performance together, a highly actionable

Strategic Opportunity Map results.

Importantly, this type of map will reveal the critical aspects of a service or
product that represent underperforming key drivers of customer satisfaction
or revenue. Clearly, enhancement efforts directed to these types of key

drivers would be a priority.

This map will also reveal performance strengths that are key drivers among
customers and represent opportunities to be leveraged for optimal

positioning and marketing.

Baze: Familiar with Each Store

Produc e very well-maintained

Produce maintains aste

Fruits & vegetables not bruised/'wilted

Produce maintains coler

Wide selection of fruits'vegetables

Deli very clean

Deli products display preparation date

Produce area very clean

Produce maintains appearance

Deli meats consistently taste good at home

Deli meats sliced to order

Everythying in produce dept. guaranteed freshest

Meat/seafood airtight/ieak-proof packaging

Seafood appears firm & dry

Meat'seafood well-maintained

Meat/seafood area very clean

Meat'seafood consistently tastes good

Everything in meat department guaranteed freshest

(2l el Bal Eal Kaklal W ?
.
L

Strategic Opportunity Grid C;
Competitive Analysis [ Market

(189

Meat products display packing date

Deli products display preparation date

Everything in deli departmernt guaranteed freshest

(182

| I RRRRGREE

M RNONEERNE A |

1

Relative Strength for that store.
Lesser Strength for that stare.

@Mﬂlj{m Critical Isswe for that store,
= Secondary Issure for that store.

(150)

| MOTE: Fictional brands and data.
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Yy
Strategic Opportunity Map Py >
) > L~ Market
[See "Quadrant Interpratations” below for map explanation]
RELATIVE STRENGTHS CRITICAL ISSUES
Higher importance { Higher Perception Higher imporance | Lower Performance
High P Meatiseafood airtightleak-
A Produce very well-maintained proof packaging *
Meatiseafood
o # Seafood appears firm & dry weﬁ-mgﬁ'lta?ged
Produce maintains taste Py
3 * Meat/seafood area very clean
N Fruits & vegetables Produce maintains color HES
by # not bruisediwilted 1 Meatiseafood consistently R
E % Syﬁ%%gﬂfﬁgz:; . tastes good 4+ dept. guaranteed freshest
o O et e S S R R SRR R e R N G R G A R R D
E‘ 2 Deli very #Meat products
= G clean display packing date
E o Deli products have sell ¢
= Produce area very clean hyiuse by dates Deli products display *
5 * preparation date
=] e Deli meats
Produce malm?ns consistentlytaste
SRiESSts a00d at home : & Everything in deli department
5 guaranteed freshest
* i :
Deli meats sliced to order Eth&ﬁ%,‘g&gﬁ"ﬁgyﬁg{ hd '
LESSER STRENGTHS : SECONDARY ISSUES
Lo Lower Importance | Lower Deficiency : Lower In‘l_p_nrl_an_ce i Higher _Deﬁc_ienc_y
Average , High
Performance %% Deficiency)
@&g@_ﬂ NOTE: Fictional brand and data. |
“pgi
Strategic Opportunity Map C /R amone's
Quadrant Interpretations L—" Market
Higher RELATIVE STRENGTHS CRITICAL ISSUES
& .
Attributes which: Attributes which:
« Brand perceptions are MORE FAVORABLE * Brand perceptions are LESS FAVORABLE (higher
{fower deficiency) relative to other attributes deficiency] relative to other attributes
+ Have a HIGHER importance to the Ramone's * Have a HIGHER importance to the Ramone's
shopping experience shopping experience
. Although customers indicate there s still some Like the attributes in the Key Strengths quadrant,
s room for improvement, Ramone’s is delivering ata these are above-average in imporiance. However,
c refatively high level on these atiributes. Efforts with greater room for improvement, attenticn given to
g should be made to retain current levels of these issues may have the greatest overall impact.
2 | 3| performance Inthese areas.
£ B lnaassaaasasanasasaasnsesssssnsssssssssasstissstessastsnnssasssrsses A A RS RRRR R SS PR R R
= 3&3 Attributes which: 1 Aftributes which:
_2 » Brand perceptions are MORE FAVORABLE + Brand perceptions are LESS FAVORABLE
g {lower deficiency) relative to other attributes (higher deficiency) relative to other attributes
« Have a LOWER importance to the Ramone's + Have a LOWER importance to the Ramone's
shopping experience shopping experience
Though these sirengths are below average in . .
importance, maintaining performance is a good 4 Esf oe ;: fg ?:I;eeﬁ?ag:’fé%%ebg;Li“fc:’gggsear
strategy to avoid any downside that a decline in H Oiborinition ﬂ A drat
performance could bring. : ep G :
LESSER STRENGTHS SECONDARY ISSUES
Lower Average - Filghar
Performance %% Deficiency)
@ME"L-' * Based on key driver analysis.
e s
>
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— Competitor Targeting Analysis —

While a Strategic Opportunity Map focuses inwardly on relative strengths and
enhancement opportunities for your company, an analysis of competitors will
look outwardly to assess market position and identify the most important
attributes differentiating the company from key competitors.

