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Customer Satisfaction Decision Support Training

The Decision Support Sciences application for a) importance, performance, expectation, and gap analysis and b)
customer satisfaction simulation is called SatisfactionSolve™. SatisfactionSolve™ allows strategists to “what-if” with
different product and service concepts to project how the market will respond to these changes. Will a given change
be enough for a prospect to switch providers? Will it be enough for a customer to deepen their relationship? Will it be
enough to bump up CSI? (Customer Satisfaction Index)?

The answers to these and other issues are made possible by the relatively new field of simulation modeling AND our
CVM (Customer Value Maximization) Service Line. Simulation modeling uses surveying to capture for each
respondent not only what they believe, but the relative importance of each feature of each product. Most
importantly, those survey methods that discover how much improvement is required to get customers or prospects to
actually do something (buy, switch, etc.) Thus, simulation modeling captures the actual buyer values of real
respondents and creates virtual copies of those customers in the simulator. These virtual respondents (also called E-
customers) are calibrated to respond in the same way that people do in the real world. CVM is also a wholly
reengineered approach to marketing (as is our approach to simulation modeling) but it focuses on customer
satisfaction by linking CSI (Customer Satisfaction Index) change to those Real World Outcomes (e.g. buy, switch etc.)

In sum, then, SatisfactionSolve™ is a simulation modeling and CS tracking and strategy development application. It
allows the senior strategist to do five things:

1. Identifies and analyses primary marketing data (importance performance, expectation and gap data) both at the
level of the whole market and by segment. (Descriptive Analysis)

Create new products and/or change existing products in any way.

Perform “What-iffing” (Real-World Outcome Simulation Modeling) in that changed marketplace.

Close the gaps between expectation and performance.

Perform full CS (customer satisfaction) tracking and linkage to RWO’s

G LN

Accordingly, in this SatisfactionSolve™ training manual we will concentrate on each of these tasks. To aid in
understanding, each of these tasks is sub-divided into a discussion of theory and practice. Let’s begin!
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SatisfactionSolve™ Buyer Value Analysis and Simulation Model Training

I.  Who Likes What: (Descriptive Analysis)
A. Theory
B. Practice
1. Which Buyer Values Are Most Important Overall? (Running Whole Market Utilities)
2. Which Buyer Values Are Most Important By Segment? (Utilities by Segment)

3. Are the Buyer Values Between Two Segments Really Different? (Comparing Two
Segments with Significance Testing: Manual)

4. Visualizing Buyer Values Differences (Using Charts)

5. Are the Buyer Values Between Three or More Segments Really Different?
(Comparing Multiple Segments with Significance Testing; Manual)

6. Using Batch Mode

7. How Can | Scan for All Significant Buyer Value Differences Without Setting Up
Run Groups (Automated Segment Scanning)
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SatisfactionSolve™ Simulation Model Training

lI. Real World Outcome “What-iffing” (Simulation Modeling)
A. Theory
1. Preference
Switching
Retention
Likelihood of Purchase
Percent Likelihood of Purchase
Marginal Benefit

N o o bk N

. Revenue Contribution

B. Practice (Common to all simulation models)
1. Running Whole Market Simulations
2. Testing New Product Concepts
3. Running Simulations by Segment
4. Running Simulation by Segment with Significance Testing
5. Running Simulation by Logical Blocks
6. Linking to SPSS to Characterize Respondents
7. Using Sensitivity Scan to Compare Two Concepts
8. Using Segment Scan
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|. Who Likes What: (Descriptive Buyer Value Analysis)
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Descriptive Utility Analysis: Theory

A. Theory
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Descriptive Utility Analysis: Theory

What are Importance/Buyer Values (Utilities)?

NOTE: In this manual we will focus on analysis of importance/buyer value scores. The same steps apply to the
analysis of performance, expectation and gap (P,EG) analysis with the exception that PEG analysis does not have
implementation “level” information. This distinction will be made clear in the text.

Buyer values are a measure of the relative importance of the different features or attributes of a product or service. They
are also called utilities. They allow us to know which features a customer prefers and by how much.

The utilities that Decision Support Sciences produces are based on the answers to a conjoint, discrete choice or maxdif-
based interview. In the trade-off section of the interview, each respondent is asked three types of questions.

1) Rank order questions - For attributes which are not naturally ordered, each respondent gives
their rank order for each level of that attribute.

2) Importance questions - Each respondent is asked to give an importance score to each attribute.
3) Trade-off questions - The respondents are presented with a set of real world decisions in which
they are presented with 2 possible products or services. They are then required to indicate

which they prefer and how strong their preference is for that product.

For Example:

&I

Al

or -

ATM’s Teller

No deposit charge $1.00 deposit charge
¥ 5 5 5 5 6 z 3
Strongly Prefer Left Strongly Prefer Right
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Descriptive Utility Analysis: Theory

Buyer Values indicate the order and strength of preferences for each
attribute and attribute level.

- Importance / Utility Values Output -

The Average Utility Model displays output in tabular form and graphical form.

The first block of data in the output report is overall attribute importance or average attribute range values (AARV’s).

The rest of the blocks of data are ALUs (Attribute Level Utility scores). There are as many ALU blocks of data as there

are attributes.

The First Block of Data Are

Average Attribute Range 4
Values (AARV’S)
<
.
~
The Subsequent Blocks of Data
are ALU’s (Average Level J
Utilities)
-

SatisfactionSolve™

Man Mar 22 13:30:14 1999

Customer Satisfaction Research
Checking - May 1957
Whale Market Utilities

Average Utility Analysis: Single Run Mode

Re-normalize Attribute Utilities: Off

Wyhole Mrk |
|Respondents: | siso0 |
Average Attribute Range Walues
Manthly Fee £3.00
Trangaction Errars £6.57
Minimum Balance to Waive Fee 53.13
Bank ATM fees 45.36
Quick & Efficient Transactions 40.04
Interest in Solving my Problems 3847
Staff Knowledge 3782
Branch Hours 37.20
Ease of Problem Resolution 34.44
Trangaction Fee 34.35
Wait Time for Teller 33.34
Ease of Problem Resolution
Talk to 1 person to res prob 54.40
Talk to 2-3 people to res prob s0.007
Talk to 4+ people to res prob 33.98
Interest in Soking rmy Problems
Always inter. in solving prob 64.62
Usually inter. in solving prob 54.56
Rarely inter. in solving prob 29.15

10

N

/

Average Attribute Range Value Score (AARVSs)

* AARV’s represent the overall importance of an
attribute (i.e., don’t represent percentages)

» These numbers are the calculated as the
difference between the highest and lowest level

/ utility values for that attribute for each

>

respondent, averaged across all respondents.

Average L evel Utilities Score (ALUs)
» Average of level utility values across
respondent group
* Values range from 0 - 100
* Interpretation Rule of Thumb
*Values above 55 imply strong
preferences
*Values between 45 - 55 imply neutrality
*Values below 45 imply strong dislikes
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Descriptive Utility Analysis: Theory

ALU and AARV calculation

* Utility scores are calculated for each respondent’s attribute level preference
based on their responses to the survey questions.

* Average Level Utilities (ALU) represent the average of all respondent utility
scores for a particular attribute level.

* Attribute Range Value (ARV) scores are calculated for each respondent.
These ARVs represent the highest minus the lowest level utility scores for a
particular attribute.

* The average of the ARVs across all respondents represents the Average
Attribute Range Value (AARV) score for one attribute.

DECISION SUPPORT SCIENGES
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Descriptive Utility Analysis: Theory

ALU and AARYV calculation example

Respondent 1 | Respondent2 | Respondent3 | Average Level
Utility Score Utility Score Utility Score Utility Score
Problem Resolution Speed
Immediately 60 90 90 80
Same day 58 60 25 48
Next day 30 50 20 33
Within Three days 30 10 20 20
Attribute Range Value 30 80 70 60 j~— _ AARV

SCORE

B Interpretation:

* Respondent 1 likes immediate problem resolution and dislikes over three days for problem resolution.
Respondent 2 strongly prefers immediate problem resolution and strongly dislikes over three days for
problem resolution

* Based on the attribute range value score (80), respondent 2 is extremely sensitive to changes in problem
resolution delivery. Slowing service would irritate this respondent the most.
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Descriptive Utility Analysis: Theory

Utility values should be examined and compared in multiple ways. There
are three approaches to subgroup analysis.

Product Utility Values

Running Whole Market Utilities

Running Utilities by Segment

Running Utilities--Comparing 2

Results:

All respondents
or one subgroup of respondents

A subgroup of respondents
against all other respondents

Rank order preferences for
total group

Performance level
requirements for total group

Segments
One respondent subgroup against

another respondent subgroup

SatisfactionSolve™

Comparison of rank order
preference between groups

Comparison of performance level
requirements between groups
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Descriptive Utility Analysis: Practice

B. Practice

1. Which Buyer Values Are Most Important Overall? (Running Whole Market
Utilities)

2.  Which Buyer Values Are Most Important By Segment? (Utilities by
Segment)

3. Arethe Buyer Values Between Two Segments Really Different? (Manually
Comparing Two Segments Using Significance Testing)

4. Visualizing Buyer Values Differences (Using Charts)

5. Are the Buyer Values Between Three or More Segments Really Different?
(Comparing Multiple Segments with Significance Testing; Manual)

6. Batch Mode

6. How Can | Scan for All Significant Buyer Value Differences Without
Setting Up Run Groups (Automated Segment Scanning)
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Descriptive Utility Analysis: Practice

Example 1. Which Buyer Values Are Most Important Overall?
(Running Whole Market Utilities)

Question:

What are the most and least important values for checking account respondents?

Steps:

Open Decision Support Sciences Model

Open Preference File
Choose Model to Analyze
e Run Utilities

Results: The Describe Utility Report which contains:
* Rank order of utility values for checking account customers

¢ Preference for attribute levels

Note: Let’s assume that you are the retail product manager at a hypothetical bank called
Citizens Fidelity Bank. The examples and attributes in the practice sections of this
manual will refer to this bank, which will be a general guide for the conclusions drawn
about the reports. In this example we will analyze the model including credit card
account customers. The file the data is stored in is called bank.prf. Several different
examples are given of different segments of customers to give you an idea of segments
that are more useful for analysis. Interpretations and conclusions regarding the data are
given as an example of how conclusions are drawn from the reports.
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Descriptive Utility Analysis: Practice

Example 1: Which Buyer Values Are Most Important Overall?
(Running Whole Market Utilities)

B Open SatisfactionSolve™
p Lok, ir: Ia Satiszoly j gl
* Click on Start - Programs - Decision % bork
Support Sciences Model - 7 tept
SatisfactionSolve™

B Open Preference File

* Click File, Open, Open Preference File

) ) File name: | Open I
* Select the appropriate “.prf” file (e.g., Files of ype: [ Prefereros Files (- PRF) = Cancel |
bank.prf) under the Z
c:\ SatisfactionSolve™ subdirectory
B Choose the Business Line to Analyze Soloct Model =l
EleC ode
* Select which business line to analyze \
(e.g. Checking) using the Select Global
Model dialog. wecments L
Savings Help |

oatisfactionSolve™ 1 - REISION SUPPORT SIEGE



Descriptive Utility Analysis: Practice

Example 1: Which Buyer Values Are Most Important Overall?
(Running Whole Market Utilities)

ege . : - ] ok, |
B Run an Average Utility Calculation ,';';ﬁg;fggggf,;';g;}f{ggfk"i;,"eswafket —
e Select Describe, Execute Model Type: Describe
Calculation Settings: Uze Weighted D ata
* (Optional) Enter a descriptive report Signiieance Testing: None
title of the analysis in the Run Marke Filers Whe Maike! =
Information dialog box, and check to [ ]
ensure all the report settings are \ Report Tile: [Sampis Utities Fron
correct. This title will appear in the

output report. Click OK. Note: See
the appendix for a more detailed
description of the functions of this
dialog box.

Average Utility
* A progress indicator dialog box will Responderts: 58

appear as the individual respondent
data is being read and aggregated.
To stop this run, you can click on the
Cancel button.

* Click the done button on the progress

indicator when the run has Respondents: 403
completed. \llllllllllllll
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Descriptive Utility Analysis: Practice

Example 1: Which Buyer Values Are Most Important Overall?
(Running Whole Market Utilities)

— Interpreting the Utility Value Analysis Results —

Whaole Market Utilities
Average Utility Analysis: Single Run Mode
Re-narmalize Attribute WHilities: Off

Whole Mrk

|Resp0ndents: 515.00
Average Attribute Range Values

hlonthly Fee £9.00
Trangaction Errors 96,87
Minirnurn Balance to Waive Fee 53.13
Bank AT fees 4536
Cick & Efficient Transactions 40.04
Interest in Solving my Problems 39.47
Staff Knowledge 3782
Branch Hours 37.20
Ease of Problem Resolution 34.44
Trangaction Fee 3435
Wait Time for Teller 3334
Problem Resolution Speed 33.09
Interest Rates 3053
Professionalism 30.43
Followe up on Problems 2987
Account Information Speed 29.43
Staff Friendliness 29.05
Staff Communication 2899
Custarer Treatrment 2615

el e g e

Proactive Bank Representative

Manthly contact 49.02
Quuarterly contact 50.07
Y early contact 50.15
Mever contacts me 48 86
Banker Understands rny MNeeds

Understands banking needs 588
Doesnt understand banking needs 4319

SatisfactionSolve™

B Conclusions:

* Notice the high AARV’s at the top of this report.
From this it is evident that the checking account
respondents at Citizens Fidelity place the most value
on monthly fees, transaction errors, and minimum
balance to waive fees when making purchase
decisions.

* Respondents are less concerned with staff
friendliness, and staff communication, and customer
treatment.

* In the second part of the report are found the
Average Level Utilities (ALU’s). These are the
individual operational levels for each of the AARV’s.
Thus the AARV “Proactive Bank Representative” has
four operational levels. Respondents have the
strongest preference for yearly contact with their
representative, and the least preference for a
representative that never contacts the customer. The
range of ALU’s within this attribute is small,
indicating respondents will be relatively insensitive
to a changes in that attribute.
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Descriptive Utility Analysis: Practice

Example 2: Which Buyer Values Are Most Important by Segment?
(Utilities by Segment)

Question:

* Do the respondents of one segment differ in utility from the overall market? (e.g.
Checking account customers that never use an ATM vs. all checking account
customers)

Steps:
* Open SatisfactionSolve™ (skip if it is already open)
* Open the desired Preference File
* Choose the Business Line to Analyze (e.g. checking)
* Select any Market Filters desired (e.g. non-ATM users)
* Run Utilities
Results:

* Two types of ranked utility values (attribute and level utilities) for non-ATM users
only
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Descriptive Utility Analysis: Practice

Example 2: Which Buyer Values Are Most Important by Segment?
(Utilities by Segment)

B Open SatisfactionSolve™ (skip if it is
already open)

B Open the desired Preference File

Market Filters

B Choose the Business Line to Analyze

— Segments ~Segment Levels———————
. oK
B Select Market Filters 1 e o [ K
. . /] ATS ActAcct Open Fallow-Up / [ [1t3 Cancel |
* Select AnaIYSIS SetUP, Market Filters /|75 ActBrkr Assigned to Me ] or more
/|75 At Closing an Account Help |

* In the Segments box, click the checkmark that
is left of the defining attribute for this group.
(e.g. "ATM Usage per Month’) The yellow
check marks in the Segment Levels window
should become empty gray boxes indicating
they have been deselected.

* Select the level that describes the desired
segment under Segment Levels. (e.g. ‘Never’)

ﬂ ATS Act:Communicates
i ™ Orit Filters

% Findi ,
J :
Sort Order
S Act:Dffer Soltn to Banking € File Order
JATS Act:Prob Fes Follow-Up % Alphabetical
ﬂATS Act:Prov Efficnt Transacti

ﬂATS Act:Req Cred Lim Increas
ﬂATS Act:Saolving Problems
ﬂATS Act:Treating Me Professic

/

This segment will have a blue checkmark by ﬂiﬁe

it, indicating only some of the levels have o/|B1 CO Inwvestment =l

been selected. SelectAll | Unselect &l |
e Select OK

B Run Utilities
¢ Select Describe, Execute, OK
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Descriptive Utility Analysis: Practice

Example 2: Which Buyer Values Are Most Important by Segment? (Utilities by

Segment) — Utility Value Analysis Results —

B Conclusions:

Customer Satisfaction Research
Checking - May 1997

Awerage Utility Analysis: Single Run Mode
Re-narmalize Attribute Utiltiss: OF e The label “‘Whole Mrk’ now refers to non-ATM

Whole Wirk user respondents...because we included only
Respondents: 211.32
those respondents.

Average Attribute Range “Walues
Tansaction Errrs e * By comparing the AARVs in this report with

onthly Fee . . . .
Minimurm Balance ta Waive Fee 51.12 those of all responden’cs in the first example, 1t
Cuick & Eeient Transactions ales can be determined that Citizen Fidelity’s non-
Interest in Solving my Froblems 40.32 . K .
Stafl Knowledge e ATM user utility values are similar to those of the
Branch Hours 3706 . .
e E 7 total market. The most important attribute has
Walt Time for Tellr e changed from monthly fee to transaction errors,

ollow Up on Frablems . .
Professionalism 3177 and Bank ATM fees has disappeared from the top
_?:;:;ZEEES;E”” Speed g]gg 5 attributes because that attribute would not be
Account Information Speed 31.19 important to people that never used an ATM.
Interest Hates a0.85
g::g Eggjgﬁ“ﬂ”;i"”” ifgé e [t would be useful to see both the whole market
Customer Treatmen 24.18 and non-ATM user data in the same report. This
Bank ATM fees 2405 .
Telephone Hold Time 2298 can be done USIHg methOd 2
Fersonal Banker Wait Tirme 22.60
Banker Understands my Meeds 2163
Travel Tirne 20,83
Follow Up after Account Cpening 14.89

. DECISION SUPPORT SCIENCES
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Descriptive Utility Analysis: Practice

Example 2: Which Buyer Values are the Most Important by Segment?
(Utilities by Segment: Method 2)

Question:

Do the respondents of one segment differ in their preference (preference is another
name for importance or utility) for any given attribute compared to other
segments? (e.g. Citizens Fidelity’s non-ATM user checking account customers vs.
all checking account customers)

Open Decision Support Sciences Model (skip if model already open)
Open Preference File

Choose the Business Line to Analyze

Setup Run Groups

Run Utilities

Results:

SatisfactionSolve™ .

Ranked utility values for whole market and non-ATM users only
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Descriptive Utility Analysis: Practice

Example 2: Which Buyer Values are the Most Important by Segment?
(Utilities by Segment: Method 2)

Run Groups
B If the application is not already open: NowSetNans: | b
* Open SatisfactionSolve™ soivesat ot < pese |
* Open the desired Preference File —
 Choose Business Line to Analyze ::::z: o e W_S&l T:
B Setup Run Groups Hep |
* Select Analysis Setup, Run Group =
* Enter a new set name (e.g. ATM) and select
Add, or choose an existing set. s =
* Specify a run group name (“Non-ATM”), fegmm :thL . i
then click Add. e [ &= |
Hop |

* Market Filters dialog box appears

chContct Me to Digcuzs
ATS ActFinding dnswer to Du
ATS ActMaking Me Feel Like
ATS Act:0btaining Acct Inform

ATS Act:0btaining Checking B Sort .Drder

ATS ActOffer Soltn ta Banking " File Order
ATS Act:Prob Res Follow-Up % plphabetical
ATS Act:Prov Efficnt Tranzacti

ATS Act:Req Cred Lim Increas
ATS Act:Salving Problams
ATS Act Treating Me Professic

* Select a segment level (e.g. ATM Usage per —
Month) under Segments, level (e.g. Never) —
under Segment Levels (make sure the only
checked boxes are the levels of the segment
you desire to analyze)

10 O Y O

. Age
* Select OK (twice) i
eqeg e B1 CD Investment =l
B Run Utilities SelectAll | Unselect All|

e Select Describe, Execute, OK

*note: if market filters were already selected (i.e. in the previous example), this report will
not run correctly unless all filters are selected or the preference file is reopened.
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Descriptive Utility Analysis: Practice

Example 2: Which Buyer Values Are the Most Important by Segment?
(Utilities by Segment: Method 2)

— Interpreting the Utility Value Analysis Results—
Customer Satisfaction Research

Checking - May 1237 [ | Conclusions:
Awverage Litility Analysis: Multiple Segment Run Mode

Re-normalize Attribute Utilities: Off

TSIV e * With these columns displayed together, it is

[Responderts: CLSLU L R much easier to see that transaction errors, ease
Average Aftribute Range Values of problem resolution, and quick and efficient
Transaction Errors o6.87 50.38 . .
Marthly Fee 59.00 57.04 transactions are more important for non-ATM
Minirurn Balance to Waive Fee 53,13 2112 t th th h l k t
CQuick & Efficient Transactions 40,04 43.88 customers an € wnotie market.
Interest in Salving my Problems 39.47 40.32
Staf Knswledge e BE * Bank ATM fees and Staff friendliness are much

ranc aurs . . .
Ease of Problem Resolution 38.40 ERE less important to non-ATM customers.
Wait Tirne for Teller 3334 34.57
Follow up on Problems 28.67 32.19 ° : :
Lo R o e e In many examples in this manual, run. groups
Problem Resolution Speed EENE 3159 are used to compare the response of different
Transaction Fee 34.35 31.22
Accout Information Speed 243 3115 groups of respondents. When Run Groups are
Interest Rates 30.53 30.85 . . . . e
e = e used instead of market filters, the implicit
Staff Friendiness 208 24.20 reason is to compare two or more segments. In
Customer Treatment 26.15 2418 .
Bank ATM fess B 2405 analyses when you employ Market Filters...be
Teleph Hold Ti 21.97 2298 .
S e = careful! Why? Market filters are exactly what
Banker Understands rmy Needs a% ates they sound like...they filter out respondents
Follow Up after Account Opening 16.35 14.89 untll they are turned Off
Assigned Bank Representative 1597 14.58
Products Meet rmy Financial Needs 1210 13.84
Telephone Hours 13,42 1346
Proactive Bank Representative 1224 12.15
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Descriptive Utility Analysis: Practice

Example 3:  Are the Buyer Values Between Two Segments Really Different?
(Manually Comparing Two Segments Using Significance Testing)

Question:

* Do the utility values for respondents who do not know any employees of their bank
very well differ significantly from those respondents who do have a consistent
relationship with their bank?

Steps (assumes the application is not is not open):
* Open SatisfactionSolve™
* Open the desired Preference File
* Choose the Business Line to Analyze
* Set the Desired Calculation Settings
* Setup the Run Groups
* Run Utilities
Results:
* A rank order of the utility values for both segments of respondents
* Significantly different utilities are highlighted
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Descriptive Utility Analysis: Practice

Example 3:  Are the Buyer Values Between Two Segments Really Different?
(Manually Comparing Two Segments Using Significance Testing)

R R . Describe Calculation Setup
B If the application is not already open: P |
ignificance Testing
* Open SatisfactionSolve™ © None
 Open the desired Preference File (e.g. & [T-Tes) _ Corcel |

bank.prf)  One Way ANOVA Hep |

* Choose the Business line Model to Analyze
(e.g. Checking)

B Set Calculation Settings

* Select Describe, Calculation Settings,
General

e Select T-test, click OK

SatisfactionSolve™ y L DECISION SUPPORT SCIERCES



Descriptive Utility Analysis: Practice

Example 3:

Are the Buyer Values Between Two Segments Really Different?