Competitor Targeting Grids are often revealing for head-to-head comparison with
key competitors, while perceptual maps such as Brand Maps, Correspondence
Maps, and Vector Maps are productive in conveying overall market positioning.

(For more on perceptual mapping, visit “Brand Strategy & Positioning” in our website.)

RE

Society of Phan‘.ésie En;g‘iheers

Competitor Targeting Grid
SPE vs. PEAA

Important SPE Important Current Parity Important SPE
Competitive Strengths Competitive Disadvantages

- o e
s, ; = rends inour fie i ;
SESQC:)?’;%%C%Q%?EI;{] :rseand Acoess to their research o J\-Info and resources \ ® Eg%agoﬁf?rgﬂ ggsmposmms
accurate/up-to-date aficles via Internet g <you need {6 sugoeed | ; 3
o sl s in e publicaticrns:‘ in-your profession o Promotion of vour profession to
B we that are cufting-edge. dg&im_als;f?;atufring a gr'eater public
: fi s e wariety o Educati d traini
vou nead oo your b LB O ReceaichSrles ; o Bt vt
_Pubs. w practical ® Speibizedatas i o .\'-. .\"\ ra_;;ﬁiear-
how&r to” info to help "-. e In-person workshops artance
you do your b faster \ B of CoUrges P
2 : ® \ N ’ ] Support for losal chapters =2
3 P Howto' guidestohep ® | |\ \ i\ e Helpinafiracting pecple PP L
5 P techs leam statecofart | gl L\ N into the profession Membership to
i equipmentprocedures /| P\ b ; o i all indwiduals across
o H ) Loy Electronic dearing= @ spectrum of gow.,
g- : Glearty defined mission | | house wi access Tof . Web-based contining acaderm, priv. industhy
= : that sets therm apart | |\ research/ other infc O education classes L
: from other associations | Vo in sources outside 3 e o Meb-based cerifivation
: Online resouree to get' | association : AN . classes
: answers to guestionson |\ ) : 2 S T An slectronic job
: orgs technical produsts | Gensral info acrosss N N posting sendce
! "Hotling” you can \ broadarray of 1 N
use to get quick ® \ technical topics : NN Specialized symposiums
answers to questions Aricles from variety = . and conferenges
The means to access grants of sources such as 3 “Mechanism for accepting
to fund ressarch —— industry, gov., academns feedback from members
% Classes in time managmt, e = Chat room you can
~ interpersonal skills, ete. to help, : use topose questions!
you do your job befter ¢ :  euchange info wi peers
SPEis Befter At Statistical Parity™* : PEAA is Better

=+ At the 90% confidence level.

@ﬁiﬁm * Degired "want’f "need” on the atfribute from a professionat organization towhich they belong. | MOTE: Fictional brands and data. |
-_ ** Percentwho feel (SPEPEAL) provides less than what they "want" an the attribute from professional
— arganization to which they belong, [Page 1 of 1]
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— Additional Customer Satisfaction Considerations —

Employee Relations Research

Both indirectly and directly, the satisfaction of your employees impacts the success of your
business. Employees are in a unique position to identify efficiencies as well as product or
service enhancements to impact sales and the bottom line. In order to optimally leverage
this resource, a structured and regular system of feedback is needed. StrataMark brings
experience to this important genre of research and provides third-party objectivity in
streamlined, insightful analysis and reporting.

Satisfaction & Loyalty Segmentation

A key research objective in developing loyal relationships is the identification of
opportunities to better serve core customers in ways that matter most to them. Loyalty
segmentation supports this objective by enabling substantiation, tracking, and
understanding of customer segments characterized as Dissatisfied, Satisfied, and
Delighted. Comprehensive analysis of these segments enables a company to assess the
types of customers who are being serviced well and not so well, gauge their worth to the
company, and determine the key points to more consistently deliver upon, in order to
strengthen the core customer base.

Problem Incidence Assessment

A module can be incorporated into any satisfaction study to understand and track key
potential problem areas that could be experienced by customers. For each problem area
anticipated, customers are asked if they have encountered the issue and, if so, its
frequency of occurrence. Further, customers can be queried as to the exact nature of the
problem, whether they addressed it with a company representative, and whether it was
resolved to their satisfaction. At the conclusion of the survey, for unresolved problems or
other concerns, customers can be asked if they would like someone from the company to
contact them regarding the problem. StrataMark then immediately forwards any contact
requests to our clients for follow-up customer care.

Lost Customer Research

Also referred to as Attrition Research, these types of studies can be conducted either
continuously or in multiple discrete waves over time. This research provides a quantification
of reasons for attrition (e.g., switching behavior or exit from the category), including
sourcing of factors and sizing of segments with respect to whether attrition was within
control of the company or external to its control. Additional assessment of such lost
customers yields information regarding how their needs are being met elsewhere and
profiling to identify at-risk markers within the existing customer base. Results allow
management to stem further erosion and develop strategies for customer reengagement.

END
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