(Manually Comparing Two Segments Using Significance Testing)

B Setup Run Groups

Select Analysis Setup, Run Groups
Enter Run Group Set name and Group

name(e.g. “impersonal”), Select Add

Select the desired characteristics (e.g.
Familiarity with CF Bank Staff) under
Segments, ensure that only desired options
(e.g. None of the Above) are checked under
Segment Levels, Select OK

Enter Run Group name for remaining
market (e.g. “relational”), Select Add

Select the same segment as before,(e.g.
Familiarity with CF Bank Staff) , then check
boxes that apply to this group (e.g. all levels
except None of the Above) In this example,
this run group refers to customers that
recognize or know the staff at their bank.

Select OK (twice)

B Run Utilities

Select Describe, Execute, OK

SatisfactionSolve™ .

Run Groups
Mew Set Mame: I Add |
Active Set: IW Delete |
ak. I
1 Mew Group Name: IPersonal &I
Active Groups Inactive Groups ﬂl
Help |
B
Market Filters
— Segments — Segment Levels
J Dol e Cat:Mon-CF CD =] JI knowe branch emploves(z] by nai
__|Baliny CatMaonCF IRA __|! knaw branch emplayee(s) by sig Cancel |
_|Daliny CatMon-CF Mutual Fur __|Emplayesls) know me by name/si
[ | Diive-Thiough Usags Per Man W[ ONE OF THE ABOYE Help |
__|Education Level
J Emphasiz Cat: Checking Accts
J Emphaziz Cat: Conzurner Laan
J Emphaziz Cat: Credit Card Ser.
J Emphasziz Cat: Home Eq Loans
J Emphaziz Cat; Investment Sery sat _chler
¢ File Order

J Emphaziz Cat; Mortgage Servic
J Emphaziz Cat; Savings Acchs.!
J Emphasziz Cat: Trust Services
__|Emars In Past rear

J Ethnic Background

[ arriliarity v/ CF Bank Staff
J Gender

J Hawe Perzonal Relationship w.
J Hawe Professional Rel w/CF =l

Select Al |

Unzelact Al |

' plphabetical
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Descriptive Utility Analysis: Practice

Example 3:  Are the Buyer Values Between Two Segments Really Different?
(Manually Comparing Two Segments Using Significance Testing)

— Interpreting the Utility Value Analysis Results —

Average Utility Analysis: Multiple Segment Run Mode
Re-normalize Attribute Utilities: Off
T-Test Alpha Level: 90

Wihaole Mrk Relational Irmpersonal Deviation

|Respondents: 515.00 352.61 23233

Manthly Fee 59.00 57.46 51.53 -4.08
Minimurn Balance to Yaive Fee 53.13 50.39 57 .64 .24
Bank ATM fees 45.36 41.60 51.55 9.95
Interest in Salving my Problems 39.47 41.43 36.24 5.19
Quick & Efficient Transactions 40.04 40.31 3960 071
Staff Knowledge 37.82 Cric)| 38.65 -1.34
Ease of Problem Resolution 34.44 37.08 30.10 6.99
Branch Hours 3720 k.82 3raz -1.00
Wyait Time for Teller 33.34 34.08 321 1.97
Problem Resolution Speed 3309 33.84 31.86 1.99
Transaction Fee 34.35 .92 38.36 5.44
Professionalism 30.43 30.96 2954 1.42
Follow up on Problems 2987 2928 30.85 -1.57
Account Information Speed 2943 2890 30.30 -1.40
Interest Rates 30.53 28.16 34.43 B.27
Staff Cormunication 289, 28.04 30.56 252
Staff Friendliness 29.05 27.88 30.98 -3.10
Custorner Treatment 2615 2509 o 282
Personal Banker Wait Time 2355 2331 2394 0.63
Banker Understands my Needs 2159 2308 18.66 439
Telephone Hold Time 21.97 22.04 21.85 013
Travel Time 2165 21.08 2262 -1.55
Assigned Bank Representative 1597 16.61 1492 1.70
Follow Up after Account Opening 16.35 16.43 16.23 020

NANAAAAANAANIANANAANAAANAAAAAN

Ease of Problern Resolution

Talk to 1 person to res prob 64.94 B5.97 63.04 PACE)
Talk to 2-3 people to res prob 4983 4965 0.1 -0.43
Talk to 4+ peaple to res prob 3350 32.80 34.81 -2.02
Interest in Solving my Problems

Always inter. in sohing prob 64.20 65.18 62.37 281
Usually inter. in solving prob 5452 54.36 54.82 -0.48
Rarely inter. in solving prob 2968 28.09 30.76 -1.67

5 ‘t‘ f .t. S I h
dliSTactionanive 28

B Conclusions:

* Checking account customers who recognize
or know the people at their bank have
significantly higher ALU’s for “ease of
problem resolution” and “interest in solving
my problem’ than the remaining market,
which indicates they are more sensitive to
changes in these relational attributes.

* Non-relational customers place the highest
importance on price attributes such as fees
and rates and ‘minimum balance to waive
fees.’

* Notice also, as one would expect, ‘interest in
solving my problem’ is significantly more
important for relational customers.

* If the difference between the two groups is
significantly different, the data is
highlighted.
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Descriptive Utility Analysis: Practice

Example 4: Using Charts and Graphs to Visualize Analysis

— Interpreting the Utility Value Analysis Results—

Average Utility

Bank Relationship

-
=
=
=
(1]
o
o
[
g
o

Attributes

* Once the chart is created, many of its properties
can be changed. This chart was moved so that
the most important utilities are farther forward
and more spaced out than the attributes with
lower utilities. See the pages on charts in the
appendix for more instructions on changing the
chart’s properties.

SatisfactionSolve™ "

B Charts and Graphs
e Charts are displayed by selecting the | 88| icon

on the tool bar.

Charts can be created for all standard
describe, simulate, and quality report runs.
Segment and sensitivity scan are not yet
supported using charts. The chart icon will
be inaccessible if the chart option is
unavailable for the current report. After
running a report, with the report window in
focus, select the chart icon and select the
desired chart options.

In this case, average utilities for the whole
market and the impersonal and relational run
groups are displayed. A selected group of
segments that are most appropriate to these
run groups was selected by changing the
active features under “Analysis Setup’, Select
Features.
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Descriptive Utility Analysis: Practice

Example 5: Are the Buyer Values Between Three or More Segments
Really Different? (Comparing Multiple Segments with
Significance Testing; Manual)

Example Question:
* How is the bank performing according to consumers in different age categories*?
Steps
* If the application is not open:
- Open SatisfactionSolve™
- Open the desired Preference File
- Select the desired Business Line (e.g. checking)

Set Calculation Settings
Select Describe Model
Setup Run Groups

Run Performance Analysis

Results:
* A rank order of the performance attributes for all segments of respondents
* Any significance differences in performance is highlighted
* No level utilities are reported since performance attribute do not have levels

oatisfactionSolve™ 0 - REISION SUPPORT SIEGE



Descriptive Utility Analysis: Practice

Example 5: Are the Buyer Values Between Three or More Segments
Statistically Different? (Comparing Multiple Segments with
Significance Testing; Manual)

B If the application is not already open:
* Open SatisfactionSolve™

* Open the desired Preference File (e.g.
bank.prf)

* Choose the desired Business Line

B Set the Calculation Settings

* Select Describe, Calculation Settings,
General

* Select One Way ANOVA, click OK

B Note: SatisfactionSolve™ Can Report Not
Just Buyer Value (Importance Data) But
Performance, Expectation and Gap Data

* Under the Describe menu, choose Select
Data Input, and click on the
Performance option.

SatisfactionSolve ™

Describe Calculation Setup |

Significance T esting

" None

& SatisSolv
File  View Analysis Setup  Build Model | Des

D|=|=] #|E=e| =] 2] -

LCalculation Setings
BReport Settings.

Execute Performance Analysis

. DECISION SUPPORT SCIENGES

31



Descriptive Utility Analysis: Practice

Example 5: Are the Buyer Values Between Three or More Segments Really
Different? (Comparing Multiple Segments with Significance
Testing; Manual)

ATS ActContct Me to Discuss
ATS ActFinding Answer to Qu
ATS ActMaking Me Feel Like G0-54
ATS Act:Obtaining Acct Infarm
ATS Act:Obtaining Checking B
ATS Act:Offer Soltn ta Banking
ATS ActProb Res Fallow-Up
ATS ActProv Efficnt Transact
ATS Act:Req Cred Lim Increas
ATS Act:Solving Problems

. Run the Describe Analysis ATS Act: Treating Me Professic

e

Run Groups
B Setup Run Groups
b W el ame:;
* Select Analysis Setup, Run Groups Newseane: | T
Achive Seb Ih Delste
* Enter a name for the Run Group Set (e.g. " oo |
”Age”) and SeleCt Add Mew Group Mame: IED'S Add |LI
. Cancel
* Create and new desired segment levels Active Growps Inacive Groups __caes |
20's Help |
under your new run group “Age” (e.g. 20- e o
>
24 and 25-29) can be selected and
combined under your new title “20’s”. . .
Select OK. Market Filters B
— Segment; — Segment Level
* Create other run groups segment levels as o — [ o |
. 7 ATS ActAcet Dpen Follaw-Up: 1524 Cancel |
desired. (Qg 30 S). ATS ActBrkr Assigned to Me WEE
ATS ActClosing an Account |03 Help |
ATS ActCommunicates wi Me 3539
e
|

* Use ANOVA analysis with three or more
groups. A two group ANOVA is the same
as a T-test.

* Select OK (twice)

Sort Order
569 " File Order

7074 ' flphabetical

LIl

e Select Describe, Execute 181 €O Investrent &l
Select All Unselect &l

. DECISION SUPPORT SCIERCES
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Descriptive Utility Analysis: Practice

Example 5: Are the Buyer Values Between Three or More Segments
Really Different? (Comparing Multiple Segments with
Significance Testing; Manual)

— Interpreting the Performance Analysis Results — B Conclusions:

o In this example, we report performance data.

Customer Satisfaction Research e Notice there are significant differences in how

Checking - May 1397 customers of different ages rate Citizens Fidelity
Performance Analysis: Multiple Segment Run hMode Bank’s performance on many services.
ANGYA Alpha Level: 30 e The last column shows the relative significance of
[[holebiri | 205 | 00 | 400 | 05 | &0 | SiqﬂM' the differences between the segments. This
|Respandents: | &1500 | s | f0ez | 138ed [ 11e82 | 1m28e |
column ranges from 0 to 1 and reports the
TTe— probability (the p value) that the significance for
Products Meet my Financial Meeds 53.00 B363 45.49 5312 4857 5532 0.05 that attribute is occurrjng by chance alone.
Proactive Bank Representative 4918 57.45 702 46.00 49.53 66.30 0.00 Interpretively, then, a score of 0.01 means that
Branch Hours 53.07 53.65 54.72 58.90 48.81 46.75 0.02 . .
T 75 55 5103 7 57 EXi i) there is only one chance in 100 (0.01) that that
Fersanal Banker Wait Time 4450 1853 ] [ 1556 4030 041 difference is not significant.
Interest Rates 4380 4778 5151 4B.51 4778 4942 0.69
Follow Up after Account Opening 4373 47.03 40,23 43.00 £3.32 36.97 010
Customer Treatment 45.51 46.46 4793 41.80 49.14 4164 0.36
Fuollow up on Problems 4080 4572 4172 3539 4280 3483 0.37
Telephone Hours 51.42 4571 5447 48.19 5382 5278 0.3
Problem Regolution Speed 35.29 44.07 4086 34.48 37.70 34.95 012
Assigned Bank Representative 47 93 43.32 44 41 4362 55.85 54.55 0.11
Wait Time for Teller 4530 43.31 4557 48.84 4725 39453 0.19
Staff Friendliness 38.70 43.08 40.61 32.58 34.25 4480 0.08
Quick & Efficient Transactions 3235 40.22 34.87 31.43 2087 2775 0.04
Accaunt Infarmation Speed 3570 40.14 347 3353 3476 36.37 0.71
Banker Understands my Needs 4327 39.83 51.59 4292 37.80 38.99 0.11
Staff Communication 3995 33.04 49.04 34.72 36.66 36.41 0.01
Staff Knowledge 3529 36.15 4113 28.12 37.02 3258 0.01
Travel Time 40.46 35.60 4353 42.63 41.81 320 0.2
Ease of Prablem Resolution 33.03 33.28 3446 31.08 35.78 3002 073
Transaction Fee 3209 32.18 36.71 28.34 31.87 2987 0.38
Professionalism 36.01 31.56 3876 34.80 3383 3927 0.47
Interest in Solving my Problems 31.04 297 41.32 28.60 26.34 24.07 0.00
Ilonthly Fee 2803 26.54 3368 28.79 2683 16.52 0.00
Transaction Errars 21.02 24,43 2349 20.59 15.45 2087 0.09
Bank ATM fees 2955 21.02 29.84 30.91 2817 3593 0.08
Iinimum Balance to YWaive Fee 2713 17.62 19.65 22.58 36.52 4271 0.00

« DEGISI0N SUPPORT SCIENCES
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Descriptive Utility Analysis: Practice

Example 6: Running Utilities — Using Batch Mode for Multiple Reports

Batch Mode Setup E
Mew Batch Mame: I Sl B atet | 0K I
Active Batch Name: IATM | Delete Batch | Cancel |
(utEutHirestanm: I Hrowse |

Enable |
¥ Batch :
Mode ;
Frir Filetiames;
Irsert Specia Farmatting
Erammple:
Level M - el
I =ve ame J r flEfames
Fiun Descriptions:
b En | Ingern Special Formatting I
Example: Segment Mame: Level Name
— Run Mode:
& Average Ubilities .
Select Market Filters
" Deviations
— Cantral File
[" Create Contral File
I Browse |

* Important: Check the box to “‘Enable
Batch Mode’ to create batch reports.
Batch mode will be automatically
disabled after one run.

SatisfactionSolve™

B Batch Mode Setup
* Use batch mode to automatically generate

multiple similar Describe reports. This is
especially useful if the same set of segments and
levels are the repeated focus for analysis.
Utilities for each segment level will be listed on a
separate report, but all the reports will be
generated in one batch.

To begin, create a new batch by entering a Batch
name in the text entry box at the top, and select
the “ Add Batch” button, in a similar manner to
creating run groups.

After a batch has been created, click on the ‘Select
Market Filters” button. Select all of the segments
and levels under consideration. One report will
be generated for each level that is selected.

The ‘Run Descriptions” edit box in the dialog
determines how each report page is labeled. Use
the drop-down box to select a name format, and
then select the ‘Insert Special Formatting” button.
Usually, you will want at least the level name to
be included in the description.
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Descriptive Utility Analysis: Practice

Example 6: Running Utilities — Comparing Two Segments with
Significance Testing: Using Batch Mode

— Interpreting the Analysis Results —

A1 sane Per Month; Hever
AT Usage Per Month: 1103
AT Usage Per Month: 4 or more

Tue Jan 19 15:15:27 1599

Custorner Satisfaction Research
Checking - May 1997
Awerage Utility

AT Usage Per Maonth: Mever
Average Utility Analysis: Batch Run Mode

Re-normalize Attribute Utilities: Off
T-Test Alpha Level: 90

Enarz In Past vear: Mo erors

Enorz In Past vear: One emor

Enorz In Past vear: Two o more erars
CE Combined 3-Cluster: Nat Canmrmunity B
CB Combined 3-Cluster: Enors/rates

CB Combined 3-Cluster. Personal Service
CB Combined 3-Cluster, Speed

Batch Output m

Whaole Wrk [ ATM Usage P Rest Deviation

Respondents: 51500 211.32 403 68
Quick & Efficient Transactions 40.04 43.88 35.04 5.84
Transaction Errars 56.87 60,35 e Estr
Follow up on Problems 29.87 3219 2686 Hao:
Ease of Problern Resaolution 34.44 36.73 3325 3.48
Account Information Speed 2943 3119 2850 269
Products Mest my Financial Needs 12.10 13.84 11.18 266
Professionalism 30.43 INT7 272 208
Wait Time for Teller 3334 3457 F2B9 188
Telephane Hold Time 21.97 2298 21.44 155
Interest in Solving my Problems 39.47 40.32 39.02 129
[ ¥ [\ATM Usage Per Month: Never {ATH Usage m|ﬂ
Ease of Problem Resolution
Talk to 1 person to res prob 64.94 B5.97 53.04 258
Talk to 2-3 people to res prob 4883 49,68 a0.11 0.43
Talk to 4+ people to res prob 33.50 32.80 34.81 -2.02
Interest in Solving my Problems
Always inter. in solving prob B4.20 B5.18 B2.37 281
Usually inter. in solving prob A4 52 A4 36 f4.82 0.46
Rarely inter. in solving prob 2968 29.09 30.76 -1.67
datistactionSolve™

atistactionoolve =

B Conclusions:

Checking account customers who recognize
or know people at their bank have
significantly higher ALU’s for ‘ease of
problem resolution” and “interest in solving
my problem’ than the remaining market,
which indicates they are more sensitive to
changes in these relational attributes.

Non-relational customers place the highest
importance on ‘monthly fee” and ‘minimum
balance to waive fees” while relational

owners rank those attributes second and
third.

‘Interest in solving my problems’ relational
customers place more importance on the
bank showing concern and interest in
problems, although the attributes are ranked
in the same order.

Deviations between the two groups that are
statistically significant are highlighted.
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Descriptive Utility Analysis: Practice

Example 7: How Can | Scan for All Significant Differences without
Setting Up Run Groups (Automated Segment Scanning)

Example Question:

* How do I scan for all the differences (buyer values or otherwise) across all attributes
and across all segments all at once?

Steps (assumes model is open):
* If the Application is Not Open:
- Open SatisfactionSolve™
- Open the desired Preference File
- Open the desired Business Line
* Select Describe-Segment Scan Setup
* Fill Out Segment Scan Dialog Box

* Execute Segment Scan Analysis

Results:
* A Segment Scan Report of all the attributes (in rows) by all the segment (in columns)
* Any statistically significant differences are highlighted.

SatisfactionSolve™ . L DECISION SUPPORT SCIERCES



Descriptive Utility Analysis: Practice

Example 7: How Can | Scan for All Significant Differences without Setting Up
Run Groups (Automated Segment Scanning)

. . Segment Scan Setup x|
B Select Which Attributes to Scan |
* Select individual attributes by clicking on - Attributes: Enable Ok,
each one. T ﬂ Froblem Fesolution 5peed I éegment = |
- Can Arce
* Select all attributes by quickly double ﬂﬁ'&e ':': _Prgt'lle'_“ HES':;':_““ET /H ot
. . . . FREMEET 1N 20Ing My Froblems LN S peci ications
clicking on any single attribute. 2L | Follow up on Prablems Aun groups needed: 0
B Select Other Options (Optional) »f| Products Meet my Financial Ne Expected 0
;N ﬂf-‘«ssigned Bank Reprezentative™ memary needed:
* You may select to test levels (ALU’s) in /| Proactive Bank Representative .
addition to attributes (AARV’s) by clicking in | Barker Understands my Nesds ~ Run Properties
the Output Attribute Level Utilities box. This /| Staft Knowledae Respondent Cutoff; |2El
will significantly slow down the analysis. | Custamer Treatrnent v Elirninate cells
* You may elect to set up the scanning so that s Follow Up after Account Dpeni pelow culoff valie
el +/| Telephone Hold Time j I | fierze Mutput| S6 Elrderl
the utilities are crossed by one, two, three, or

four segments simultaneously. (e.g.a two x Output Attribute Level Utitie Select Segments |
way crossing example would be all the Tupe of Segment Scan /

selected a.tt'rlbutes. by income by gender.) One-way Segment Muliiway Segment I | [WEiEY
Each additional dimension exponentially &+ Scan [Select Segments [ T Scan [Select ™| Tihree iy
increases processing time. AND Levels] Segmenits ONLY] I Eouray

- " ]
B Click on Enable Segment Scan TFJ"':'E of Statistical Testing / -~
. . . * T-Test A O,
* Because of the long run times, this box is =

/

cleared after every run.

. DECISION SUPPORT SCIERCES
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Descriptive Utility Analysis: Practice

Example 7: How Can | Scan for All Significant Differences without Setting Up
Run Groups (Automated Segment Scanning)

B Select Which Segments to Scan

* C(lick on the button entitled “Select
Segments” from the Segment Scan Setup
dialog on the previous page.

Segments and Levels |

* The Segment sub-dialog box will appear. P [ SegmentLevels
. . . . . J Prob:Spoke to Phone Heprestﬂ ﬂ |Jp b high gchioal
hd SeleCt 1nd1V1dua1 Segments by Cllelng on JPIDbISDDkB to Loan-by-Phone ﬂHigh zchool deqres

J Probe Spoke to Other ﬂ Some college

eaCh one. \ |_|Prob:Spoke to Mo One . | College degies
° SeleCt all Segments by ClleIng on the L || Problem /a5 Solved Satisfact ﬁ Advanced degree
“Select All” button below the Segments

pane.

W] vel of Education
+/| Tatal Houzehald Incame
ﬂ Single/t arnied

* Eliminate individual segment levels by
clicking on the levels in the right pane.

* If you select only some of the segment
levels, the segment itself in the left pane /

Sort Order
¥ File Order
' Alphabetical
will remain checked but the color will
change to a blue check mark on a grey field. oKk | coce Soply Help
B Click OK on Both Dialogs

B Click Execute in the Describe Menu

J E thmiz Background
J Older interview [WHTET Iacksﬂ

Selectal | Unselect a1l

. DECISION SUPPORT SCIENCES
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Descriptive Utility Analysis: Practice

Example 7: How Can | Scan for All Significant Differences without Setting
Up Run Groups (Automated Segment Scanning)

B Table3 L0x] MWConclusions:
r 4
Sun Oct 10 20:55:11 1999 .
" *In this example, two segments are
l‘;tj;:“njmff‘ﬂ:ﬂ”g“g?ewh — Segment Scan Results — shown, Age and Level of
Average Uity Analysis: Segment Scan Made Education_ TWO levels are
Re-normalize Aftribute Uilties: Off
displayed per segment. (e.g. 35-39
= e ear olds and 40-44 year olds.)
35-39(96) 40-44 (700 High =chool degree (37) Some college (141 y y °
Attributes Difference | Significance | Difference | Significance | Difference | Significance | Difference | Significance
Assigned Bark Represertative | 463 0.01 083 067 142 0.41 131 038 ° The number in parentheses at the
Proactive Bank Representative 127 0.0 0:9 0.7 043 0.s2 195 023 .
Banker Lnderstands my Meeds | 7855 000 612 002 276 023 055 n7s top Of eaCh COlumn 1S ’[he number
Staff Knowledgs 340 0.00 765 0.01 435 011 085 071
Custamer Treatmert 04 089 153 054 07 073 o7 0o of reSpondentS. Columns are
Follow Up after Account Openin | -3.77 002 -2.70 013 -0.70 0ES 132 033 .
Telephone Hold Time B 015 407 014 .23 0.01 020 043 Suppressed if the number of
Quick & Efficient Tranzactions | -6.59 001 201 052 167 054 -3.97 009 respondents falls below the
st Time for Teller 078 0.00 4E2 0.20 472 01g 117 067 . .
Persanal Banker Vet Time 226 039 ET 03z 349 019 309 015 respondent cutoff de51gnated in
Account Informetion Speed =278 0.34 180 059 020 0495 -3E9 014 .
Transaction Errars 47 017 008 0.95 237 0.4 358 022 the Segment Scan Setup dlalog.
Professionalism 40 015 013 047 BT 017 152 053
Staff Commurication .30 0.0z 158 061 0% 072 161 049 . .
Staff Friendiness 12 0&7 405 018 135 060 758 0.00 * The difference column deSIgnateS
Travel Time 384 014 4.45 014 AT 035 322 016 the deviation fI‘OII‘l the rest Of the
Branch Hours 020 087 114 0.40 07 03 269 001 .
Telephone Hours 250 022 035 0.8 167 04 219 021 respondents not in the column.
Minimum Balance to Waive Fee 154 07 353 0.40 -4.85 017 157 ng2
Marthly Fee 210 051 497 017 455 015 -3.33 022 . . .
Trarsacionfas T T ow [aE Ton ew |z * The cells are highlighted if the
Interest Rates 46 015 473 0.20 619 0.0 524 0.08 = . Y
Biank ATH fees 0.5 087 -3.55 0.03 1348 0.00 EE] 066 51gn1flcance falls below the
) v significance cutoff.
L I :I\ Average Utility Report / | ‘l | H oz
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1. Real-World Outcome “What-iffing” (Simulation Modeling)

SatisfactionSolve™ . L DECSION SUPPORTSEERCE



Il. Market Response “What-iffing” (Simulation Modeling)

A. Theory

Preference

Switching

Retention

Likelihood of Purchase
Percent Likelihood of Purchase

Marginal Benefit

N o o bk~ W DdPRE

Revenue Contribution
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Simulation Modeling: Theory

Based on the types of survey questions asked, SatisfactionSolve™ can
produce eight different types of outcomes.

- Type of Model - - Question Answered -
B Preference Share Model B s this solution more valued than my current offering?
B Switching Model B [s the increased preference for my new concept
Retention Model enough to incent a respondent to switch from their

current offering to the new offering?

B Expressed as a likelihood, how likely is it that the

B Likelihood of Purchase respondents will buy the offering?
B What percentage of respondents will purchase the
B Percent Likelihood of offering?
Purchase

B How much revenue will this new concept generate?
B Dollar Volume Opportunity

B Which offering is the most attractive at the least cost
B Marginal Benefit to implement?

OatisfactionSolve™ - L DECISION SUPPORT SCIERCES



Simulation Modeling: Theory

The Preference Share Model tests the appeal of the new offering.

J What It Is
1

Methodology

Deliverable

SatisfactionSolve™

A preference share models allow us to create and test different delivery
scenarios involving service, price, channel, etc., and determine the level
of appeal or “preference” from a consumer perspective. It can:

1) Simulate “actions” that occur in the real market (e.g., competitive
entry, competitive withdrawal)

2) Simulate effect of a new strategy on competitors and their
response.

Preference models use additive conjoint simulation modeling
algorithms to estimate for each respondent which product is the most
attractive...and by how much. The individual preferences from each
respondent are then aggregated to produce a realistic real-world market
model. Preference models provides the foundation for the RWO
outcome models (e.g. switching, retention, likelihood of purchase,
percent likely to purchase, dollar volume opportunity, and marginal
benefit models). RWO models simulate behavioral change.

“Preference Share” scores are reported for each offering. A
preference share model is an attitudinal indicators only. One must
discover how much added preference equates to how much
behavioral change. The “how much” comes from calibration
questions asked of each respondent in the survey. This subsequent
calibration creates the RWO models discussed above.

. DECISION SUPPORT SCIERCES
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Simulation Modeling: Theory

The Switching Model calculates the percentage of the market that will
switch to a new concept offering.

\5J What It Is
Methodology

\
‘<‘\’\\%, Deliverable

SatisfactionSolve™

The switching model calculates the percentage of
respondents that will switch from their current
product choice to a given concept.

The switching model uses “switching threshold”
questions from the survey to determine how much
preference increase (from the preference model ) is
enough to incent a customer to switch.

Percent of the respondents that switch to a new concept.
Revenue volume changes associated with switching can
be calculated from these numbers. See the revenue
contribution model.)

} L DECSION SUPPORTSEERCE



Simulation Modeling: Theory

The Retention Model calculates the percentage of respondents that
will be retained when a product or service is changed.

;}J What It Is
(c " Methodolo
@ 5y

& Deliverable

SatisfactionSolve™

The retention model is a variation of the switching
model. It calculates the percentage of respondents
that will not switch to a new product given a set of
competitors. It also produces the percentage of
customers that will switch to each of the competitors.

The retention model uses the “switching threshold”
questions as described under the switching model.

Reports include both percent of market that is retained
and the percent of market that switches to a
competitive concept. Volume changes associated with
switching can be calculated from these numbers. In
the retention model, unlike the switching model, each
respondent is allowed to switch to only one concept, so
that the percentages add to 100%.

- L DECSION SUPPORTSEERCE



Simulation Modeling: Theory

The Likelihood of Purchase Model calculates the average likelihood that
a product will be purchased.

to identify the strength of purchase appeal that a

P The likelihood of purchase (LOP) model allows you
\‘JJ What It Is
product will demonstrate.

The LOP model integrates each respondent’s
preference for the product concept and likelihood of
purchase estimates using a mathematical procedure
(a respondent-level logistic regression.)

Methodology

\i\\\% Deliverable The output of the LOP model is the gverage percent

likelihood of purchase for all product concepts.

SatisfactionSolve ™ i __,...-:_:":jff;g“fse-\,_\I][I}ISII]IISHFPHHTSEI[HI}ES



Simulation Modeling: Theory

The Percent Likelihood of Purchase Model calculates the percentage of

respondents that will most likely buy a particular product.

-\‘/J What It Is

Methodology

&ga Deliverable

SatisfactionSolve™

The percent likelihood of purchase model (pLOP)
allows you to identify the percentage of respondents
whose purchase likelihood for a given product offering
is above a given cutoff threshold.

The model integrates each respondent’s preference
for the product concept and likelihood of purchase
estimates using a mathematical procedure called a
respondent-level logistic regression.

The report shows the percent of respondents likely to
purchase the product in question. This determination
is made if the likelihood is above a given cutoff LOP
(Likelihood of Purchase) value (often 80-90%).
Revenue estimates can also are then calculated using
the Percent LOP model. This is what makes the pLOP
model different than the LOP model.

v DRI SUPPOT SEETGES



Simulation Modeling: Theory

The Marginal Benefit Model calculates the appeal of new products

normalized to the cost of that product.

iljJ What It Is

Methodology

4\\\;\\,% Deliverable

SatisfactionSolve™

The marginal benefit model integrates a standard
preference share model with cost to implement (CTT)
and cost to maintain (CTM) data for every level of
every attribute.

The marginal benefit model divides the raw
aggregate preference sum for each product by the
real world cost of that product. Marginal benefit
models are therefore termed “bang for the buck”

models.
The reporting module presents Value scores,

where the higher score represents the higher
benefit per dollar cost.
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Simulation Modeling: Theory

The Revenue Contribution Model calculates the estimated revenue
that a new product will produce.

determine which new concept will produce the

> The revenue contribution model allows you to
i What It Is
highest amount of revenue.

o iy The model integrates each respondent’s preference

:@-‘@' for the product concept with the potential revenue

- Methodology that this respondent will provide - that respondents
individual dollar volume opportunity (DVO).

& Deliverable The reporting module reports the aggregate dollar

volume opportunity (a DVO) for each product.
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Simulation Modeling: Practice

1. Simulation Modeling

B. Practice (Common to all simulation models)

1.

© © N o 0o b~ WD

Running Whole Market Simulations

Testing New Product Concepts

Running Simulations by Segment

Running Simulation by Segment with Significance Testing
Running Simulation by Logical Blocks

Linking to SPSS to Characterize Respondents

Using Sensitivity Scan to Compare Two Concepts

Using Segment Scan

Running Multiple Attribute Strategy Scanning (MASS)

SatisfactionSolve™ .
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Simulation Modeling: Practice

Example 1: Running Whole Market Simulations

Business Question:

* What product configurations are the most or least attractive for checking account
respondents?

Steps:
* If the application is not already open:
- Open SatisfactionSolve™
- Open the desired Preference File
- Choose the Business Line to Analyze

e Run the Preference Model

Results:

* Preference for each product that has been defined

SatisfactionSolve™ . L DECISION SUPPORT SCIERCES



Simulation Modeling: Practice

Example 1. Running Whole Market Simulations (cont’d)

B If the Application is Not open:
* Open SatisfactionSolve™

* Open the desired Preference File (e.g.
bank.prf)

* Choose the desired Business Line (e.g.
Checking)

B Choose the Simulation Model Desired
* Select Simulate, Select Model Type
* Select Preference

B Run Model Simulation
e Select Simulate, Execute
* Enter Report Title, Click OK
* Click the done button on the progress

indicator when the run has completed.

SatisfactionSolve ™

SatisSoly

File Yiew AnalysisSetup BuidModel Deserbe | Simulate Gosl Secl Qualty Report Help
- E & b| v Breference
WEERERERE peec

Fisitivity Setup...
Segment Scan Setup...
Multiple Attribute Strategy Scanning Setup...

Intermal/Exterma Switching

Itttile Tifresheld Fetention
Likelihood

Lustomer Retention

Percent Customers Likely to Purchase

Simulation Report Settings.

Specific Model Options 3
Link to PSS Setup..

Lustomer 5 atigfaction
Marginal Benefit
Revenue Contribution

Change Competitors...
LUpdate Reference ‘With Perceptions..

Revenue Model

Execute Preference Simulation
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Simulation Modeling: Practice

Example 1: Running Whole Market Simulations (cont’d)

Custorner Satisfaction Research
Checking - May 1337

Model Type: Preference, Mon-Competitive, Normalized

Respondents: 615.00
Exponent: 1.00

Product Mame PrefShar Base Dev
Best Case Product 100.00 B0.72
Concept #1 39.28 0.00
CF Basgeline product 38.00 0.28
High Perfarmance 42.37 3.09
Best Case Pro|Concept #1 CF Baseline pyHigh Performa
Problem Resolution Speed 1.0000
Immediate prob res 0.3600 0.3400 0.3400
Sarme day prob res 0.3000 0.2500 0.2500
Mext day prob res 0.1300 0.1800 0.1800
Wyithin 3 days prob res 0.1000 0.1400 0.1400
Wyithin & days or more prob res 0.1100 0.0900 0.0900
Ease of Problem Resalution 1.0000
Talk to 1 person to res prob 0.6900 0.6700 0.6700
Talk to 2-3 people to res prob 0.2700 0.3000 0.3000
Talk to 4+ people to res prob 0.0400 0.0400 0.0400
Interest in Solving my Problems 1.0000
Always inter. in saling prob 0.6900 0.5800 0.5800
Usually inter. in solving prob 0.2700 0.3600 0.3600
Rarely inter. in solving prob 0.0400 0.0500 0.0500
Follow up on Problems 1.0000
Always call back w/ updatedanswer 05700 0.5400 0.5400
Usually call back w/ update/answer 0.3000 0.3300 0.3300
Rarely call back w/ updatedanswer 0.1300 0.1400 0.1400
Products Meet my Financial Meeds 1.0000
All my fin needs met 0.4200 0.4100 0.4100
fost fin needs met 0.3600 0.3300 0.3300
Some fin needs met 0.2200 0.2600 0.2600
Assigned Bank Representative 1.0000
A banker is assigned to me 0.2500 0.3000 0.3000
isfactionSolve™
oatistactionoolve s

— Preference Simulation Analysis Results —

B Conclusions:

¢ This model determines the

level of preference for all
defined products and a “best
case’ product which is a
hypothetical combination of
the most desirable attributes.

The current product offered by
Citizens Fidelity is the CF
Baseline product.

Now let’s design a new
concept to compare with the
baseline product...
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Simulation Modeling: Practice

Example 2. Testing New Product Concepts

Question:

* What would a “higher rate, higher fee” concept made to appeal to the checking
account high income segment look like? How do respondents rate the new
concept?

Steps:

* Identify the Top Utility Values and Performance Level Requirements for the
Segment

* Develop New Product Concepts
* Enter That New Product Concept Into the Model

¢ Run the Preference Share Model to Determine the Relative Attractiveness of that
New Concept

* Run the Switching Model to Forecast Switching Intent
* Run the LOP Model to Forecast Purchase Intent

. DERISION SUPPOAT SEERGES
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Simulation Modeling: Practice

Example 2: Testing New Product Concepts (cont’d)

B Step 1: Identify Important Attributes
(assumes the application is already
open)

* Select Describe, Run Groups

* Create a run group set (e.g.
income) and create a groups within
the set (e.g. high income)

* Select the segment and levels that
pertain to the run group just as in
the previous section (for this
example, we will select Total
Household Income under
Segments, and select levels
indicating income above $100,000)

* Select OK (twice)
* Inspect the Utility Report
- Select Describe, Execute, OK

SatisfactionSolve™

Market Filters

— Segments

— Segment Levels
0K

ﬂ TimesMo. Uze Drive-Through =]
ﬂ Timez/Month Wisit Branch

ﬂ Total Househald [ncomme

ﬂ Touchpaints/Community Bank,
+*| Toushpoints/Community Bank
ﬂ Touchpointe/Cormmunity Bank,
ﬂ Touchpaintz/Caommunity Bank,
+*| Toushpoints/Community Bank
ﬂ T ouchpoints/Commurity Bank
ﬂ Touchpaintz/Caommunity Bank,
ﬂ Touchpaints/Community Bank,
ﬂ\a‘al Custtzks How They Can b
ﬂ'\a’al Cust:Contacts Me Periodic.
ﬂ\ial Cust:Interested in Question
+F|*al Cust:Knows be by Mame
ﬂ\afal Cuzt:Mewer Seems Hurred
ﬂ\ial Cuzt:Pays Sttention to Me
+F|*al Cust:Fiemembers Me My B_j
ﬂ\afal Cust:Takes Time to E:-:plair;|

Select &l | Unselect ll |

| |Less than $15,000

aai]

|| #15.000 to $24,333 Cancel
$25,000 to $49,339

| #50.000 to $74,933 Help
$75.000 to $99.999

/] $100,000 ta $124,333 ™ Ot Filkers
ﬂ $125.000 to $249,999
| $250,000 to $433,933
ﬂ $500,000 or more

Sart Order
£ File Order

& Alphabetical
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Simulation Modeling: Practice

Example 2: Testing New Product Concepts (cont’d)

Customer Satisfaction Research
Checking - May 1997

Average Utility Analysis: Multiple Segment Run Mode

Re-normalize Attribute Utilities: Off

[ Whole Mrk [ High Incom |

[Responderts:

£15.00

| IR

Average Attribute Range Values

- Preference Analysis Results -

Conclusion:

Transaction Errars 56.67 G060
Maonthly Fee /. 59.00 5122 .
Bank ATM foes \ 5.3 5017 - Key Performance Requirements -
Quick & Efficient Transactions 40.04 43,33
Minirnurn Balance to Waive Fee —=5 - - SR T
Stafl Knowledae 782 1166 Products Meet my Financial Meeds onthly Fee
g All my fin neads mat 50.59 48.51 Mo manthly fee 7714 7539
Interest in Solving my Problems 39.47 36.95
Most fin needs met 4958 0.12 §3 monthly fee 5966 58.79
Ease of Problem Resolution 34.44 3736 3 T 174 R
E TH T E47 Some fin needs met 48.34 50.50 fnanthly tee
ranch Hours §10 monthly fee 37.32 37.04
Account Infarmation Speed 29.43 3541
T tion F i TS 3273 Proactive Bank Representative $15 manthly fee 21.38 2.2
ransaction Fee - Monthly contact 19 25 4939
Problem Resolution Speed 3308 3343 Quarterly contact 50.24 50,59 Transaction Fee
Staff Communication 2899 32.56 Vearly contact 4994 £0.72 Mo transaction fees BE.6S BE.BA
Interest Rates 30.53 32.51 Mever contacts me 45.49 48.30 §1 faetranzaction 43.51 48.72
Wait Tirme for Teller 33.34 3075 §2 fee/transaction 3318 34.58
Follow up on Problems 29.87 29.47 Banker Understands my Meeds
Prafessionalism 043 501 Understands banking needs | 56.26 53.54 Inietest Rales
Staff Friendlingss 2905 57 98 Doesn't understand banking needs | 4266 45.80 2% above market average B3.17 B3.69
3
Telephone Hald Time 2187 o5 75 1% above market average 55.91 55.41
2 | Banker Wai T PEED 2460 |Stafl Knowdsdye Same as market average 50.01 50.22
ersonal Danker VWalt Time - Always knowican find answer 62.97 B4.74 =
1% below market average 42.52 43.60
Customer Treatment 2616 2404 Usually know/can find answer 5509 5513 %, below rrarkel avrage 5 =
Banker Understands my Meeds 21.39 23.13 Rarely know/can find answer 30.30 29.13
Travel Time 21.65 2241 Do AT oo
. Minirmurn Balance to ¥Waive Fee
Fallow Up after Account Opening 16.35 16.97 Mo i bal oY) e o ATM feas 139 715
Assigned Bank Representative 1587 16.14 $750 min bal 547 50.08 §1.00 AT feeflransaction 5363 5158
Telephone Hours 13.42 1536 $1 500 min bal 1067 2110 5150 ATM feedransaction RE 4135
Proactive Bank Representative 1224 12.20 2 500 min bal 33.44 40.00 $2.00 ATM feedtransaction 2975 26.28
Froducts Meet my Financial Needs 12.10 10.63 5,000 min bal 26.25 2B.45

* Notice the differences between the utility values of the high income segment and the whole market. High Income
respondents place the greatest value on transaction errors, bank ATM fees, and monthly fee, which is quite different
from the top attributes of the whole market. Although they do not have very high AARV’s, other attributes such as
account information speed and staff communication all impact the ability to provide high rate, profitable service to
high income customers. These attributes should be considered when developing potential solutions.

SatisfactionSolve™
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Simulation Modeling: Practice

Example 2: Testing New Product Concepts (cont’d)

B Step 2: Develop New Product Concepts

* Because Transaction Errors and Quick and Efficient Transactions are more important to the high
income segment than to the whole market, we will improve performance on these attributes.
Yet, because increased performance requires an increase in cost, we will also increase monthly
fees and minimum balance to pay for this reduction in transaction errors. Will the net change be
more attractive to the high income customers than their current baseline?

* Based on the utilities generated in the report in the previous step, a new product concept is
developed with the following changes:

Attribute Impacted Current Level New Product Level

*Quick and Efficient *46% Always quick and efficient; 51% usually quick; 2% *1.0 (Always quick and efficient)

Transactions rarely quick and efficient

*Monthly Fees *76% no fee; 5% $3.00 fee; 6% $5.00 fee; 9% $10.00; 4% $15.00 *45% no fee; 25% $3.00 fee; 17%
$5.00 fee; 9% $10.00; 4% $15.00

*Minimum Balance *52% no minimum, 22% $750, 14% $1,500, 1% $2,500, 9% 5,000 * 25% no minimum, 51% $750,
14% $1,500, 1% $2,500, 9% 5,000

*Transaction Errors *62% no errors, 30% 1-2 errors, 5% 3-4 errors, 2% 5+ errors *1.0 (no errors)

*Bank ATM Fees *76% no fee; 17% $1.00 fee; 5% $1.50 fee; 2% $2.00 fee *1.0 (no fee)

In the ‘New Product Level” column, if only one value is listed, an attribute value has been changed. If multiple
values are given, (such as for Monthly Fees), the values for each of the levels of that attribute have been changed.

SatisfactionSolve™ - . DECISION SUPPORT SCIENCES



Simulation Modeling: Practice

Example 2: Testing Those New Product Concepts (cont’'d)

B Step 3: Enter New Product Concept Into Model
* Steps (assumes checking account model is
open):
Select Simulate, Model Type, Preference, OK
Select Simulate, Change Competitors

Enter a new product name (e.g. High
Performance) in the Add Product Box, then
Click “Add”

Highlight an Attribute to update (e.g.
Transaction Errors) (see specifications on
previous page)
- Enter new level number in the Att Value
box*, or

- Enter level weights in Level Value box*
(numbers are entered as whole numbers
-i.e., 75,not .75, for 75%)
- Click on the next attribute to change when
you finish modifying your current attribute.
- Select OK to save the concept.

Example of new higher rate, higher fee concept:

\ Add Product:

Change Competitors
— Products S
Attributes OidVal Mew'al AVl
Best Case Product Problem B esolution Speed e
Easellne g[loduct Eaze of Problem Resolution 0.00
oneept Interest in Solving my Problem: | 0.00
Fallow up or Problems 0.00
Praducts Mest my Financial i | 0,
Aszzigned Bank Fepresentativ .00
Proactive Bank Represepletfy | 0.00
Banker Understandp e Need || 0.00 =l
5 Old%al Mew'al
1. Immediate prob res 037 | 000 Level Walue
2. Same day prob res 0.3 0.oo
/ 3. Mest day prob res 013 0.on I
et 4 */ithin 3 days prob res 0.0s i}
Edd 9& Undelete I 5. w/ithin 5 days ar more prob 1 y .00
Best Case Product: IBest Casze Product d
Reference Product: j Cancel |
d Help |

o
B azeline Product: Baseline product

*refer to the appendix page for this dialog box for a more detailed

explanation of the Attribute Value box and the Level Value box.

. DECISION SUPPORT SCIERCES
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Simulation Modeling: Practice

Example 2: Testing New Product Concepts (cont’d)

B Step 4: Run the Preference Share Model to Determine the Relative
Attractiveness of the New Product

* Select Analysis Set-up, Run Groups

* Select the market segment being tested (for this example, we are
marketing to the High Income segment, so we selected the Total
Household Income under segments, and checked income levels above
$100,000 under segment levels)

e Select OK

e Select Simulate, Execute, OK

SatisfactionSolve ™ 5 __,...-:_:"jjé“fse-\,_\I][I}ISII]IISHFPHHTSEI[HI}ES



Simulation modeling: Practice

Example 2: Testing New Product Concepts (cont’d)
- Preference Share Model Results -

Model Type: Preference, Non-Competitive, Normalized
Esxponent: 1.00

Product Mame YWhole hrk high incom
Respondents: £15.00 89.88
Best Case Product 97.30 100.00
Concept # 3822 EEA
CF Baseline product 37.94 38.29
High Performance 4115 43.32
Best Case ProlConcept #1 CF Baseline p High Performa
Quick & Efficient Transactions 1.0000 1.0000
Always quick and efficient 0.5200 0.4600
Usually quick and efficient 0.4500 0.5100
Rarely guick and efficient 0.0200 0.0200
Minimurn Balance to Waive Fee 1.0000
Mo min bal 0.5500 05200 0.2500
$760 rmin bal 0.2000 0.2200 05100
§1,500 min bal 01100 0.1400 0.1400
$2,500 min bal 0.0300 0.0100 0.0100
5,000 min bal 0.1100 (.0500 (.0500
Monthly Fee 1.0000
Mo manthly fee 0.6700 0.7600 0.4500
§3 manthly fee 0.0500 0.0500 0.2500
§5 monthly fee 0.0700 0.0500 01700
$10 manthly fee 0.1600 0.0500 0.0500
§15 monthly fee 0.0200 0.0400 0.0400
Transaction Fee 1.0000
Mo transaction fees 0.8200 1.8600 1.8600
§1 feeftransaction 0.1600 0.1000 0.1000
§2 feeftrangzaction 0.0500 0.0400 0.0400
Bank AT fees 1.0000 1.0000
Mo ATM fees 0.7000 0.7600
$1.00 ATH feeftransaction 0.2000 01700
$1.50 AT featransaction 0.0700 0.0500
$2.00 ATM feeftransaction 0.0300 0.0200
isfactionSolve™
aatistactionaolve .

B Conclusion:

* The high income respondents

significantly prefer the High
Performance product over the
baseline product currently offered.
Preference share for those consumers
increased by 5.03 points.

The lower part of the report shows
the level weights of all attributes for
the defined products. When attribute
values were defined (such as for
Quick and Efficient Transactions),
only one value appears for that
attribute, rather than values for all
levels. For the High Performance
product, attribute values were
specified for three attributes and level
weights were defined for two
attributes.
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Simulation Modeling: Practice

Example 2: Testing New Product Concepts (cont’d)

B Step 5: Run the Switching Simulator to Forecast Switching Intent
* Set Model Options
- Select Simulate, Select Model Type, Switching, OK

- (Optional) Select Simulate, Specific Model Options, Switching) (NOTE: Do not change
this value unless you confer with Decision Support Sciences)

- Set Answer Required for Switching to the highest level (Refer to the interview for the
scale and interpretation of this value.)

* Select customers in the segment for which the concept was designed

Select Analysis Setup, Run Groups

Activate or add (%roup e.g. ‘High Income”) (highlight and move to active group; if
group has already been created, filters do not need to be reselected)

Select Filters

Check boxes under segment levels of respondents under consideration(e.g. those with
income greater than $100,000), OK

* Run the Switching Model
- Select Simulate, Execute, Enter Report Title, OK

- DEISION SUPPORY SIERCE
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Simulation Modeling: Practice

Example 2. Testing New Product Concepts (cont’d)

- Customer Switching Model Results -

B Intermediate Findings:

hodel Type: Switching, Mon-Competitive, Normalized

Erponert 110 * This appears to be a marketable concept. 5.6% of
Eruductha{ne Wg%euhgrk h\qgg\nacaum the high inCOme Customers Currently USing the
ESponaents: . . . .
B Soe P EXI baseline product would switch to this new concept
oncep .
T e o —— if offered.

Best Case Pro|Concept #1 CF Bageling prlHigh Performa 1 Further economic mOdeling iS necessary tO
Minimurn Balance to Waive Fee 1.0000 . . .
o i o ne | oew | o determine the true market potential of this
$750 min bal 0.2000 0.2200 0.5100
§1.500 min bal 01100 0.1400 01400 Concept.
2 500 min bal 0.0300 0.0100 0.0100
SRR SN NN N T * Note that only 40% of high income respondents
Mo o L N R would switch to the best case product if it were
ot e boos [ o | 070 offered. This signifies that these respondents are
STC morfy o2 | oo | ver 1 oo generally resistant to change, and conservative in
No transacton e ' DENT | DR | 00 their preference for a product. Therefore, it is not
§1 feeftransaction 0.1600 (0.1000 0.1000 P . p : ,‘
B2 etrnsacior [ omw | oo | om0 surprising that the percent that would switch to
2% above market sverage 01500 000 | 0200 the ngh Performance product may seem low.
1% above market average 0.0900 (0.0900 0.0900
T T T * For the switching model, the attribute levels of a
T O S I product must be above a specified threshold for
FLA0 AT s T the respondent included in the percent that would
el Yo L oo oo switch to the new product. Therefore, as product

specifications change, there may be large jumps in
the percentage of switchers.

. DECISION SUPPORT SCIENCES
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Simulation Modeling: Practice

Example 2: Testing New Product Concepts (cont’d)

B Step 6: Run Percent LOP Model to
Forecast Purchase Intent

* Set Model Options

- Select Simulate, Select Model
Type, Percent Customers Likely
to Purchase, OK

— (Optional) Select Simulate,
Specific Model Options, Percent
Likely to Purchase. (NOTE: Do
not change this value unless you
confer with Decision Support
Sciences)

- Set cutoff (default = 90), OK

* Run Percent Likely to Purchase
Model

- Select Simulate, Execute, OK

SatisfactionSolve™
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Percent Likely to Purchase Setup E3 |
(]
Percent Likelhoad Cutoff: a0
Cancel
Help
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Simulation Modeling: Practice

Example 2. Testing New Product Concepts (cont’d)
- Purchase Intent Model Results -

Model Type: Pet Likely, Mon-Competitive, Normalized Global Threshold
Exponent: 1.00

Product Mame Yhale Mrk | high incom
Respondents £15.00 89.88 . . .
oot Cace Py AT T B [ntermediate F1nd1ngs:
Concept #1 2.2 32.39
CF Baseline product 2113 29.40 .
High Perfarmance 3159 1330 b ngh Income respondents
Best Case Pro]Concept #1 CF Baseline pHigh Performa appear tO llke the ngh Rate
Problem Resolution Speed 1.0000 o
Immediate prob res 0.3600 01,3400 0.3400 Concept, Over 42 A) Would be
Same day prob res 0.3000 0.2500 0.2500 . . .
Next day prob res 0.1300 0.1800 0.1800 Wﬂhng to purchase this
Within 3 days prob res 01000 0.1400 0.1400
VWithin & days of more prob res 01100 0.0900 0.0900 pI'OdLlCt if offered
Ease of Problem Resolution 1.0000
Talk to 1 person to res prob 06300 0.6700 06700 . .
Talk 1o 2-3 peopls 10 125 prob 0270 03000 03000 e Notice that a hlgher percentage
Talk to 4+ people to res prob 0.0400 0.0400 0.0400 . .
Interest in Sohving my Problems 1,000 of the hi gh 1mncome respondents
Always inter. in soling prob 06300 0.5300 0.5300
Usually iter_n soling prob 02700 03600 03500 would purchase this pro duct
Rarely inter. in solving prob 0.0400 0.0500 0.0500
Follow up on Problems 1.0000
Always call back wf updatefanswer 0700 0.5400 0.5400 than the percentage Of the
Usually call back w/ update/answer 03000 0.3300 0.3300
Rarely call back w/ update/answer 0.1300 0.1400 0.1400 WhOIe market'
Products Meet my Financial Needs 1.0000
Al my fin needs met 04200 0.4100 0.4100
hiost fin needs met 0.3600 0.3300 0.3300
Some fin needs met 0.2200 0.2600 0.2600

« DEGISION SUPPORT SCIENGES
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Simulation Modeling: Practice

Example 3: Running Simulations by Segment - Method 1

Business Question:

* Are respondents of one segment more likely to purchase a product than the overall market?
(e.g. Citizens Fidelity’s high income checking account customers vs. all checking account

customers)
Steps: (Assuming the application is open.)
1. Select Simulate, Select Model Options, Choose ‘Likelihood’

2. Select Market Filters*

- Select Analysis Setup, Market Filters
- Check the boxes indicating customers in desired segment (e.g. those with income above $100,000)

- Select OK (twice)

3. Run Simulation (Select Simulation, Execute, OK)

Results:
* Segment only likelihood of purchase values are reported for current concepts.

*= Run groups can also be used for this simulation run, although the output report
will look slightly different. If market filters are used, any run groups that were
previously created should be made inactive for this simulation.

. DECISION SUPPORT SCIENCES
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Simulation Modeling: Practice

Example 3: Running Simulations by Segment - Method 1 (cont’'d)

— Simulation Analysis Results —

todel Type: Likelihood, Mon-Competitive, Marmalized
Respondents: §9.58
Exponent: 1.00

Praoduct Mame Likelihood Bage Dav
Best Case Product 91.56 24.40 [ Conclusions-
Concept # 717 0.00 :
CF Baseline product G592 .25 .
High Performance 7368 552 * This report presents the average
.. . e .

Best Case ProlConcept #1 CF Baseline pdHigh Perorma percent Of Cltlzens Fldellty S hlgh
Immediate prob res 0.3600 0.3400 0.3400 . .
Same day prob res 03000 02500 02500 likely to purchase the high rate
Mext day prob res 0.1300 0.1800 0.1800 .
Within 3 days prob res 01000 0.1400 01400 prOdUCt which has been deVelOped
o Je)S 0L o 08 (o9 T e based on their preferences. (The score
Talk to 1 person to res prob 0.6900 0.6700 0.6700 increased 652 points over the
Talk to 2-3 people to res prob 0.2700 0.3000 0.3000 .
Talk to 4+ peaple to res prob 0.0400 0.0400 0.0400 baseline pI‘OdUCt)
Interest in Soling my Problems 1.0000
Always inter. in soking prob 0.6200 0.5500 0.5200
Usually inter. in soling prob 0.2700 0.3500 0.3600 * It WOU‘Id be userI tO see bOth the
Rarely inter. in saking prob 0.0400 0.0500 0.0500 whole market and high income data
Follow up on Problems 1.0000 . s
Abways call back wf update/answer 0.5700 05400 0.5400 at the same time. ThlS can be done
Usually call back wf updatefanswer 0.3000 0.3300 0.3300 . h d 2
Rarely call back w/ updatelanswer 0.1300 01400 0.1400 using method 2.
Praducts Meet my Financial Needs 1.0000
All ry fin needs met 0.4200 0.4100 0.4100
Most fin needs met 0.3600 0.3300 0.3300
Some fin needs met 0.2200 0.2600 0.2600
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Simulation Modeling: Practice

Example 3: Running Simulations by Segment - Method 2

Question:

* Do the respondents of one segment differ in likelihood of purchase from the
overall market? (e.g. Citizens Fidelity’s high income checking account customers
vs. all checking account customers)

Steps: (Assuming the Application is already Open)

* Choose the Model to Analyze (Likelihood)

* Setup Run Groups Run Groups
- Analysis Setup, Run Groups L
- Add Run Group Name Active Set—[Income — 5 | pels
- i Add Ll
- Choose Market Filters for High Income Customers ~_ _

- Select OK

* Run the Simulation (Select Simulation, Execute, OK)

Help

Results: Select Filters | Delete |

* Whole market and segment only preference scores

SatisfactionSolve™ . _.,..--;_:‘jfi?:eg’**‘x..\IIEIIISIIJIISHPPHHISEIHII‘:ES




Simulation Modeling: Practice

Example 3: Running Simulations by Segment - Method 2

— Average Preference for Products -

tadel Type: Likelihaod, Mon-Competitive, Marmalized [ | Conclusions
Exponent: 1.00
Product I Whole Mrk | high i . . . .
Respordents. T T « This example simulates the likelihood
Best Case Product 95.04 91.56 f h f f
Concept # 5642 577 OI purchase 10r one segment @)
CF Baseline product 65.89 6692 . :
High Perfarmance 71.15 73.68 respondents ngh Income’ (Over
_ $100,000) and the whole market.
Best Case Pro|Concept #1 CF Baseline pyHigh Pedorma

Prablem Resolution Speed 1.0000
Immediate prob res 0.3600 0.3400 0.3400 . .
Same day prob res 03000 | 020 | 020 « The High Rate product shown here is
Mext day prab res 0.1300 0.1300 0.1300 .
\Within 3 dags prob res 0.1000 0.1400 0.1400 the new pI'OdUCt created in the
Within 5 days or more prob res 0.1100 0.0200 0.0200 .
Ease of Problem Resaolution 1.0000 ITeStlng NeW PrOdUCt COIlCeptS’
Talk to 1 person to res prob 0.65900 0.6700 0.6700 . (e
1075 peagle T o e G CE Lo W section. has been modified based on
TS peope 0 e B R e the preferences of the high income

g my Problems 1.0000
Always inter. in sohing prob 06900 05500 05500 11 1
Usually inter. in soling prob 0.2700 0.3600 0.3600 Segment for SpeC1f1C attrlbUtes'
Rarely inter. in soling prob 0.0400 0.0500 0.0500
Follow up on Problems 1.0000 .
Aways call back wf update/answer 05700 05400 05400 e Because of the differences among the
Usually call back w/ updatefanswer 0.3000 0.3300 0.3300 .
Rarely call back ! update/answer 0.1300 0.1400 07400 pI'OdllCtS, the ngh Income segment
Products Meet my Fi | Meed 1.0000 . . .
A|r|DmL;Cﬁi n::dsmrietmawa = 04200 041 04100 1s more llkely to purChase the ngh
tost fin needs met 0.3600 0.3300 0.3300 .
Some fin needs met 0.2200 0.2600 02600 Rate prOdUCt than the basellne
Assigned Bank Representative 1.0000

product.

SatisfactionSolve ™ " . DECISION SUPPORT SEIENCES



Simulation Modeling: Practice

Example 4: Running Simulations by Segment with Significance Testing:

Manual

Business Question:

* Do the preferences of two segments of respondents differ significantly

from each other?
Steps (assumes model is open):

* Choose the Model (Preference)
* Set Report Settings

* Setup Run Groups

e Run Simulation
Results:

* Average preference for all segments selected
* Significance in value preferences is highlighted

SatisfactionSolve™ o
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Simulation Modeling: Practice

Example 4: Running Simulations by Segment with Significance Testing:

Manual (cont’d)

General

B Assuming the Application is already open:

* Set Report Settings

¥ ‘weighted Fespondents
IEustumer age/gender lj

- Select Specific Model Options, General

- Under “Significance Testing’, select “T-

test’, OK

B Setup Run Groups

* Select Analysis Setup, Run Groups

\

— At Topk, Cuttaff

 Mone
& AR
= HLU

Atk Topk, Cutoff

— Additive Calculahion O phions
¥ Momalize Shares
[~ Competitive

0Ok |
__ Cencel_|

Cancel

Exponent I 1.000

Fendall TAL I1 0
Froduct Topk. Cut0ff ID

— Significance T esting
& Mone

P T-Test
™ One Way AMOVE,

* Select segments for the run groups that have maximally different preferences so that different
products could be offered that would appeal to each of the clusters differently. In this example
we will use a cluster that is sensitive to speed attributes (such as wait time, etc.) and one cluster
that is sensitive to errors and rate attributes.

* Enter Run Group Set name (e.g. Clusters) and Run Group Names, Select Add

* Select Segments that pertain to cluster entered; select OK

* Enter Run Group name for remaining market (e.g. Error/Rate), Select Add

* Select OK (twice)

B Run Simulation

SatisfactionSolve™
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Simulation Modeling: Practice

Example 4. Running Simulations by Segment with Significance Testing:
Manual (cont’d)

B Changing competitive products

* In the example below, two new products (Top Rate and Premium Service) were created to fit the
preferences of the speed sensitive and service sensitive clusters respectively. The following
attributes were modified — some positively, some negatively.

Attribute Impacted Current Level Top Rate Premium Service

*Transaction Fees *86% No transaction fee; 10% $1 * 1 (No transaction fee) *82% no fee; 16% $1 fee; 6%
fee/transaction, 4% $2 fee/transaction $2fee

*Follow up on Problems *54% always call back; 33% usually; 14% rarely *20% always call back; 50% *75% always call back; 20%
call back. usually; 30% rarely call back. usually; 50% rarely call back.

*Bank ATM Fees *76% No ATM Fees; 17% $1.00 ATM Fee; 5%  *60% immediate; 30% same day; *10% immediate; 30% same day;
$1.50 ATM Fee; 20% $2.00 ATM Fee 5% next day; 5% 3+ days 50% next day; 10% 3+ days.

*Staff Knowledge *40% Always know/can answer questions; 54% *40% no wait time; 40% 1-3 *3 (3-5 minutes)
Usually; 7% minutes; 10% 3-5 minutes; 5%

6-10 minute; 5% 10+ minutes

*Customer Treatment *51% Always makes me feel valued; 38% * 2 (Usually makes me feel *75% Always makes me feel
Usually makes me feel valued; 11% Rarely valued) valued, 20% Usually, 5% Rarely
makes me feel valued

eInterest Rates *20% at 2% above market rate; 9% at 1% above ©20% at 2% above market rate;  *5% at 2% above market rate;
market rate; 57% same as market rate; 7% at 60% at 1% above; 15% same as  10% at 1% above; 55% same as
1% below market rate; 7% at 2% below market market rate; 5% at 1% below; market rate; 20% at 1% below;
rate 0% at 2% below 10% at 2% below.

SatisfactionSolve™ ; . DECISION SUPPORT SCIENGES



Simulation Modeling: Practice

Example 4: Running Simulations by Segment with Significance Testing:
Manual (cont’d)
— Preference Model Results —

Man Dec 21 144723 1998

Customer Satisfaction Research | COIICIUSIOHS:
Checking - May 1847
Comjoint Sirmulator

* Checking account customers who
were classified into the service

Model Type: Preference, Mon-Competitive, Mormalized sensitive Cluster are Slgnlflcantly

Exponent: 1.00 .

T-Test Alpha Level: 90 more hkely to purchase the

Product Mame Whale hirk Rate? Servicef | Deviation / .

Responderts. B15.00 | 7863 | 10012 Pl'OdUCt labeled ‘Premium

Best Case Product 9295 g2.48 100.00 -17.52 : 4 :

Concept#1 36.51 3381 39.649 -5.78 SEI‘VICE than any Other avallable

ZF Baseline product 3624 34 38 3844 -4.07 product

High Performance 38.85 Hhia 4237 -6.05

Fremium Service 3587 3232 40.79 -5.47 ..

Top Rate 2382 3425 3176 249 e Rate sensitive customers are far
Best Case Jconcept#1 |©F Baselin [High Perfor |Premium S | Top Rate more llkely tO purChase the

Froblem Resolution Speed 1.0000

Immediate prob res 03600 | 02400 | 03400 | 03600 | 0.3600 pl‘OdUCt called TOp Rate than

Same day prob res 0.3000 0.2500 0.2500 0.3000 0.3000 . .

Mext day prob res 01300 | 01800 | 04800 | 041300 | 04300 Premium Service.

Wiithin 3 days prob res 01000 0.1400 0.1400 01000 01000

Within 5 days ar moare prob res 01100 0.0800 0.0800 01100 01100 ° . .

Ease of Problem Resolution 1.0000 ROWS that have deV1at10nS

Talkto 1 personto res prob 0.6500 0.6700 06700 0.6500 0.6300

Talkto 2-3 people to res prob 0.2700 0.3000 0.3000 0.2700 0.2700 between the tWO groups that are

Talkto 4+ people to res prab 0.0400 0.0400 0.0400 0.0400 0.0400 1 1 - 1f1

Interestin Salving my Problems 1.0000 1.0000 StatlStlcally Slgnlflcant are

Alveays inter. in sohing prob 06900 | 05800 | 05900 01500 hlghhghted

Llsually inter. in solving prab n.z2v00 0.3600 03600 0.5000

Rarely inter. in solving prob 0.0400 0.0500 0.0500 03200

Follow up on Problems 1.0000

Always call back wi updatefanswer n.a700 0.5400 05400 0.7500 02000

Usually call hackw updateianswer 0.3000 0.3300 0.3300 0.2000 05000

Rarely call hack wi updatefanswer 01300 0.1400 01400 0.5000 0.3000
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Simulation Modeling: Practice

Example 4: Running Simulations by Segment with Significance Testing:
Automatic

B This feature operates in the same manner as in the Segment Scanning describes on
pages 38 and 39.

B The only substantive difference is that the Segment Scanning is selected under the
Simulate menu

RIS SUPPON SCETEES
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Simulation Modeling: Practice

Example 5: Running Simulations by Logical Blocks

B This is not a feature but a strategy for concept development. It involves changing
attributes in blocks, and testing the sensitivity of the market against these blocks.

satisfactionSolve ™ : L DECSION SUPPORTSEERCE



Simulation Modeling: Practice

Example 6. Linking to SPSS to Characterize Respondents

Business Question:

* How can we discover which respondent segments will switch to new product
configurations?

Steps:

* Open SatisfactionSolve™

Open the desired Preference File
Choose the Switching Model
Setup the Link to SPSS

Run the Switching Model

Start SPSS and Run the Syntax File

¢ Run Crosstabs to Characterize the Switchers

Results:

* Variables appended to SPSS for each product indicating if respondent would
switch or not

* Switchers characterized by Crosstabs

SatisfactionSolve™ . L DECISION SUPPORT SCIERCES



Simulation Modeling: Practice

Example 6. Linking to SPSS to Characterize Respondents (cont’d)

B Open SatisfactionSolve™
B Open the Desired Preference File
B Choose Switching Model

* Select Simulate, Select Model Type
* Select Switching

B Setup the Link to SPSS Link to SPSS Setup =]
e Select Simulate, Link to SPSS  Model Scope
Setup ¥ Swiching Cancel
" . . " Percent Likely to Purchaze 4|
* Check the “Switching” box under Help |

Model Scope  »
SPSS Wariable Prefis I-"1'~

* Enter an SPSS Variable Prefix
This is a letter that will be
appended to the beginning of each
SPSS variable that is generated.
Normally, you can use the default,
‘A

* Enter the name and directory of
the current SPSS file.

Current SPSS5 = Sah File

Current SP fEchany |d Sprojecty] 5004hspssds

/ Browse... |

oatisfactionSolve™ . - REISION SUPPORT SIEGE



Simulation Modeling: Practice

Example 6. Linking to SPSS to Characterize Respondents (cont’d)

B Run the Switching Model
* Select Simulate, Execute Saven: | £ Satissolv N ¥

MzwepS0.di te.ut
Pzt di Uninzt.izu
h arne. ma

Dg7o as.dl

Opengl32.di

SatizSolv.exe

¢ Enter the name that will be used
for the files that are created. Two
tiles will be produced - a data file

containing the switching T o g
information and an SPSS syntax
tile which will import this data File pame: | save |
into SPSS. The name that is Save as pe: [l fles (7] 5] Cancsl |
entered in this box must not have <
an eXtenSlon’ Mon Dec 21 15:50:12 1998

* 0.23% of the customers of Citizens Customer Salisfaction Ressarch
will switch to the Premium Service comantamntor

product if it was offered. To
characterize the type of - ) .
Model Type: Switching, Mon-Competitive, Mormalized

respondents the switchers are we \ Respondents 615,00

Exponent: 1.00

use SPSS.
Product Marme Switch % | Base Dev
Best Case Product 30.02 3002
Concept# n.on 0.oo
CF Baseline product 0.0 0.o0
High Performance 112 1.12
Fremium Service 023 0.23
Top Rate 0.89 0.89

. DECISION SUPPORT SCIERCES
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Simulation Modeling: Practice

Example 6. Linking to SPSS to Characterize Respondents (cont’d)

B Start SPSS and Run the Syntax File

Start SPSS

Open the syntax file that was created (test.sps).

Press Ctrl-A to select all of the text and then
press Ctrl-R to run this syntax file.

This step creates one new variable for each
product which contains the switching
information of each respondent for that
product.

B Run Crosstabs to Characterize the Switchers

In SPSS, select Statistics, Summarize,
Crosstabs.

Note that the new variables containing the
switching information all begin with the prefix
letter that was entered into the Switching
Model Options dialog box. They are added at
the end of the variable list if the variables are
sorted using file order.

For this example, we will cross abhigh (our
new concept) with income.

SatisfactionSolve™ o

incode - I Rlow(s]:
paycd

EEsEE
|
tatiteee —
fogtﬁic Colunns): —I_
taotprtc Cancel |
dma_code »
dma_base Help |

dma_trk

albest -
alfirst Frewious | Layer 1 of 1

TR

g

aznew
adnew

e <

akhigh

—_

[~ Display clustered bar charts

[T Suppress tables

Statistics... Cells...

Format..
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Simulation Modeling: Practice

Example 6. Linking to SPSS to Characterize the Respondents (cont’'d)

t $ $ t t $
$ $ $ $ $ 0 T
H 0 C 9 2 1 8 1 3
%
T 7 ——6— | 3 7
| |6 — |
1 C

/

0 indicates a non-switcher
1 indicates a switcher

SatisfactionSolve™
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Notice the higher percentage of switchers
among high income respondents. This is
as we would expect since this concept was
designed for high income customers.
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Simulation Modeling: Practice

Example 7: Using Sensitivity Scan to Compare Two Concepts

B Open SatisfactionSolve™

B Open the Preference File

B Choose the model to analyze (Checking)

B Sensitivity Setup

Select Simulate, Sensitivity Setup

Select Products to be scanned.
(Products other than the Best Case and
Baseline products must be created
using Simulate, Change Competitors;
See Example 2 in this section)

Check the ‘Enable Sensitivity Scan” box

Select the attributes that will be
analyzed for each product

By default, all levels are selected of
each attribute that is checked. Deselect
the levels if you do not want specific
feature levels included.

SatisfactionSolve™ "

Sengitivity Setup
Products Erabis .
J Best Case Praduct v S enaitivity |
ﬂ B azeling product Agan Lancel |
|| Concept #1 :
ﬂ Errar Free Dizplay Segments As
JSDEE‘d}' (o R ows
%' Banners
Attributes Levelz
JF’er ziohalizm =] ﬂl Mo ATM fees
ff Cammunication o] 2 $1.00 ATM feestransaction
Staff Friendliness ﬂ 3 $1.80 AT feestranzaction
J Travel Time ﬂ 4 3200 ATH feestransaction
J Branch Hours
J Telephone Hourz
M inirnurmn B alance to Waive F
J tdonthly Fee
J Trangaction Fes
J Interest A ates
ﬂ Bank AT feez

Selectal | Unselect All|

Select Segmentz |

For the “‘Display Segments As” box, choose
whether you want the segment levels to be
column or row headings. This report will
be wider than one page, so if there are more
segments selected than attributes, you may

want to display the segments as rows.
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Simulation Modeling: Practice

Example 7: Using Sensitivity Scan to Compare Two Concepts

* By default, all levels are selected of each
attribute that is checked. Deselect the levels if
you do not want specific feature levels
included.

* Click on the “Select Segments’ button, to select
the segments and segment levels to be
analyzed. The segments are the distinctions in
the population of respondents that are made.
For example, if only 1 segment with 3 levels is
selected (as in the report on the following
page), all of the respondents will be
represented, but will be segmented into three
groups according to the segment levels.

e Select OK

Segments and Levels E3
— Segments -5 t Lewvel
g eqment Levels | oK I
J Dol I Cat:Man-CF Mutual Fur«] ﬂ Mo erars
|| Diive-Thraugh Usage Per Man | One emor Cancel |

| |Education Level [¥4] T wa ar mare errars
| |Emphasis Cat: Checking Accts
| |Emphasis Cat: Consumer Laan
| |Emphasis Cat: Credit Card Sen,
| |Emphasis Cat: Home Egq Laans
JEmphasis Cat: Investment Ser,
JEmphasis Cat: Mortgage Servic
J Emphasis Cat: Savings Accts/!
JEmphasis Cat: Trust Services
ﬂ Errars b Pazt ear
J Ethnicz: B ackground

| |Familiarity v CF Bank Staff
_|Gender

| |Have Persanal Relationship wi =]

Sort Order——
" File Order
i+ Alphabetical

Select Al | Unselect 211 |

* When this process is completed, sensitivity scan is enabled, but a report is not automatically generated.
Under the Simulate menu, select ‘Execute’ to generate a report.

* Check the specifications in the Run Information box; it should list that sensitivity scan has been

enabled.

* After one execution of a report, sensitivity scan is disabled, but the options selected are saved until
SatisfactionSolve™ is closed down. To reactivate sensitivity scan, select Sensitivity Setup from the
Simulation menu, and check the box labeled “Enable Sensitivity Scan’.

SatisfactionSolve™
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Simulation Modeling: Practice

Example 7: Using Sensitivity Scan to Compare Two Concepts

* One report is generated for each product that
was selected.

* The tabs at the bottom of the screen designate
the product name and can be used to switch
between reports.

* Any model type can be used with sensitivity
scan, and the values produced are unique to that
model. The example on this page is a preference
report.

* Cells that are significant are highlighted in
yellow.

e For each attribute level that is selected, the
model determines what the preference score
(switching, percent likely to purchase, etc.)
would be for the segment level of that cell if the
performance was set exactly at the attribute level
for that cell.

* For example, in the first cell of this report, the
model determines how the preference score for
the segment of respondents that had no errors in
the past year if their provider always called back
with an update or answer to their problem.

SatisfactionSolve™
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Wad Jan 06 15:04°54 1999
Customer Satisfaction Research
Checking - May 1967

Conjoint Jimulator

Sensdmly Scan

Model Type: Proference, Mon-Col
Exponent: 1.00

Somsitity Bem Froon Frave

mpatitien, Momalized

Emars In Past Year

Mo wnio

s ([355)

O earor {147)

T or more emoss (114)

|Mrihu|e Laval Difierence | Signiicance | Difierance Significance | Diference | Significance
Follow up on Problems [Always call batk wf updatefanswer] 1. 002 205 012 066 02
Fallow up on Prohlems ally call hack w updatefanswar ﬁ nm 045 n42 282 n&s
Follw up on Problems [Raely call back w/ updalefan 5w!y' 402 0w 3% 0w 5.55 0w
Tranzaction Emors DUyr trang emoss 0.00 1.00 0.3 1.00 -1.99 1.00
Transis:lsn Enos 1-2lyr brans enors 520 0o 35 0o 567 0o
Trangathion Emors. [3-dyr trang emorg / 4.3 0w £ 0w HE1 0w
Tranzaction Emors 5+fyr trans emors / 1164 0.00 -1001 0.00 -1023 0.00
Biank ATM hees Mo AT fees / 0.53 03 104 0.53 1.41 059
[Dank ATM fees §1.00 aTM')(]:ansachon 325 0.00 -4.00 0.00 <540 0.00
[Bank ATM fers $150 a){.’#.ﬂ:anﬁarlmn 537 0o SE4 0o 1.5 0o
Eallk AT feus 52 0/ATH fewliansaction -1 66 0.0 -] 0w 103 0w
ity CF Baseline § Sensitivity: Errar Free [ 1 | o
Banksper pri _[Ehecking
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Simulation Modeling: Practice

Example 8: Using Segment Scan to Quantify Preference Difference
Between Multiple Products or Segments

B Open SatisfactionSolve™
B Open the Preference File
B Choose the model to analyze

B Segment Scan Setup
* Select Simulate, Segment Scan Setup

* Select the Products to be scanned.
(Products other than the Best Case and
Baseline products must be created
using Simulate, Change Competitors;
See Example 2 in this section)

* Check the “‘Enable Segment Scan” box

* Select an option under “Difference
Mode.” If ‘Between Segments’ is
selected, the report will show
difference and significance of the
preference (or switchers, pct. likely to
purchase, etc.) for a product of one
segment level verses all the
respondents NOT in that segment
level.

SatisfactionSolve™

Segment Scan Setup

Best Caze Product
|:| Concept #1
E CF Bazeline product
E High Performance

" Between Segments Cancel

I
Products:
|' Difference Mode

¥ Between Products

Feference Product: Enable
¥ Seament

Scan

Best Caze Product

Select Segment Levels

— Type aof Statistical Testing
f T-Test O ANDS

* If ‘Between Products” was selected as
the difference mode, the Reference
Product box will become active, and a
product must be selected. The report
will present the preference difference
between each concept and the
reference concept across the segments
selected.

. DECISION SUPPORT SCIENCES
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Simulation Modeling: Practice

Example 8: Using Segment Scan to Quantify Preference Difference

Between Multiple Products or Segments

* Click on the ‘Select Segments” buttons from the
Segment Scan Setup box to select the segments
and segment levels to be analyzed. The segments
levels are the distinctions between respondents
for that segment. For example, if only one
segment with three levels is selected (as in the
report on the following page), all of the
respondents will be represented, but will be split
into three groups according to the segment
membership of that respondent.

* By default, all levels are selected of each attribute
that is checked. Deselect the levels if you do not
want specific feature levels included.

e Select OK

— Segment:

Market Filters

— Segment Levels

JEmphasis Cat: Trust Services =]

ﬂ Errors In Past Year
J Ethnic: Back ground
JFamiIiarity w/ CF Bank Staff
J Gender

J Have Perzonal Relationship v
| |Have Frafessional Rel w/CF
J Home Eq Loan Borrow Amt Ca
J Home Eq/Cred:A8L Member C
J Home Eq/Cred:Anather bank.
J Horme Eq/Cred:Another broker
JHome Eg/Cred:Anather credit
J Home Eq/Cred:Another provid:
J Home Eq/Cred:Azsociated B at
JHome Eq/Cred:Bank of Little C
J Home Eq/Cred:Capital CU
JHome Eq/Cred:.Citizens FSELA
JHome Eq/Cred.Citizens ME of |

JHome Eg/Cred:Cormmercial Ba =]

Select Al | Unselectal |

ﬂ Mo erors
ﬂ One emor
| T ar mare erars

Ok
Catcel

Help

i

[ it Filters

Sort Order
" File Order

&+ Alphabetical

L

* Under the Simulate menu, select ‘Execute’ to generate the report.

* Check the specifications in the Run Information box; it should list that segment scan has been

enabled.

* After one execution of a report, Segment Scan is automatically disabled, but the options selected
are saved until SatisfactionSolve™ is closed down. To reactivate Segment Scan, select Segment

Scan Setup from the Simulation menu, and check the box labeled “Enable Segment Scan’.

SatisfactionSolve™ "
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Simulation Modeling: Practice

Example 8: Using Segment Scan to Quantify Preference Difference
Between Multiple Products or Segments

* One report is generated for each product

Eile  Edit “iew Analysis Setup Build Model Describe  Simulste  Cosl Seck Quality Report Window  Help ;Iilil
that was selected. Dl :[=[e] slzie] o]
* The tabs at the bottom of the screen e g g 1
. Customer Satisfaction Research
designate the product name and can be i e 157
onjoint Simulator
used to switch between reports. ity e
° Any model type Can be used With !;:;;J:t?j:g’éeference‘Noanompetitive,Normal\zed
sensitivity scan, and the values produced Soncticy Scan En Fre
Errors In Past Year
are uni ue tO that model. The exam le On Mo errors (355) One error (1473 Twwo or mare errors (114)
. q . p !:L‘I’\!]v:‘jp on Problems ;T:\realys call back w/ update/answer ?‘i:’reme S‘D S'_jcan‘:e g'g“;en‘:e S‘D :'_jcan‘:e B'g‘g"en‘:e 5ID gg:ance
thlS page 1S a preference report. Follow up on Prablems |Usually call back wi updatelanswer| 0 W] 0 042 262 i3
Follow up on Problems |Rarely call back wi update/answer | -4 0.00 -3.98 0.00 -5.55 0.00
. et . . . Transaction Errorg Ofyr trans errars o} L] 1.00 0.39 1.00 -1.99 1.00
b Slgnlflcant Ce].].s are hlghllghted ln ye]_]_OW_ Transaction Errorg 1';fyrnans erors Sp2 0.00 -3.85 0.00 5.67 0.00
Trangsaction Errors [3-4fyr trans errors 78’3? 0.0o -6.90 0.0o -8.61 0.0o
 For each attribute level that is selected, the T I e
model determines what the preference i e R
Bank ATM fees $2.00 ATh feedtransaction | 0.00 -7.96 0.00 -10.38 0.00
score (switching, percent likely to '
purchase, etc.) would be for the segment
level of that cell if the performance was -
. [ [* |\ Sensivity. CF Baseline ) Sensitivity: Error Free 4] | _,r
Set exactly at the attrlbute level for that FDrHEIp,jS:S::\qI e \Banksperprf ’ |Checkmq |

. Fspexample, in the first cell of this report, the model determines how the preference score for the
segment of respondents that had no errors in the past year if their provider always called back with
an update or answer to their problem.
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Simulation Modeling: Practice

Example 9: Running Multiple Attribute Strategy Scanning (MASS)

Open SatisfactionSolve™

Open the desired Preference File

Choose the model to analyze

MASS Setup

MASS enables the user to run simulations for
thousands of combinations of attributes
simultaneously.

To run MASS, select “‘Multiple Attribute Strategy
Scanning’ from the Simulation menu to start the
MASS wizard that will guide you in selecting
attributes, products, and segments.

On each screen of the wizard, select the Next button
at the bottom when you are finished making your
selections. You may move backwards or forwards
through the wizard at any time to modify your
selections.

The second screen of the wizard asks you to select
the lift attributes for the analysis. These are
attributes and levels that would cause an increase in
preference from the baseline product.

SatisfactionSolve™ y

MASS Setup: Select Manual Lift Attributes

What attributes do pou want to use as tHe lift attibutes?
Mot selected: Elected:

E- A Problem Resclution Spesd +||=-A Problern Resolution Speed
i el Same day prob res oL Immediste prob res

© L within 3 days prob res il Mext day prob res

------ L ‘within 5 days or mare prob res E|A Interest in Solving my Problems
A Ease of Problem Rezolution oL Aways inter. in salving prob
EIA Interest in Solving my Problerms
SN I 1. inter_ in solving prob
¢ e L Rarely inter. in salving prob

A Follow up on Problems -
4« |

< Back I Mext » I

Cancel | Help |

For both lift and tradeoff attributes,
attribute levels that will be evaluated in
the MASS analysis must be in the
‘Selected” box on the right side of the
dialog box. An entire attribute can be
selected, or specific levels. To move an
entire attribute, click on the attribute
name and drag it to the Selected box. To
display the levels for an attribute, double-
click on the attribute name, or click on the
+ sign to the left of the attribute name. To
select an attribute level, click on the level
name and drag it to the Selected box.
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Simulation Modeling: Practice

Example 9: Running Multiple Attribute Strategy Scanning (MASS)

* In the Product Selection dialog box, select the e
pI'OdUCt(S) that Wlll be the baseline pI'OdUCt for the Wwhich products da you wizh ta uze in the Multiple Attribute Strategy Scanning analysis?
analysis. The selected product will be the base to which 5 Cove Product
the selected attribute changes are made and the analysis A, e

%l
[JHigh Perfarmance

is run on. If multiple products are selected, a separate
report will be created for each one.

* The Segment Selection box functions the same as the
market filters dialog box for selecting attributes and
levels. Attributes and levels that have a checkmark to ook [ mo ]

Cancel | Help |
the left of the name are selected. Attributes that have
blue check indicate that all of the levels have not been HAECIEE ooy e
selected for that attribute. The levels displayed in the _ L o
. . Wwhich segments do vou wish to use in the Multiple Attribute Strateqy Scanning analysiz?
Segment Levels box on the right side correspond to the %ﬁgi S - SSFSTL::?'S:
. . . . cl: alving Froblems - nder -~
highlighted attribute in the Segments box on the left. %ms ActTrealing Me Frofessionally I E; et
:
* There is no limit to the number of segments and levels 51 CO lvectment e
: . Bal Cat:CF Interest Checkin 40-44
that can be selected, but the report may get difficult to o o cr Novmiern Cheskira. [ 45.45 |
. . [[]Bal Cat:CF Other Savings
interpret if there are too many segments. Each selected Bl CatCF Reguiar Savings geecsa | [0
. . DBaI Cat:Mon-B1 Mondnterest Checkit = " Eile Drde.r
segment level will be a column in the MASS report. ]34l CothorsCF ntrest Checking | | Urnselestall | | Alphabetcal

* The Select All and Unselect All buttons apply to all

possible attributes, not only the visible segment levels. o I e

. DECISION SUPPORT SCIERCES
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Simulation Modeling: Practice

Example 9: Running Multiple Attribute Strategy Scanning (MASS)

In the Final Criteria dialog, the number of strategies

to run is determined.

The Attribute Lift/ Tradeoff Difference Constraint
refers to a maximum difference between the
number of lift attributes and tradeoff attributes
considered simultaneously. The Difference
Constraint could also be thought of as the absolute
value of the number of lift attributes minus the
number of tradeoff attributes in a single strategy.

Both the minimum and maximum number of
attributes combined refer to the sum of the tradeoff
and lift attributes in a single strategy. The
maximum value must be greater than the
minimum value for any strategies to be generated.

The value in the ‘Number of Strategies That Will Be
Tested” box represents the number of rows of
individual strategies that will be in the MASS
report. This value changes dynamically as other
values in the dialog box are changed.

The box labeled Enable Multiple Attribute
Strategy Scanning must be checked to run a
MASS report.

SatisfactionSolve™ "

MASS5 Setup: Final Criteria E3

Finally, you must indicate how you want the attributes to be combined.

Abtribute LI T radeaff Difference Constraint: |4

Minirurn Number of Attributes Combined: 1

b agimum Humber of Abtibutes Combined: |E1—
Mumber of Strategies That Wil Be Tested: I???E

¥ Enable Multiple Attibute Strategy Scanning

W Dizplay Output as Deviations

< Back I Firizh I Cancel | Help |

* The Display Output as Deviations option can
be used with any simulation model. If the
deviations option is checked, the value in the
report will be the difference between the
output for the baseline product and the new
strategy.

* Select the Finish button when all of the
options have been selected. From the
simulation menu, select the simulation model
to be used. When all the options have been
set, select Execute MASS analysis from the
simulation menu.
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Simulation Modeling: Practice

Example 9: Running Multiple Attribute Strategy Scanning (MASS)

* When the MASS analysis has been run, a report similar

to the example on the right will be displayed. If the
report is not maximized, the strategies may not be
visible. The default setting is for the top pane of the
report to be frozen so that the user can scroll through
the strategy results and still be able to see the segment
level labels at all times.

* The attribute level labels are displayed above the

attribute labels. The lift attributes are displayed first, to

the left of the tradeoff attributes. An X in an attribute
level’s column indicates that the attribute was set to
that level for the strategy represented in that row. An

attribute can not be set to two different levels at once, so

when multiple attribute levels are combined,
SatisfactionSolve™ will automatically not include
multiple levels from the same attribute.

* The segment categories are listed to the right of the
attributes. Each selected attribute level will be
displayed in a separate column. In this example the
output is displayed as preference deviations from the
base product.

SatisfactionSolve™ o

PrefSolv - [PREF_Checking]
File Edit ‘“iew AnalpsizSetup Build Model Describe Simulate  Gosl Sesk

sEEIE TR
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Multiple Attribute Strategy Scan: CF Baseline product
Total Mumber of Strategies Tested: 37
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ki 514
b -0.99
X -0.00
ks -0.09
b4 1.87
b4 b4 -3.45
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b4 X 1.897
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4 [[¥ [ MASS: CF Baseline product /
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Customer Satisfaction Analysis

SatisfactionSolve™ ; L DECSION SUPPORTSEERCE



A. Theory
1. Perceived Performance Index (PPI) Calculation

2. Expected Level Determination
3. Customer Satisfaction Index (CSI) Calculation

. DELSION SUPPORT SEIENCE
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Simulation Modeling: Theory

The Customer Satisfaction Model calculates the customer satisfaction

index (CSI) for products.

\5J What It Is

Methodology

& Deliverable

SatisfactionSolve™

The customer satisfaction model allows
you to compare customer satisfaction
across all products.

The model combines the gap between
performance and expectation with the
importance of the individual attributes.

The report identifies the key issues that are
driving customer satisfaction, indicates how
we are currently doing, and what will
happen if performance is raised to meet
expectation.
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

B The key question in customer
satisfaction is how we are doing
relative to our customers’
expectations.

B Are we clearing our customers’
expectation “bar” or not?

* If so, by how much?

 If not, how far are we below
their expectations?
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

The PPl score is a combination of how customers view the
company (perceived performance) and what they expect.

Perceived Customers’
Performance Expectation

PP
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

We need a way to measure the difference between perceived performance and
customers’ expectation that allows us to easily compare one attribute to another.
How much above or below the bar are we?

Our measurement system
must have the following
characteristics:

e
| III IZl

* It must be independent
of the importance of the
attribute.

« When perceived
performance is at the
expected level, the PPI
score must be the same
for each attribute.

lll
i

IIIIII III lll III
T
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

First, to make PPl independent of the importance of the attribute, we will
define the distance from the worst level of each attribute to the best level
of each attribute to be 100. Assume that the height of the upright posts
in each of these pictures represents the range of utilities for two different
attributes, the bar represents the expected level, and the high jumper
represents perceived performance. To make the measurement
independent of importance, we must adjust the “ruler” so that 100 lines
up with the top of the post in each picture.

no 1Zo0 130 140 IS0 160 170 120 1S90 200

Utility for expected level

Utility for best level

10 =20 =30 ao so so 7o 80 so

Utility for worst level i

SatisfactionSolve ™ o
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

Next, to make the score at expectation the
same for both attributes, we must slide the
rulers down until 100 lines up with the bar
which represents customers’ expectations.

Utility for expected level

140 1SS0 160 170 180 190 200

Utility for best level

Utility for worst level <
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

Let's look at some examples that help explain this calculation. In all three of these examples,
the expectation bar is the same relative to the best and worst possible performance. Since the
performance is at different levels, the PPI scores are different. Note that 100 lines up with the
expectation bar in all examples.

PPl =52 PPI =100 PPl =134

Ml Expectation

— Performance

30 aoc so so 7o s0 so
30 ao so so 7o s0 so ad
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

In all three of these examples, the performance is the same relative to the best and
worst possible performance. The expectation, however, is at different levels.
Thus, the PPI scores are different.

PPl =153 PPI =100 PPl =67
g /e \ 2
g M) \=—F
E ............. Al (R | [t f@ .................... E_n
Performance : E_g
2 __/Expectation/ E—:
= e —L e — : E__g
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

PPI, as defined on the previous pages, then, has the
following characteristics:

B If the perceived performance is at customers’ expectation, PPI
equals 100.

B If perceived performance equals the most preferred level and
customers expect only the least preferred level, PPI equals 200.

B If perceived performance is at the least preferred level of
performance and customers’ expectations are at the most
preferred level, PPI equals 0.
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Customer Satisfaction: Theory

Perceived Performance Index (PPI) Calculation

Finally, for those who are interested, here is the mathematical equation that defines PPI.

(( (/N )
> (Pix Ui |- Ei
=1
PPl = x100 |+100
(Uib - in)
\ J
PPIl. = perceived performance index for attribute i
P; = percentof respondents that rated performance
on attribute |
to be level |
U; = utility for level j of attribute |
E; = expected level score
U, = Dbest utility score for attribute i
U, = worstutility score for attribute i
NL = number of levels for attribute i
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Customer Satisfaction: Theory

Expected Level Determination

To calculate PPI, we need to know the level of customers’ expectations. In other
words, how do we find where the bar is?

Which bar is correct?

T 00 [0
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Customer Satisfaction: Theory

Expected Level Determination

Why don’t we just ask customers what they expect?

Some customers want it all.
They will say that they expect the highest level
of performance on all of the attributes.

Some customers don’t know what they want.
When asked for their expectations, they will
simply echo what they are already receiving.

satisfactionSolve ™ L DECSION SUPPORTSEERCE



Customer Satisfaction: Theory

Expected Level Determination

The Solution: We need to use the information from the conjoint exercise that
requires customers to trade-off product features to infer the expected levels for
each attribute. To determine the expected levels, two criteria were used.

First, more than 50% of the customers are required
to have a likelihood of purchase of more than 50%.
The cutoff of 50% likelihood of purchase was chosen
because a customer that is more than 50% likely to
purchase is more likely to purchase than not.

Second, the average ALU for this level must

statistically be significantly more than 50. Since
the normalized utilities are on a 0-100 scale, this
means that this level is more preferred than not.
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Customer Satisfaction: Theory

Customer Satisfaction Index (CSI) Calculation

CSlis calculated in the same way that Customer Satisfaction is perceived by the
market: Customer Satisfaction = the sum of the “gaps” between performance and
expectation across all attributes weighted by attribute importance.

CSI=87.3
(out of 100)

How Important That
Attribute Is Overall

Performance and Expectation

Minimum Balance 0.08 $1,000 $635.00 $365.00 (over) 121
Transaction Fees 0.07 $0.15/trans | $0.25/trans [50.10/trans (under 80
Interest Rates 0.064 At Market ]0.45% below 0.45% (under) 91 >-
Account Errors 0.063 1/year 2.36/year |0.64/year (under) 62
Monthly Fee 0.062 $5 $2.10 $2.90 (over) 118 1
/ / 87.3
/ 7
The Gap Between — Customer

Satisfaction

SatisfactionSolve ™
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B. Practice
1. Whole Market Quality Report
2. Adding PPI to Quality Report
3. Comparing Citizens Fidelity to Competitors
4. Comparing Citizens Fidelity’s Performance at Two Time Points
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Customer Satisfaction: Practice

Example 1: Running Whole Market Quality Reports (SatisfactionSolve™

only)

Business Question: How is your company performing in all attributes

according to customer perceptions?
Steps:
* Open SatisfactionSolve™
* Open the desired Preference File
* Choose the Business Line to Analyze (e.g. Checking)
* Run Quality Report
Results:
* Performance perception indices for all attributes
* Overall customer satisfaction index

* Importance rankings for all attributes

SatisfactionSolve™
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Customer Satisfaction: Practice

Example 1: Running Whole Market Quality Reports (cont’'d)

B Open SatisfactionSolve™ 1

| Open the Preference File (eg bank.prf) |

B Choose the Business Line to Analyze Responderts: 290
(e.g. Checking)
_ (1] [ | [— )
B Run the Quality Report

* Select Quality Report, Execute
* Enter Report Title, Click OK
* The quality report calculation is a L

two step process. Both expected
levels and performance levels must
be determined before the Lifts can be
calculated. The ‘Lifts” are the change
in customers’ response if the

performance level on each attribute
moves from its current level to the

Calculating Lifts |

Rezpondents: 113

level expected by customers. The Calculating Lifts |
progress indicator will restart for Respondents 153
each step.

* Click the done button on the progress
indicator when the run has
completed.
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Customer Satisfaction: Practice

Example 1: Running Whole Market Quality Reports (cont’'d)

* There are two reports generated. The [ AE |

first is a Summary Report, and the
second a “Drill Down” report.

This page displays the five left

Checking
Weighted

— Customer Satisfaction Analysis Results —

Nurnber of Conjoint Respondents: 153
Nurnber of Perception Respondents: 153

Customer Satisfaction Research l

columns of the Summary Report.
" , What Are the lssues How Are We Doing
Under the “What Are the Issues =
. . ategory
COlumn, notice that the Key Driver Praduct Imp. How Custormers Think We Are
1 1 h b . Category Key Driver Weights | \What Customers Expect Doing Gap
column IStS t e attrl utes mn Interest Rates 0.041 0.97% above average 0.07% above average 0.90% above average (under)
3 Wait Time for Teller 0.040 1.95 minute 3.26 minutes 1.31 minutes {under)
decreasing order of Importance.
g p Banker Understands my Needs | 0.025 Understands banking needs | Doesn't understand banking need 45% Exp. Mat Met
. / . / Personal Banker Wait Time 0.022 361 minutes 4.48 minutes 0.87 minutes (under) bz
NOW nOtlce the HOW We Are DOlng Products Meet my Financial Need  0.013 All my fin needs met Some fin needs met 48% Exp. Mat Met
column. Within this column you can Winirnum Galance to Waive Fee | 0.065 wes e 5115835 §374 48 (under]
. . Telephone Hours 0016 See Breakout Page See Breakout Page B£2% Exp. Mat Met
1nSpeCt eaCh attrlbutes expeCted and Custormer Treatment 0.027 | Ahways makes me feel valued | Rarely makes me feel valued A0% Exp. Mot Met
: Telephane Hold Time 0.025 1.02 minute 1.33 minutes 0.31 minutes (under)
aCtu.al (percelved) performance' The Follow Up after Account Opening | 0.020 See Breakout Page See Breakout Page 43% Exp. Not Met
EPI 1S the EXpeCted Performance Staff Knowledge 0.045 | Always know/can find answer | Rarely knowfcan find answer 30% Exp. Mat Met
Inined Hank Henrecant e Sop Rraakoig Para See Rraaknit Pana FA% Fyn Mot het _Id
1 High Iaiie: Brash-cul While Market: Summar H

Index, which is defined as 100 for all
attributes.

[ R [s]

Notice that the Summary Report is organized by segment. That is, the leftmost tab is always the Whole
Market Findings and the tabs that follow contain the findings from the data executed on sub-segments

selected by the user.

SatisfactionSolve™
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Customer Satisfaction: Practice

Example 1: Running Whole Market Quality Reports (cont’'d)

* This page displays the right columns of the
summary quality report generated.

* The columns under the heading “What will
happen if we meet expectations” describes the
customer response if the performance level of
each attribute changes from its current level to
the expected level.

e The PPI is the Perceived Performance Index,
which indicates the level of perceived
performance relative to expected performance.
(For this data, the PPI is renormalized so that
the highest possible CLI (Customer Loyalty
Index) equals 100.)

* The ‘CLI Lift’ column indicates the change in
PPI score that would occur if perceived
performance equaled expectation.

* The LOP Lift indicates the change in the
likelihood of purchase percentage if the
performance level of that attribute was changed
from the perceived level to the expected level.

* Similar to the CLI and LOP Lift, the Retention Lift indicates the change in retention for each attribute if

What Will Happen If We Meet Priority
How Are We Doing Expectations
Revenue

How Customers Think Retention Lift Based on

Wa Ara Daing Gap PRI CLI Lit LOP Lift Lift LI Revenue
Doesn't understand banking need 42% Exp. Mot Met 92 020 274 0.00 1.15 1
10am-Ipm weekdays, 10am-2pm 33% Exp. Mot het m 0.47 1.43 0.00 047 Z
0.12% above average 0.33% above average (under) et 0.44 087 0.00 02 3
0.37 times per year 57% Exp. Mot Met 79 030 0.53 017 024 4
Doesn't call after open account 42% Exp. Mot Met 90 018 0.34 0.00 024 5
24 hours automated banking 57% Exp. Mot Met 79 032 0.04 0.00 024 B
361 minutes 0.09 minutes (under) 100 0o 0.05 0.00 015 7
Sorne fin needs met 59% Exp. Mot Met 79 029 0.18 000 012 g
1.35 days 0.28 days [aver) 103 012 -0.54 0.00 0.00 9
Mo banker is assigned to me A7% Exp. Mot Met a3 030 -0.30 0.00 0.00 10
5.26 minutes 0.18 minutes {over) 91 025 -0.21 0.00 -0.03 "
1.69 minutes 0.13 minutes (over) 94 016 -0.63 0.00 -0.06 12
061 days 064 days [over) 109 029 217 0.00 012 13
Rarely call back w/ update/answe 40% Exp. Mot het 103 0.12 201 0.00 018 14
Rarely knowican find answer 34% Exp. Mot Met 15 .65 -1.45 0.00 024 15
Rarely makes me feel valued 48% Exp. Mot het 94 07 -1.26 0.00 024 16
Rarely friendly 39% Exp. Mot Met 106 0.0 -3.04 0.00 024 17
5.81 minutes 2.56 minutes (over) 102 0.06 -1.08 0.00 0.27 18
Rarely inter. in solving prob 29% Exp. Mot Met 119 .87 -3.43 0.00 041 19
Rarely quick and efficient 31% Exp. Mot Met 18 .62 -2.69 0.00 0.41 20
Rarely clear 42% Exp. Mot het 103 0.10 -2.82 0.00 -0.56 21
§0.37 $0.56 (over) "7 .88 579 0.00 -0.58 ]
Rarely/prafessional manner 36% Exp. Mot het 10 0.35 -3.67 023 074 23
$0.30 $0.42 {over) 13 051 353 0.00 0.74 A
$728.58 $425.66 (over) 124 -1.43 582 0.00 -0.83 ral
164 people 060 people {over) 14 0.54 -3.58 0.00 -0.56 2
F311 §1.31 {over) 118 -1.18 543 0.00 -0.86 &
0.71 errarsdyr 1.0 errorsfyr (aver) 131 -2.06 -7.76 (.00 -1.48 28

performance was incremented or decremented from its current perceived level to the expected level.
* The Revenue indicates how much revenue would be gained or lost by a shift in performance from the current
level of performance to the level expected by the customers.

SatisfactionSolve™
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Customer Satisfaction: Practice

Example 1: Running Whole Market Quality Reports (cont’'d)

— Customer Satisfaction Analysis Results —

This page disp]ays the four Customer Satisfaction Research
left columns of the “Drill EZZEEEEPT? 19
Down” quality report.

The Attribute column lists
the attributes in decreasing

order of importance to the Murnber of Conjoint Respondents: 615
customer. Mumber of Perception Respondents: 615

The /Imp' column gives the Attribute Imp. |Percent With Expectation Met Perceived Performance Level
importance scores of each Manthly Fee 0.068 92.6(Na manthly fee

B63.5($3 monthly fee

attribute normalized to sum T3.2[% monthly e
to 1.0. 91§10 monthly fae
. . 5.31$15 manthly fee
The Percent with Expectation SRR
Met represents the Percent Of Trangaction Errors 0.0rE 89 9|0y trans errors
P ¥
Respondents whose 81.41-2fyr trans errors
. . 10.013-44yr trans errors
expectation level is met for 72 By rans emars
that level of performance. 071 emorsiyr
. Minirmum Balance to Waive Fee 0.0R1 85.0|Ma min bal
The Perceived Performance AAREETT
Level lists the attribute levels 252 [§1,500 min bal
used in the survey. For 6.5]42,500 min bal
. A 9.1 (%5000 min bal
attributes for which a mean 705
can be calculated, the last line [[Bank AT fees 0.052 B0.5 |No ATM fees
(in yellow) indicates the A7.9($1.00 ATM feeftransactfnn
. 9.91%1.50 ATM feeftransaction
mean perceived 16.7 | $2.00 ATM fesftransaction
performance. 0.3
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Customer Satisfaction: Practice

Example 1: Running Whole Market Quality Reports (cont’'d)

* This page displays the rightmost
columns of the “Drill Down” report.
* The "% of Market’ column indicates the

percentage of respondents that perceive
the performance to be at each level.

* The PPl is the Perceived Performance
Index (identical to the Summary Report).
Recall that the PPI indicates the level of
perceived performance relative to
expected performance.

* The "% Exp Met’ column shows the
percentage of respondents whose
expectations are met at the current level
of performance.

* The ‘Operational Lift" column indicates
the change in the PPI score that would
occur if perceived performance equaled
expectation.

¢ The Best Performance level is the
attribute level that is viewed as the best
by the respondents.

* The % at Best column indicates how
many respondents perceived the
company to be at the best possible level.

SatisfactionSolve™

— Customer Satisfaction Analysis Results —

% of % Exp| Operat. % at
Perceived Performance Level Market | PRI Wet Gap  |Best Performance Level Best
Mo rarthly fee BB71 | 1B G 113 [Mo manthly fes 59
53 monthly fae 705
55 monthly fae 1240
$10 morthly fee 1980
$15 manthly fee 194
§aNn
Oyr trang errors G273 | 131 78 206 [Odyrtrans errors g3
1-2Myrtrans ertors 3219
J-4fyr trans erors 356
S+fyr frans erors 152
0.71 erarsfyr
Mo min bal S8 | 124 T 149 [No min bal 5
§750 min bal ey
1,500 min bal 1.4
§2,500 min bal 205
#5000 min bal 630
§728.50
Mo ATH faes B.70 | 17| &8 083  |Mo ATM fees 70
.00 ATM feeftransaction 03
.50 ATM feeftransaction 7.3
§2.00 ATM feeftransaction 250
$0.37
Ahways quick and efficient 93 | 1B B 082 |Ahways quick and 55
Usually quick and efiicient 429 efficient
Rarely quick and efiicient 209
Always inter. in solving prob CAREE R AT 087 [Abways inter. in Hil
Usually inter. in solving prob 2405 solving prob
Rarely inter. in solving prab 436
Always know/can find answer 4544 66 085 |Abways knowfcan find 45
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Customer Satisfaction: Practice

Example 1: Running Whole Market Quality Reports (cont’'d)

— Customer Satisfaction Analysis Results —

* This page displays the totals from the bottom of the
Whole Market Break-out quality report.

The CLI (Customer Loyalty Index) and Percent
Likely to Purchase totals are given at three different
levels.

The CLI total under the “Expected Performance
Level’ column (76.1) indicates what the CLI would
be if the performance on all attributes were at the
expected level. The Percent Likely to Purchase
value (55.3) indicates the percentage of customers
that would be likely to purchase at the expected
level of performance.

Nurber of Conjoint Respondents: B15
Murber of Perception Respondents: B15

The CLI score below ‘Perceived Performance Level’
(108.1) is the score for the current level of perceived
performance. The Percent Likely to Purchase score
(46.1) is the percent of respondents who would be
likely to purchase at the current level of performance.

Under the column “Best Performance Level’ is the
CLI score (119.2) that would be given if performance
on all attributes was at the best possible level.

\ % of %Exp| Operat. \ % at
Adtribute Imp. |Percent With Expectation Met Perceived Performance Level Market | PPl | Met | Gap [Best Performance Level Best
honthly Fee 0.068 52.6|Ma monthly fee \ 8871 | 118 | 68 119 Mo monthly fee 5

£3.8]$3 monthly fee \ 705

33.2(85 monthly fee \ 1250

8.1[$10 monthly fee \ 1950

5.3]$15 monthly fee \ 194

3.1 \

TOTAL 1.000 \

cu 100.0
Percent Likely to Purchase

108.1 192
46.1

SatisfactionSolve™
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Customer Satisfaction: Practice

Example 2: Running Whole Market Quality Reports--with PPI
(SatisfactionSolve™ only)

Business Question:
How is the company performing in all attributes according to customer perceptions?

Steps:

Open SatisfactionSolve™

Open the desired Preference File

. . . Quality Report Calculation 5etup EHE
* Choose the Business Line to analyze (e.g. checking)
[ UseWhole Market Expectations
* Set Calculation Settings 7] Cieate PPl Repart

Cancel |

— Significance Testing

- Select Quality Report, Calculation Settings C None. oo |
— Check the box labeled ‘Create PPI Report’ / * TTess

' One'Way ANOYA

* Run Quality Report (Select Quality Report, Execute, OK)  Expestation Caleuation
" Glohal
Results: & Individual

Individual Likelihood Cutoff: - [33.5

* A Perceived Performance Index analysis is produced

* CS Summary and Drill Down reports are produced.
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Customer Satisfaction: Practice

Example 2: Running Whole Market Quality Reports--with PPl Analysis

— Perceived Performance Index Analysis Results —

Customer Satisfaction Research
Checking - May 1997

_ _ B Conclusions:
Perceived Performance Index Analysis

* In this example, respondents perceive that

Whaole Mrk
Canjoint Respondents: 615.00 Citizens Fidelity is performing the best relative
Perception Respondents: 615.00 h d 1 1 .
Transaction Erors 9574 to the expected level on Transaction errors,
Minirnurn Balance to Waive Fee 12247 Mlnlmum Balancel and Monthly Fee
Monthly Fee 115.11
Bk AT focs TTI5s Performance on Telephone hours, Interest Rates,
Interest in Salving my Problems 114.20 and Products Meeting my Financial Needs is far
Ease of Problern Resolution 109.34 .
Quick & Efficient Transactions | A below expectation.
Transaction Fee 108.42
Staff Knowledge 106.18
Account Information Speed 104.60 . B Notes:
Professionalism 101.29 Above EXpeCtatlon .
lﬁ}f\f\, TU.;n.;n I EEEE Below Expectation * In this report, the expected level of performance
Staff Friendliness 951 1s set at 100
Branch Hours 9728 .
Stafl Communication o |V * Numbers in the column greater than 100
Problem Resolution Speed %5 95 indicate performance is better than expected .
Wyait Time for Teller 9377
Customer Treatment 91.39 . . . .
Hanker Unideratands my Neads 15 * Attributes are listed in descending order of
Follow Up after Account Opening B9.57 perceived performance by default.
Telephone Hold Time 85.88
Assigned Bank Representative 83.24
Personal Banker Wait Time 81.69
Proactive Bank Representative 79.16
Interest Rates 78.92
Products Meet my Financial Needs 7rT2
Telephone Hours 7722
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Customer Satisfaction: Practice

Example 2: Running Whole Market Quality Reports--with PPI analysis

— Customer Satisfaction Analysis Results —
B Note:
* When the PPI analysis is selected, three reports are generated. The first is the PPI
analysis on the previous page, and the others are the same quality reports that are
generated if the PPI analysis option is not selected (shown on this page).

Customer Satisfaction Research =]
Checking - May 1957
Murnber of Conjoint Respondents: 615
MNumber of Perception Respondents: 615
YWhat Are the lssues How Are WWe Doing
Cross
Category
Product Irnp. How Customers Think
Category Key Driver YWeights YWhat Customers Expect YWe Are Doing Gap PF
Telephone Hours 0.015 24 hrs auto. and staff 24 hours automated banking 31% Exp. Mot Met 77
Assigned Bank Representative 0.018 A banker is assigned to me Mo banker is assigned to me 46% Exp. Mot Met 8z
Products Meet my Financial Need| 0.014 All my fin needs met Some fin needs met 33% Exp. Mot Met 7E
Proactive Bank Reprasentative 0.014 Mewver contacts me 0.37 times per year 32% Exp. Mot Met 7e
Follow Up after Account Opening [ 0.019 Calls after open account Doesn't call after open account 42% Exp. Mot Met aC
Interest Rates 0.035 1.21% below average 0.12% above average 1.33% below average (over) 75
Banker Und 0028 |0 ina need| Doesn't understand banking need 4% Exn, Mot et =
IIZ[\WhoIe Market: Summary ﬁvﬁﬁﬂ%ﬁ}%ﬂiom / Q&iﬂljﬂﬁ&.ﬁlﬂﬂﬁ_bﬂ[‘r‘ | |2 3
For Help, press F1 | Bankhi2. prf | Checking [ i
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare Performance to Competitors

Business Question:
How do respondents perceive performance relative to competitors?
Steps:

* Open SatisfactionSolve™

Open the desired Preference File

Choose the Business Line desired (e.g. Checking)

Setup Run Groups

Set Calculation Settings
* Run Quality Report
Results:

* Performance perception scores for your company

* Importance rankings for all attributes

. DECSION SUPPORTSEIENCES
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare Citizens Fidelity to

Competitors
B Open SatisfactionSolve™
B Open the desired Preference File

B Choose the desired Business Line (e.g.
Checking)
B Setup Run Groups
* Select Analysis Setup, Run Groups

* Add Run Group Name (e.g. company
name)

e Select Market Filters

- Choose a segment that separates the
customers of the primary bank from
those of customers.

- For example, the level “primary bank
CF’ differentiates the customers of ___—]
Citizens Fidelity from customers
whose primary bank is a competitor.

- Select segment levels appropriate to
the run group, Click OK

* Add a second group for competitors.

Pos Exp:Gave Directions in Bre
Poz Exp:Save You Time in Tra
Pogitive Experiences

Primary B anking Institution

FPrimary bank provider: Citizens|
Primary reazon chose CF Bank
Frob:Had Problem in Past veal
Frob:Mo. Errors in Past Year
Prob:Spake to Br MardAssistar
Prob: S poke to Loan-by-Phone
Prob:5poke to Mo One
Prob:5poke to Other sl
Prob:Spake to Personal Banke
Prob:5 poke to Phone Represe
Prob:Spoke to Teller =

Select Al | Unselect All|

Mew Set Mame: I Add
Active Set ICompetition j Delete |
ok I
Mew Group Mame: ICDmpetltorsl Add
Cancel |
Active Groups Inactive Groups
ra_ |— e |
Select Filters Delete
Market Filters [X]
— Segments — Segment Levels
ettt | [
J Pos Exp:Empl Recognized Yo J Yes Canhcel |
Poz ExpiFin Advice From CF E
Pos Exp:FriendyHelpful Servi Help |

Sart Order
" File Order
' Alphabetical

SatisfactionSolve™
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare to Competitors (cont’d)

B Set Calculation Settings

* Select Quality Report, Calculation Settings Quality Report Calculation Setup B
° Check ’Create PPI Report [ Use ‘whale Market Expectations

¥ Create PP Repart
Cancel |

hd Select T"Test, OK  » —Sigrificance Teasting
- Note: There must be two active run i i _ v |
groups to run T-tests. € OneWap ANOVA
B Run Quality Report (Select Quality Report, [ o Caieuisten

& Individual
Individual Likelibood Cutoff: - [33.5

Execute)

. DECISION SUPPORT SCIENCES
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare to Competitors (cont’d)

— Customer Satisfaction Analysis Results —

The model generates seven reports
when a quality report is executed
with run groups and PPI analysis.
Each of the reports can be viewed
using the tabs at the bottom of the
report window. In addition to the
PPI report, the model produces
both a summary and break-out
report for each run group and the
whole market.

The first two reports include only
CF bank customers. There is a CF
Bank Summary and CF Bank
Break-out report. The name of the
run group is indicated on the
report.

Competitor comparisan - CF Bank

Mumber of Conjoint Respondents: 485
Mumber of Perception Respondents: 465

Attribute Irmp.  |Percent YWith Expectation Mst Perceived Performance Level

Monthly Fee 0.036 92.1|MNo monthly fee
62.9 %3 monthly fee
33.0 |%5 monthly fee
5.5 [510 rmonthly fae
4.3[$15 maonthly fee
$3.21

Transaction Errars 0.030 91.3 |0fyr trans errars

46.8 [1-2/yr trans emors
9.2 |3-4/yr trans errors
7.1 |5+yr trans errors

0.BB errorsfyr

Minimum Balance to Waive Fee 0.078 86.6 |MNo min bal
64.7 [$750 min bal
27.7 [$1,500 min bal
6.2 [$2 500 min bal
8.4 1%5,000 min bal
$727 49

Bank ATM fees 0.064 51.6 |No ATM fees

46.6 |$1.00 ATM fee/transaction
11.2$1.50 ATM feesransaction
15.5|%2.00 ATM feestransaction

$0.37 LI
Telephone Hold Time 0.029 573 Mo hald time

7911 rmin hold time
39.3|2 min hold time
11.6[3-5 min hald time

25.1 |6 rin ar mare hold time

1.63 minutes
TOTAL 1.000
cL 100.0
Percent Likely to Purchase
TP DC i ison - CF Bank: Break-out £ Competitor comparisen - Competitors: || < | | M

This page displays the top left corner of the Citizens Fidelity -Break Out quality report and the

summary totals at the bottom.

Market Quality Reports.

SatisfactionSolve™

* For an explanation of the columns and totals, refer to Example 1 of this section, Running Whole
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare to Competitors (cont’d)

— Customer Satisfaction Analysis Results —

B Notes:

* The third report is a quality report
with only the selected competitors
included.

* This page displays the top left
corner of the Competitors summary
quality report generated.

* Responses to the conjoint interview
were used, but the perception
respondents for this report are only
those included in the Competitors
run group.

* This report can be manually
compared to the CF Bank summary
report to determine how Citizens
Fidelity compares to its competitors.

* For an explanation of the columns,
refer to Example 1 of this section,
Running Whole Market Quality
Reports.

SatisfactionSolve™

Quality Report

Customer Satisfaction Research
Checking - May 1997

Competitor comparison - Competitars

Number of Conjoint Respondents: 150
Nurber of Perception Respondents: 150

What Are the Issues How Are We Duoing
Cross
Categaory
Product Imp. How Customers Think
Category Key Driver Wyeights What Customers Expect Wye Are Doing Gap FPI
Personal Banker YWait Time 0.039 4.92 minutes 5.59 minutes 0.67 minutes (under) 82
Ease of Problem Resalution 0.046 2.00 people 1.75 peaple 0.26 people (over) 106
Interest in Solving my Problems | 0.057 Usually inter. in salving prob Rarely inter. in solving prob 30% Exp. Mot Met 120
Follow up on Prablems 0.043 |Usually call back w/ update/answ|Rarely call back w/ updatefanswe 38% Exp. Not Met 105
Banker Understands rmy Needs | 0.028 0.028 Doesn't understand hanking need 38% Exp. Mot Met 99
Customer Treatment 0.031 Usually makes me feel valued Rarely makes me feel valued 45% Exp. Not Met 94
Telephone Hold Time 0.037 1.68 minute 1.83 minutes 0.15 minutes (under) 97
Quick & Efficient Transactions 0.062 Usually guick and efficient Rarely quick and efficient 34% Exp. Not Met 116
Wait Tirme for Teller 0.055 3.23 minutes 3.72 minutes 0.49 minutes (under) 93
Problem Resolution Speed 0.043 1.41 day 1.41 days 0.00 days (over) 91
Account Information Speed 0.050 1.17 day 067 days 0.50 days (over) 110
Transaction Errors 0.084 1.73 errarfyr 0.84 errorsfyr 0.89 errarsfyr (over) 13
Professionalism 0.041 |Most of the time/professional man|  Rarely/professional manner 38% Exp. Mot Met 106
Staff Comrmunication 0.044 Most of the time clear Rarely clear 46% Exp. Not Met 99
Staff Friendliness 0.035 Mast of the time friendly Rarely friendly 44% Exp. Not Met 101
Minimum Balance to Waive Fee | 0.089 $1118.9¢ $731.64 $387.33 (over) 120
Monthly Fee 0.080 $4.18 $2.81 $1.37 (over) 118
Transaction Fes 0.046 $0.65 $0.30 $0.35 (over) 105 |,
[ohc ~ Competitors: Summary £ Compeliar comparisan - Compet] 4| | L'J
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare to Competitors (cont’d)

— Customer Satisfaction Analysis Results —

B Notes:

* The fifth report is a summary

quality report with both run
groups included together.

This page displays the top left
corner of the combined quality
report generated.

The conjoint interview was
given only to customers, so the
number of conjoint respondents
remains the same, but the
number of perception
respondents in this report is
greater than the other two
reports because these questions
were also asked of non-
customers.

For an explanation of the
columns, refer to Example 1 of
this section, Running Whole
Market Quality Reports.

SatisfactionSolve™

Competitor comparison

Mumber of Conjoint Respondents: 615
Murmber of Perception Respondents: B15

What Are the |ssues

How Are We Doing

Cross
Category
Product Irnp. How Customers Think
Category Key Driver Weights What Customers Expect We Are Doing Gap FPI
Personal Banker Wait Time 0.034 5.45 minutes 5.26 minutes 0.18 minutes (over) =l
Ease of Problem Resaolution 0.045 2.24 people 1.64 people 0.60 people (over) 114
Interest in Solving my Problems | 0.056 Usually inter. in solving prob Rarely inter. in soling prob 29% Exp. Not Met 119
Follow up on Problems 0.043 |Usually call back wi update/answ|Rarely call back w/ updatefanswe 40% Exp. Mot Met 103
Banker Understands my Meeds | 0.031 0.031 Doesn't understand banking need 42% Exp. Not Met 92
Customer Treatrnent 0.037 Usually makes me feel valued Rarely makes me feel valued 48% Exp. Not Met 94
Telephone Hold Time 0.031 1.81 minute 1.69 minutes 0.13 minutes (over) 94
Cuick & Efficient Transactions 0.057 Usually quick and efficient Rarely quick and efficient 31% Exp. Not Met 118
Wait Time for Teller 0.047 3.52 minutes 361 minutes 0.09 minutes (under) 100
Prablem Resolution Speed 0.047 1.66 day 1.38 days 0.25 days (over) 103
Account Information Speed 0.042 1.25 day 061 days 0.64 days (over) 109
Transaction Errors 0.051 1.76 errorfyr 0.71 errorsiyr 1.05 errarsfyr (over) 131
Frofessionalism 0.044  |Most of the timefprofessional man|  Rarely/professional manner 36% Exp. Not Met 110
Staff Communication 0.041 host of the time clear Rarely clear 42% Exp. Not Met 103
Staff Friendliness 0.041 Mast of the time friendly Rarely friendly 39% Exp. Mot Met 106
Minimum Balance to Waive Fee | 0.076 $1158.24 $728.58 $429.66 (over) 124
Manthly Fee 0.084 $4.42 $3.11 $1.31 (over) 118
Trangaction Fee 0.049 $0.72 $0.30 $0.42 (over) 113
Interest Rates 0.044 0.44% above average 0.12% above average 0.33% above average (under) 85
Bank ATM fees 0.065 $0.93 $0.37 $0.56 {over) 117
Cverall CLI 110.3

<|>|‘

Competitor comparizon - Competitors: Bresk-out

2} Whole Market: Summary 4 Whalll
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare to Competitors (cont’d)

Notes:

* The fourth report is the PPI analysis of both run
groups with significance testing.

* The column headings give the group name and
number of respondents represented.

* The last column shows the numerical difference
between the Citizens Fidelity column and the
Competitor column

* Attributes are listed in descending order of
deviation value. Attributes where Citizens
Fidelity rated the farthest above its competitors
are listed first, then those where very little
difference is evident, then attributes with negative
deviation. A negative deviation implies that
competitors received a better rating than Citizens
Fidelity on those attributes.

» GStatistically significant Deviations are marked
with an asterisk.

Conclusions:

* Citizens Fidelity is significantly outperforming its
competitors on the service and fees attributes
listed at the top of the report.

* The competitors are significantly outperforming
Citizens Fidelity only on Telephone Hours and
Products Meet My Financial Needs.

SatisfactionSolve™ s

Ferceived Performance Tndex Analysis
T-Test Alpha Level: 90

Whole hrk CF hank Cornpetitor Deviation

Conjoint Respondents: 7300.08 a496.70 1803.33

Perception Respondents: 0.00 0.00 0.00

Assigned Bank Representative 83.438 90.13 54.93 Al
Problem Resalution Speed 103.27 107.77 2062 17.15
Personal Banker Wait Time 90.79 93.76 82.46 11.30
Trangaction Fee 112.93 115.83 104.79 11.03
Ease of Problem Resalution 113.50 116.14 105.10 10.04
Bank ATM fees 116.91 119.51 109.61 980
Proactive Bank Representative 78.71 50.50 7250 5.40
Staff Friendliness 105.86 107.75 100.51 725
Travel Tirme 102.37 104.07 97 .64 6.44
Minimum Balance to Waive Fee 124.38 125,96 11992 6.04
Fuollow Up after Account Opening 20.20 s g5.83 524
Professionalism 110.07 111.60 106.01 549
Staff Comrmunication 102.96 104.32 9911 521
Branch Hours 111.04 2 107.75 4.45
Wait Time for Teller 99.76 100.48 97.76 272
Quick & Efficient Transactions 117.689 118.39 115,74 265
Customer Treatment 94 .49 a4.77 93.71 1.06
Transaction Errors 131.44 131.71 130,67 1.04
Monthly Fee 117.51 1723 118.28 -1.05
Interest in Soking my Problems 119.03 11874 119.82 -1.08
Account Information Speed 108.52 107.89 1027 =238
Follow up on Prablerms 103.33 10274 10617 243
Interest Rates 87.59 85.95 89.33 =243
Staff Knowledge 114.80 13.72 117.86 -4.14
Telephone Hold Time 93.72 9263 96.78 415
Banker Understands my Meeds 92.07 8941 9922 A
Telephone Hours 79.08 7476 2118 -16.43
Products Meet my Financial Needs 78.09 7398 93.56 -18.87
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Customer Satisfaction: Practice

Example 3: Using Quality Reports to Compare to Competitors (cont’d)

— Customer Satisfaction Analysis Results —

Using Charts with Quality Reports

There is a slightly different format for using charts with
Quality Reports than for other Describe or Simulation
reports.

Once a quality report has been run, use the mouse to click on
the chart icon. If run groups have been used, the options for
‘More than one dimension of data” will be available. If only
one run group is checked or available, the ‘One dimension of
data’ options will be available.

Under “Select Data to Output’, there are several options for
quality report charts.

Pie charts can only be used with the Importance weights,
because the weights given to all segments add upto1. Ina
pie chart, one piece may be selected and dragged out from
the rest of the pie.

A Quality Report contains several types of information, so a
chart is a helpful way to concentrate on one type and distill
the information into a visually interpretable form.

NOTE: When a chart is initially produced,
it may need to be rotated or resized to be
tully visible. Read the pages on charts in
the appendix for further instructions

SatisfactionSolve™

Quality Aeport GL Output

Select Data to Output:

Impartance Weights -
Fiun Groupsz Displayed:
Tic: Marks

Dizplay
I Tic Marks

Max Data: 0.1

Spacing: '1_

of|Whale Market

of|Low Income
| iah Income

Text Displayed:

¥ Title [Qualiy Repat |
[ Subtitle ,m
M s Tite [KeyDrivers |
M YduisTite [weights

Labels Displayed:

[¥ Show Labels at Data Points
[v Show Labels along #-Auis
W Show Labels along Z-Auis

Display this data as &

-~
" Pie Chart
-
-
-~

Mare than One Dimension of Data

' Stacked Column Chart
" Grouped Column Chart
" Projected Colurn Chart

" Stacked Bar Chart
" Grouped Bar Chart

" Stacked Area Chart
" Projected Area Chart

" Multiple Line Chart

Canicel

Sort Order:

&+ Descending
" Ascending
" Mone

Quality Report

Importance Weights

0212
I el

0055
=r Tre

A5 0,
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Customer Satisfaction: Practice

Example 4: Using Quality Reports to Compare Performance on Two
Different Dates (SatisfactionSolve™ only)

Question:

How do respondents perceive the direction of the company’s performance? Is
performance improving or not?

Steps: (Same basic steps as last example)

Open SatisfactionSolve™

Open the desired Preference File

Choose the desired Business

Setup Run Groups

Set Calculation Settings
* Run Quality Report
Results:

* Performance perception scores with results from two groups

* Importance rankings for all attributes

SatisfactionSolve™ L DECISION SUPPORT SCIERCES



Customer Satisfaction: Practice

Example 4: Using Quality Reports to Compare Performance on Two

Different Dates

B Note: This option is only applicable if
research was done on more than one
date.

B Open SatisfactionSolve™

B Open the desired Preference File

Select Performance Data

Juily 1957

Maovember 1997

) v Butarnatically Generate Bun Groups

]

Caricel

il

Help

B Choose the Business Line Desired
* Select Checking, then highlight two
date options)

* Check the “Automatically Generate
Run Groups’ box
B Setup Run Groups
* Select Analysis Setup, Run Groups

* Run Groups should already appear in
the “Active Groups’ box because they
were automatically generated.

e Select OK.

SatisfactionSolve ™

Mew Set Mame: I Add
Achive Set: IDates j Delete |

=

Pl

Mew Group Mame: I ol

Carcel

Active Groups Inactive Groups

|July 1357

Help
Movember 1997

Select Filters |
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Customer Satisfaction: Practice

Example 4: Using Quality Reports to Compare Performance on Two
Different Dates (cont’d)

. . . . Quality Report Calculation Setup EHE
B Set Calculation Settings (same as in previous |

example) [ Use whole Market E xpectations: OF. I

. . . ¥ Create PPI R
* Select Quality Report, Calculation Settings jSig:f?:m T;:Z Cancel |
* Check ‘Create PPI Report " None Hep |

e Select T-Test, OK - :: ;-TE:; ANTVA
e Wap

B Run Quality Report (same as in previous

— Expectation Calculation

examples) " Global
* Select Quality Report, Execute, OK <" Individual
Individual Likelihood Cutaff:  ]30.0
* Program again goes through two runs of

calculations before the report appears.

* (Click the done button on the progress
indicator when the run has completed.

. DECISION SUPPORT SCIENCES
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Customer Satisfaction: Practice

Example 4: Using Quality Reports to Compare Performance on Two

Different Dates (cont’d)

B Notes:

* Just as in the previous example,

the model generates seven
reports analyzing the two run
groups that were selected with
PPI analysis and significance
testing.

The reports are each one tab at
the bottom of the output report.

The reports generated are the
same format as the previous
example: a summary and break-
out report using only the July
1997 respondents, then only the
May 1997 respondents, then
both segments combined, and
the PPI analysis for both groups
with deviations.

For an explanation of the columns in the reports, refer to Example 1 of this section, Running Whole

Market Quality Reports.

SatisfactionSolve™
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|
Date Cornparison - July 1997
Mumber of Conjoint Respondents: 615
Mumber of Perception Respondents: 615
What Are the lssues Howy Are VWe Doing
Cross
Category
Product Imp How Customers Think
Categary fey Driver Weights What Customers Expect We Are Daing Gap PP
Personal Banker Wait Time 0.034 5.45 minutes 5.26 minutes 0.18 minutes {over) 91
Ease of Problem Resolution 0.049 2.24 people 1.64 people 0.60 people (over) 114
Interest in Solving my Problems | 0.056 Usually inter. in solving prob Rarely inter. in solving prob 29% Exp. Not Met 119
Fallow up on Problems 0,043 |Usually call back w/ update/answ| Rarely call back w/ updatefanswe 40% Exp. Mot Met 103
Banker Understands my Meeds | 0.031 0.031 Doesn't understand banking need 42% Exp. Not Met 92
Custorner Treatment 0.037 Usually makes me feel valued Rarely makes me feel valued 48% Exp. Mot Met 94
Telephone Hold Tirme 0.031 1.81 minute 1.69 minutes 0.13 minutes {over) 94
Quick & Efficient Transactions 0.057 Usually guick and efficient Rarely guick and efiicient 31% Exp. Mot Met 118
Wait Time for Teller 0.047 3.52 minutes 361 minutes 0.09 minutes (under) 100
Problerm Resaolution Speed 0.047 1.66 day 1.38 days 0.28 days (over) 103
Account Infarmation Speed 0.042 1.25 day 061 days 0.64 days (over) 109
Transaction Errors 0.081 1.76 errorfyr 0.71 errors/yr 1.05 errars/yr {over) 131
Frofessionalism 0.044  |Most of the time/professional man|  Rarely/professional manner 36% Exp. Not Met 110
Staff Communication 0.041 Most of the time clear Rarely clear 42% Exp. Mot Met 103
Staff Friendliness 0.041 Mast of the time friendly Rarely friendly 39% Exp. Not Met 106
tinimurm Balance to Waive Fee | 0.076 §1155.24 $726.55 $429.66 (over) 124
Monthly Fee 0.084 $4.42 $3.11 $1.31 (over) 118
Transaction Fee 0.049 §0.72 $0.20 $0.42 (over) 113
Interest Rates 0.044 0.44% above average 0.12% ahove average 0.33% above average (under) a4
Bank ATM fees 0.065 $0.83 $0.37 $0.56 (over) 17
Overall CLI 1103 |5
E\Dme Comparison - July 1997: Summary,& Date Comparizon - July 1997 Break-out /{_”ﬂ | _>|_



Customer Satisfaction: Practice

Example 4: Using Quality Reports to Compare Performance on Two

Different Dates (cont’'d)

— Customer Satisfaction Analysis Results —

H Notes:

* The break-out reports
for July and
November 1997 are
individual quality
reports for the two run
groups

* These reports have the
same format as the
reports generated in
the previous examples
of this section, so refer
back for an
explanation of
columns.

B Conclusions:

Date Comparison - July 1997

MNurnber of Conjoint Respondents: 150
Mumber of Perception Respondents: 150

Attribute

Imp.

Percent With Expectation Met

/\‘ﬁercewed Performance Level

Transaction Errors

0.054

[ @62

Ot trans errors

[IEE

Hyt trang errors

.1]3-#/yr trans errors

\ 7h

SAyr trans errors

N\ 0.2 errorsiyr

Date Comparisan - Movermnber 1997

MNurnber of Conjoint Respondents: 465
MNurnber of Perception Respondents: 4685

Adtribute

Irmp

Fercent With Expectation Met

Perceived F’S(!urmance Level

Monthly Fee

0.086

921

Mo manthly fe\

529

§3 manthly fee\

330

$5 monthly fee \

8.5

$10 monthly fee \

43

§15 monthly fee \

3,21

Transaction Errars

0.080

/[ 913

\
D\yrlrans Brrors \

[ 488

1-Xf’yr trans errors \

| HER

3-4fyr trans errors \

EE

Sffyr trans errors \

\\ﬁ errarsiyr \

* For example, by comparing the results of the July and November reports for Transaction Errors
after reviewing the PPI analysis, more detail is given about exactly where customer perceptions
changed to cause the decline in perceived performance.

* The percentage of respondents that said Citizens Fidelity had no transaction errors increased by 5%

and the percentages in the bottom two categories stayed relatively constant. This leads to an
increase in PPI from 130.67 to 131.71.

SatisfactionSolve™
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V. Appendix:

The Dialogs of
SatisfactionSolve™
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Reference Manual: Dialog Boxes

1. File: Save Output File

* Output files are created each time a report is Save As HE
run. If the option to “output reports as charts’ Save i | 2 My Documents r =
is deselected before running the report, the — —_—
output file can be saved as a text file (*.txt), e e
then opened and edited in any word- filel
processing application. By default the output EP ';ufi':

. . . Y FIciures
files are saved in the Excel file format (*.xls). My Webs

* Only the output file that is currently selected persanal
will be saved under this option; multiple
reports cannot be saved to the same output rllename: | 3alNm R [ save |

file. Save as lype: | Ewcel Document j Cancel |

o
* To save an output groups file, enter a name for
the file in the ‘File name’ box, then select Save.

* Browse through available directories using the
folder button and selecting the desired
directories in the same way that a file would
be saved in standard Windows applications.

e If the Cancel button is selected,
SatisfactionSolve™ will exit this dialog box
and cancel any changes made.

SatisfactionSolve™ . DECISION SUPPORT SCIENCES



Reference Manual: Dialog Boxes

1. File: Save Preference File

* Products or run group sets that have
been created or product specifications
that have been changed can be saved for
future use with this option. By saving
the preference file, they can be used for
analysis.

* Under Analysis Setup, choose Save
Options to select specific options to save
when the preference file is saved.

e To save a preference file, enter a
filename for the file in the Save As
dialog box in the ‘File name” box, then
select Save.

* Browse through available directories
using the folder button and selecting
desired directories in the same way that
a file would be saved in standard
Windows applications.

* If the Cancel button is selected, the
dialog will cancel any changes made
and then exit.

SatisfactionSolve™

Save As

K E3

Save i Iﬁ by Documents

A58 @l &l =E

cuztzat
Exodus
filelib

ky buzic

ky Fictures

ky wfebs
perzonal

File name:

Save as upe:

1 Quilthd aterial

PERF Checking

Save

Excel Document

j Cancel

132
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Reference Manual: Dialog Boxes

1. Analysis Setup: Active Segments

* This dialog box appears after first
selecting Analysis Setup the Active
Segments.

* The default option is for all segments to
be active, but segments can be made
inactive by highlighting the segment,
then selecting the right arrow.

* Inactive segments will not appear as
options for market filters or run groups,
and will also not appear on any of the
reports run after they are designated
inactive.

* To make an inactive segment active,
highlight the inactive segment, and
select the left arrow that points to the
active segments.

* By default, the active and inactive
segments are saved with the preference
tile.

* If the Cancel button is selected, the dialog

will cancel any changes made and then
exit.

SatisfactionSolve™

Select Active Segments

Active Segments:

all

Product Categaory

Interview City

Froject Interview Source

Primary reazon choze CF Bank
How long banked at primary bank
Lawal CF bank customer

Pers Fel:Have Pers Brikr

Perz Rel:know kMar Emp by Hame
Perz Rel:Staff Knows Me by Mame
Pers Fel:Employess Recognize Me
Pers Fel:Bnkr Made Policy Exceptions
Perz Rel:Bult Good Cred Histary
Perz Rel:Brkr Knows My Fin Needs
Perz Rel:Branch Knows Me well
Pers Fel:Long Time Customer

Perz Rel:Recogrize Emp Mot Hames
Pers Fel:Bazed on Reputation

Perz Rel:B azed on Conv Locations
Pers Fel:Do Most Bus. w/CF

Pers Rel:Bazed on Accts Offered
Hawve Perzonal Relationship v CF

ak |
. Cancel |
|nactive Segments:

Decision-making role

Farniliarity w,/ CF Bank. Staff
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. Analysis Setup: Active Features

This dialog box appears after selecting
Analysis Setup, Active Features.

The default option is for all features to be
active, but features can be made inactive by
highlighting the segment, then selecting the
right arrow.

An Active Feature Group must be selected in
order to select active and inactive features. If
there are no feature groups available, create
one by typing the name in the ‘New Feature
Group Name’ text box.

Inactive features will not appear on any of
the reports run after they are designated
inactive. They will also not appear as
options when creating a concept product or
executing segment scan.

To make an inactive feature active, highlight
the inactive feature, and select the left arrow
that points to the active features.

By default, the active and inactive features
are saved with the preference file.

If the Cancel button is selected, the dialog
will cancel any changes made and then exit.

SatisfactionSolve™

Select Features

Mew Feature Group Mame: I

el

Active Feature Group: ISpeeed

j Delete |

Active Features

Froblem Resolution Speed=
T elephone Hold Time
Cluick & Efficient Transac
W ait Time for Teller
Perzonal Banker wait T
Account Information Spee
Staff Friendliness

Travel Time

Branch Hours

Telephione Hours
irimur Balance towai,
kanthly Fee =]

|nactive Features

Interest in Solving my Prol=]

Follows up on Problems
Products bMeet my Financ
Proactive Bank Represer
Banker Understands my M
Staff K.nowledge
Cugtomner Treatment
Follow Up after diccount [
Azzigned Bank Represen
Tranzaction Emars
Profeszionalizm

Staff Communication

-

(] I
Cancel |
Help |
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2. Analysis Setup: Market Filters Market Filirs
. . . . .  Seaments — Segment Levels
 This dialog box is an option under the Describe, S
. . . ﬂ Frimary Banking Institution - J Checking &ccounts
Slml’ﬂate’ and Quahty Report headlngs‘ ﬂF‘rimary bank, provider: Citizens ﬂSavings Accounts Cancel |
° SegmentS: The Segments bOX liStS all Of the ﬂF’nmar_l,J reason chnlse CF Bank JHome Equity Loans el
. . | Prab:Had Prablem in Past e of|Irvestment Accounts Elp |
categories that classify the respondents. |ProzHo. Enors in Past Year
* All of the respondents are included in one of the || [¥Ferseee e bHarsssar LR
levels within every segment ﬂPmblsmk.3 oNoOne
evels wi . rob:Spoke to Mo One
. . ﬂ Prob:Spoke to Other
* When OK is selected, only the respondents in JiPriSpoke to Parsonsl Barke (Em;_lurduerd
the filters that are checked will be included in +/|Frob:Spoke to Phane Represe e Lt
f h d . t 1 1 . ﬂPrnb:Spnke to Teller % Alphabetical
any urther escrlp 1ve utl 1ty ana y51S. ﬂF‘ranem was Solved Satisfach
* The Sort Order option is helpful for finding ¥ P roduct Categary
f b f k 1 h ﬂ Product Customer Service Sati
specific attributes. If you know only the name | Product Satistaction Overall
of the attribute, selecting the alphabetical ﬂlﬁfﬂige:igaseg D"EMLU“B“
. . \(’ raf Rel:Bazed on Cony Locat
option may be best. If you are selecting from jpmfﬁekgased on Repualion [
several similar attributes, the File Order option Selectall | Unselect all|
may be best. The default option is ‘File Order’

* Segment Levels: A subset of respondents can be selected by highlighting the segment, so the segment levels
appear. If a check box by the segment or segment level is not checked, those respondents will not be
included in the analysis. For example, if OK is selected now from this box, only respondents classified as
loyal CF bank customers would be included.

* If the “Omit Filters” box is selected, any filter selections that have been made will be disregarded. This option
is presently non-functional for quality reports.

* If the Cancel button is selected, the dialog will cancel any changes made and then exit.

. DECISION SUPPORT SEERCES

SatisfactionSolve™



Reference Manual: Dialog Boxes

SatisfactionSolve™

. Analysis Setup: Run Groups

Run Groups created here can be * The OK button saves the groups that
used for all types of analysis. The Nowsatons [ _wi_| has been formed and sets the active
Run Groups option is selected to U e | groups as those to be used in analysis.
a_nalyze multiple segments * If the Cancel button is selected, all
;lmultaneOUSIY. S f Mew Group Narme: I Add LI Changes that haVe been made Will be
lrst, enter a New Set Name for a Active Groups Inactive Groups ﬂl discarded.
IEET

set of run groups, then select Add. Hob ¢ The Delete button will delete any
The New Set Name then becomes > . .
. groups that are highlighted in the
the Active Set, and . .
Inactive Groups box. Active Groups

To create a run group (e.g. A
group (e.g _SelectFiters | _ Dokt | must be transferred to the Inactive

Product), t th i
t}f((e) bl;)c( Lnﬁgf Seleegtr (l;lilllt)e?s mem Groups box before they can be deleted.

After a run group name has been entered, selecting the Add button will open
the Market Filters dialog box. Select the segments to put in this new group.

When the OK button is clicked in the Market Filters box, the run groups name NewSetName: [ s |
is transferred to the Active Groups box (e.g. where ‘State’ is in this example). povesst [ =] e |

The Select Filters button is only active when a run group is selected in the

Run Groups E

Active Groups box. This option allows reviewing or altering of a previously NowGropMame: [ s | Lo |
defined run group. Active Groups Inactive Groups ﬂl
Active Groups: The groups in the Active Groups box are the ones that will be | ["*™ _ LA
used in the analysis. The Run Groups for Descriptive analyses, is , by design, i

different than in the Simulation and Quality Report Analysis Run Groups.

Inactive Groups: Groups in the Inactive Groups box will not be used in the Select ikt | Dol _ |

analysis, but the selected filters are maintained so that the groups can be used /

for future analysis. /

The arrow between the Active Groups and Inactive Groups boxes is used to transfer groups from Active to Inactive, and
vice versa. The arrow is available whenever there are groups defined either active or inactive. The arrow will change
directions depending on whether a group is selected in the Active Groups box or the Inactive Groups box. Groups can
also be transferred from one box to the other by double-clicking on the group name.
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2. Analysis Setup: Save Options

* This dialog box is reached by selecting
Analysis Setup, Save Options.

* The options listed can all be selected or
deselected as options to be saved when the
preference file is saved.

* Some options, such as run groups or product
specifications, are always saved with the
preference file.

 If the box next to an option is deselected, that
option will be reset to the default setting each
time the preference file is opened.

* If the Cancel button is selected, all changes
that have been made will be discarded.

SatisfactionSolve™

Save Options |

ﬂ E xponent
ﬂ K.endallT au Cubaff

J Logalty Threzhold
ﬂ b awirum Products Getting Share

ﬂ Ore Wway Anova dlpha Level

ﬂ Ore W ay Anova Significance T esting
ﬂ R espondent Yweight Statuz

ﬂ Cusztomer 5 atizfaction-DlizsatBound
ﬂ Customer 5 atizfaction-HighBound

ﬂ Customer 5 atizfaction-lncrement

ﬂ Cusztomer 5 atizfaction-Low Bound

ﬂ Cusztomer 5 atizfaction-MorminalB ound
ﬂ Customer S atizfaction-PPI Limnit
ﬂﬁ-‘-.ﬁ.Fl"v’ Sort Options

ﬂﬁ-‘-.letiI anfY Section

ﬂﬁ-‘-.letiI Clignt Project Mame

ﬂ.ﬁ.letiI Date and Time

ﬂ.ﬁ.letiI Levwvel Utility Section

ﬂﬁ.letiI One Way &nova

ﬂf-‘-.letiI T-Test Testing

ﬂf-‘-.letiI Technical Header

k.

Cancel
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3.

SatisfactionSolve™

Describe: Select Data Input (only for SatisfactionSolve™)

File Wiew Analysis Setup  Build Model Describe | Simulate GozlSeck Quality Report Help

D|=[E] &[5 SR (%] ]

H| v Preference

Switching
termal!Exterma Switehing

FAultiple Threshold Eetention
Likelihood

Simulation Beport Settings... LCustomer Retention

Percent Customers Likely o Purchase
LCustomer 5atisfaction

Iarginal Eenefit

Change Competitors... Revenue Contribution

Update Feference With Perceptions... Reverue Maodel

Sensitivity Setup...
Segment Scan Setup...
Multiple Attribute Strategy Scanning Setup...

Specific Model Optians 3
Link to SPSS Setup...

Execute Preference Simulation

The options in this dialog box determine the data that is used for descriptive analysis.

Only one data set can be used at a time, but reports containing different data types can be open simultaneously.
Note that each data type answers a different question, so reports generated appear in different forms.

Importance: Importance data are found in two forms, attribute range values (ARV) and average level utilities.
(ALU). This information is collected in the tradeoff section of the interview and calculated using the build menu of
SatisfactionSolve™. Importance data encodes preference and not only lies at the core of the Preference Model, but
is used (with other data) to produce the results all the Real World Outcome models in SatisfactionSolve™.
Performance: Performance data, usually collected on a Likert scale, is collected for each respondent on any
products they own/use or products with which they are familiar.

Expectation: Customers have a level of performance they expect from their provider, which may be above or below
the actual level of performance. Expectation data is calculated (not asked directly) because stated expectation far
overstates actual real-world expectation. Accordingly, DSS have developed a proprietary approach to calculating
expectation as a function of importance and the summed utilities that tell us overall if a product meets expectation.
Gap: Gap data is the gap between performance and expectation and hence it may be negative or positive. Gap
analyses over the last 20 years have demonstrated that it is more beneficial to improve performance in areas where
current performance is below the expected level of performance than to improve attributes that meet minimum
levels of expectation.
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3. Describe: Calculation Settings

Deszcrnibe Calculation Setup E3 |

— Significance T esting——
S 1].8
& Mone
™ T-Test Cancel
7 Orne Way AR 0 Help

* General: Under the general calculation settings, set the significance testing for any of the Describe chart types
(Importance, Performance, Expectation, or Gap).

* Significance Testing: This option is applicable if multiple segments are being compared.

* If two run groups are active, selecting the T-Test option will produce an additional column with the deviation
between the averages of the two groups. The model will not calculate T-tests if more than 2 run groups are
active.

*  One Way ANOVA is a method for determining significant differences between 2 or more segments. If only two
groups are selected an ANOVA is mathematically the same as a T-Test.

* Use the mouse to select the desired option. The default is None.

* Once the significance testing option is selected, it will remain the same even if the data type is changed or other
Describe chart options are modified.

* The OK button saves the settings that has been chosen and exits the dialog box.
* If the Cancel button is selected, this dialog will exit and cancel any selections made.
* The Help button is non-functional.
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3. Describe: Calculation Settings

Importance Analysis X . The OK button saves the settings chosen and
~ Caleulation Algorith exits the dialog box. Settings are returned to
I iise Weighted Dt | 5 the defaults when the program is exited.
™ Mormalize Camcel | * If the Cancel button is selected, the dialog
I &nplEsnonent box will exit and all changes will be
&l cancelled.

= M armalization M ethod Importance Reprezsentation
%) Acioss Bnfie Sef

) it tribtes

' Dependent on Mumber of Product Categories

pper B 100 % Not Dependent on Mumber of Product Categonies

* Calculation Algorithm: Options under this heading affect the form of the data that is used in analysis.

* Use Weighted Data: This is the default setting. If the weighting option is checked, weighting variables will
be available to weight data at the respondent level.

* Normalize: If this is selected, each respondent’s attribute utilities will be renormalized with the maximum
utility set to 100. By default, this option is off.

* Importance Representation: (These options only impact the global model.) The option that is selected
determines how respondents without utilities for an attribute are handled. Most attributes are specific to
only one product category. If “Dependent on Number of Product Categories’ is selected., average utilities
for attributes which occur in only one pipe will be calculated as if the respondents not in that pipe have an
average utility of O for that attribute. This is the preferred method, because attributes that only apply to one
business line will be shown more accurately to be less important in the global model than if the report was
run for only one product category. If the second option is selected, the average utilities for attributes in only
one business line will be calculated ignoring respondents not in that business line.
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3. Describe: Report Settings

Heading:

* Block Drawing Characters: Not Active

* Include Technical Header: Not Active

* Date and Time: The date and time will
be included in the output report.

* Client Project Name: The project name
(e.g. Citizens Fidelity) will be included
in the header if this is selected.

Report Options: None of these options are
active.

Descriptive Report Options

—Heading
I Black Drawing Characters
¥ Date and Time

¥ Include Techrical Headsr

M Client Project Name

— Report Options

I™ Create SPSS Tables Commands
I Create Delimited Files

—AAFY Sort Options

— Body
W Include 28R Section
W Inchude Level Lty 5 ection
™ Include T-tests
™ Include Significance Tests

™ Express Run Groups As Deviations

— Page Setup

Lines Per Page |5|j
Fage “width |3|j

Font: Ribbon131 BABT 10pt

Change Font... |

™ Debug Mode

[x]

o]
Cancel |
Help |
Options |

AARV Sort Options: These options determine which order the attributes are listed in.

* File Order: Attributes will appear in the order they are listed in the file. This is useful if multiple reports are being

compared, so that attributes will be in the same order.

* Ascending: Attributes will be listed in ascending order of utility.

* Descending: Attributes will be listed in descending order of utility. This is the default setting.
* Body: These options affect the output that is included in the report.

* Include AARV Section: This determines whether the list of attribute utilities is included at the beginning of the report.
* Include Level Utility Section: If checked this will include the ALU (average level utility) portion of the report

* Include T-Tests: Select under Calculation Settings

* Include Significance Tests: These option is not currently functional. Select under Calculation Settings.
* Express Run Groups as Deviations: If selected, the data will be displayed as deviations from the grand mean.

Page Setup: None of the options in this box are currently active.
Debug Mode: This causes debug information to be put into debug.out. (For DSS use only.)
The OK button saves the settings that has been chosen and exits the dialog box.

If the Cancel button is selected any selections will be cancelled and the dialog will exit.

Options: This button is non-functional.

SatisfactionSolve™
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3. Execute Report: Run Information

Run Information |

| v

Advantageh.s atizzoksbank. prf Cancel

QK.
Freference File: C:5Program FilesiMarket |_I

Model Type: Dezcribe
Calculation Settings: Uee Weighted Data
Sigrifizance Testing: Mone

b arket Filters: *Wwhale b arket
Fun Group Set: Age

Fepart Title: I

* This dialog is available when Execute is selected under the Describe, Simulate, and Quality
Report headings.

* Areport title is not necessary for the report to be processed.
* If areport title is not going to be entered, either select Cancel or the ‘X" in the corner.
* After a report title has been entered in the white box, select OK.

* This box displays the options that have been selected for the particular report that is being run.
You can check here to see if Market Filters have been selected, which run groups are active, and
which calculation settings or significance tests are being used.

* If there is a setting you want to change, press ‘Cancel” and the run will abort.

. DECISION SUPPORT SCIERCES

SatisfactionSolve™



Reference Manual: Dialog Boxes

4. Simulate: Select Model

SatisfactionSolve™

[ [0 x]

B SatisSoly
File iew Analysis Setup Build Model  Describe | Simulate

D[={&] =] =[ 2w |

oal Seek Quality Report Help

r| v Preference
Switching
| rternallEeternal Switehing

r bl e dibreshold B emton
Likelihood

Simulation Beport Settings... LCustorner Retention

Percent Customers Likely to Purchasze
LCustarmer 5 atisfaction

Marginal Benefit

Change Competitors. . Revenue Contribution

Rewvenue Model

Senszitivity Setup...
Segment Scan Setup...
Multiple Attribute Strateqy Scanning Setup...

Specific Model Optionz 4
Link ta SPSS Setup...

Update Reference With Perceptions...

Execute Preference Simulation

The options for Select Model Type determine the model that is used for simulation analysis.
Only one model can be used at a time.

Each model has a distinct purpose and attempts to answer a different question, so reports generated may appear
in different forms.

Preference: The Preference Model produces summed consumer preferences for all defined products.

Switching: The Switching Model determines the percentage of respondents that would be likely to switch from
their current product to a defined product. As with all RWO models, it is based on a preference model base.
Likelihood: The Likelihood od Purchase (LOP) model combines a preference model data and an individual
respondent logistic regression level regression to observe average LOP in the market.

Customer Retention: This model does the reverse of the Switching model, and determines which respondents will
be retained when offered competitive products.

Percent Customers Likely to Purchase: This model is a variant of the LOP model. The percentage LOP model (or
pLOP) leverages individual respondent thresholds obtained from the survey to determine a cut point sufficient for
that given respondent to purchase that product.

. DEGISION SUPPORT SCIENCES




Reference Manual: Dialog Boxes

4. Simulate: Sensitivity Setup

SatisfactionSolve™

Sensitivity Scanning is a powerful tool that searches and
scans for the significant data results across all (or
selected) segments and products. The output is a matrix
with segments as the columns, attributes as the rows
and products as the tabs in the spreadsheet. A new
concept product is created that is identical to the base
product selected except for one attribute level. The
sensitivity of the market to that attribute level can then
be assessed by comparing the market response to each
product. Sensitivity Scan can be enabled for Preference,
Likelihood, Switching, and Customer Satisfaction
reports.

To run Sensitivity Scanning:

o Check the box labeled “Enable Segment Scan’.
Segment scan is automatically disabled after one
report is produced. The selected products and
segments will be saved, but this box will need to
be rechecked for each run.

o In the ‘Products’ box, select the product(s) you
would like to scan. A separate report will be
created for each product that is selected.

o In the ‘Display Segments As’ box, choose whether
the segments will be row or column variables.

144

Sensitivity Setup

Froducts

__|Best Caze Product
ﬂ Eazeling product
J Concept #1

+/| Ermor Free

J Speedy

Attrbutes

Enable Ok

[T Sensitiviy

Sczan Cancel

Dizplay Segments Az
" Rows

% Banners

Levelz

Froblem Rezolution 5peed
Ease of Problem Rezolution
ﬂ Interest in Solving my Problen
J Follow up on Problems
ﬂ Products Meet my Financial K
Jﬁ'«ssigned Bank Representativ
J Proactive Bank Bepresentati
Banker Understandz myp Mee
J Staff Fnowledge
J Customer Treatmet
J Follow Up after Account Dpe =]

Selectall | Unselect 21|

ﬂ 1. Al my fin needs met
ﬂ & Mozt fin needs met
ﬂ 3. Some fin needs met

Select Seqments
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4. Simulate: Segment Scan Setup

o Segment Scanning is another powerful
tool that can produce reports analyzing
the significant results of several
segments and products. A matrix is
produced showing the values for
segments against each other, and also
comparing products. Segment Scan can

be enabled for Preference, Likelihood,
and Customer Satisfaction reports.

o Torun Segment Scanning;:

Segment Scan Setup

Products:

J Best Caze Product
ﬂ Bazeline product
J Concept #1

| S

J Speedy

%' Between S eagments Cancel

]|
o]
_ Coneel |

|' Difference Mode

i~ Between Products

Reference Product: Enable
¥ Segment
[BestCase Product =] Bean_;

Select Segment Levels

— Type of Statiztical Testing
{* T-Test

0 ANDYA

o« Select the product(s) you would like to scan in the ‘Products’ box.

o In the ‘Difference Mode’ box, select the variable that will be analyzed using Segment Scan.
If products is selected, then the deviations and significance will be determined for each
segment’s response across product concepts.

o If ‘Between Products” has been selected, the Reference Product option will become active,
which determines the base for computing deviations. Any product can be selected as the
reference product, but usually either the Best Case or Baseline products are best.

o Click on the “Select Segment Levels” button to choose specific Segments and segment levels
to be included in the report. At least one segment level must be selected to run a segment

scan report.

o Check the box labeled ‘Enable Segment Scan’. Segment scan is automatically disabled after
one report is produced. The selected products and segments will be saved, but this box will

need to be rechecked for each run.

SatisfactionSolve™
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4.Simulate: Report Settings

| Heading: Simulator Report Settings |
e Date and Time: The date and time

will be included in the output report. _HEE":"”E' ___________ — Body —
* Client Project Name: The project ¥ Date and Time ¥ Include Product Specifications
name (e.g. Citizens Fidelity Bank) will [ Client Project Name ™ Espress Run Groups As Deviations Cancel
be included in the header if this is IV Tech Paramsters I | sl pDieyition Symtinls el
selected I | Sirrlatarn Hamie
: . . Compet
e Tech Parameters: This determines if :: N':'m':"i;.' "’: [ Diebug e
technical parameters such as the analze

exponent are listed in the report

B Body: These options affect the output included in the report.

* Include Product Specifications: This determines whether the product specifications that have been
defined will be included in the report. This is the default setting.

* Express Run Groups as Deviations: If this option is selected, deviations of the share for each run
group from the whole market will be displayed instead of the raw scores.

* The OK button saves the settings that have been chosen and exits the dialog box.
 If the Cancel button is selected, the dialog box will exit and cancel any changes made.
* The Help button is non-functional.
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4. Simulate: Specific Model Options, General

SatisSolv
File Wiew Analpsis Setup  Build Model  Describe | Sjmulate  GoalSeck Qualiy Repart Help — Additive Calculation Options
D|=|E| #l=(e] Slexe| | St d G Cancsl
Sensitivity Setup... [~ Competitive
Segment Scan Setup.. Help
Multiple Attribute Strategy Scanning Setup... Bl 1.000
&t Topk, Cuttoff
Kendall TAL 10
" Mone
" . Product Topk CutDff |0
Egekctlhcsl\;;:eéﬂlptmns & ARy
Link ta elup...
= HLU — Significance Testing
Change Competitors...
Update Reference ‘with Perceptions... Att TopK Cutoff |0 & None
 T-Test

Execute Preference Simulation
' One Way ANOYVA

This dialog box is reached by selecting Simulate, Specific Model Options, General.

B Weighted Respondents: If this check box is selected, individual respondent weights, if present will be used.
B Att TopK Cutoff: If a value is entered other than zero, this limits the number of attributes that are allowed to contribute to a product.
That is, AttTopK =15, then only the Top 15 attributes will contribute to the overall attractiveness of each product.
* None: If this is selected, all attributes are active.
* ARV: If this is selected, the top attributes will be determined by examining the attribute range values.
* HLU: If this is selected, the top attributes will be determined by examining the highest level utility.
B Additive Calculation Options:
* Normalize Shares: This is selected by default. If this option is not selected, the preference share scores will not be normalized,
so the total preference for each product from each respondent is simply added. This should normally be checked.
* Competitive: This only impacts the preference model. If selected, the preference share will be renormalized to sum to 100.
* Exponent: An exponentis applied to the sum of utilities to determine the preference share.
* Kendall’s Tau: Kendall’s tau is a measure of how well a respondent’s utilities fit the calibration data. It can range from 0 to 100.
If a respondent’s tau value is below this cutoff, that respondent will not be included in the simulator.
* Product TopK Cutoff: If the product TopK is non-zero, each respondent can contribute to at most this number of products.
B Significance Testing: This option is applicable if two run groups are being tested. Only the None or T-Test are active.
B The OK button saves the settings that have been chosen and exits the dialog box.
B If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.
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4. Simulate: Specific Model Options, General

A+ PrefSolv Switching Model Options
File Wiew Analysis Setup  BuldModel Describe RIHECE (ol Secl Qualty Repart Help

o o, Select Model Type... Anzwer Bequired for Switching:
Dlglﬂl xllﬁl él?lkﬂlﬂ Switch Lat Fact - Cancel
Sensiivity Setup... ke a.enc:y S0 1.000 |
Segment Scan Setup.. Percent Difference 2.000
Dynamic Reweighting Setup... rE=im Eevensal Fet 0000
Simulation Report Settings... I e Uiy S moothing Aiaorithm
General... I | Ubdefited [ntertalTikreseld Corectin
: %) Bemeve Bespondent | Beplace [ntemal Threshald with Extermal

Select Analysis Type stomer Retention...

Lielhood..

™| Interna Threshold Beversal Eomection

Change Reference or Best Case Competitor..,

Change Compettors. Percent Likely to Purchase... % Bemuve Elespondert [ Eeplace [ Rtermal hreshold vwith Extermal
o - ) Customer Satisfaction.

o e tdaratiel Beneft.. I | Smesth Thresholds

Erecute Revenue Cantrbution...

This dialog box is reached by selecting Simulate, Specific Model Options, Switching/Customer Retention.

e Answer Required for Switching: This part of the dialog box determines the threshold levels for the
switching model. Each of selections correspond to the possible answers in the switching threshold
questions (Usually from 1-10) in the interview.

e Switch Latency Factor (SLF): This number is multiplied by the threshold determined from the switching
threshold questions. A number below 1.0 makes switching easier than determined by the switching
questions. A number above 1.0 makes the switching more difficult than determined by the switching
questions.

o Percent Difference (PD): For a respondent to switch, two thresholds must be exceeded. The first is the
SLE. The second is the PD. The PD defines the percent of the total sum of utilities that any given product
must be above the reference product for switching to occur.

o The OK button saves the settings that have been chosen and exits the dialog box.

o If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.
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4. Simulate: Link to SPSS Setup

o« This dialog box is reached by selecting
Simulate, Link to SPSS Setup.

o Model Scope: The model can be linked to SPSS
with either the switching model or the Percent
Likely to Purchase model. Check the box by
the model you are using.

o SPSS Variable Prefix: A letter that will be
appended to the beginning of each SPSS
variable that is generated. Normally, you can
use the default, ‘A’.

o Current SPSS *.SAYV File: This box is for the
name of the SPSS file where the data is stored.
The .SAV extension should also be included.

Link to SPSS Setup =]

Model Scope Ok
¥ Swtching Cancel
[T Percent Likely to Purchase

Help

|g
Current SPSS = 54Y File |
| c:\prajectt35504madel

Browse. . |

S5PS5 Yanable Prefix

Currenit SP55 Directaory

o Current SPSS Directory: Enter here the path for the SPSS data file. The drive and all directories for the file

should be included.

o Browse: The Browse button opens the File Open dialog box which allows you to select the current SPSS file.
Then, the path and filename will automatically be entered in the appropriate boxes.

o The OK button saves the settings that have been chosen and exits the dialog box.
o If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.
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4. Simulate: Specific Model Options, Percent Likely to Purchase
Percent Likely to Purchase Setup

File “iew Analpsiz Setup  Build Model Describe BINIEEE Fosl Se=k Quality Report Help

Select Model Type... |

D[] L2 Ele el ¥

Senzitivity Setup..

Sl S Fercent Likelihood Cutaff: IE"]

Diynamic Reweighting Setup...

Cancel

Simulation Beport Settings...

General... H Ell:l

FPreference...
3 Switching/Customer R etention...
Likelihood...

Select Analyziz Type

Change Reference or Best Case Competitor...

Percent Likely to Purchasze...

Change Competitars...

§ X Customer Satisfaction...
Update Reference ‘with Perceptions... =

T argimal Benefit...
Execute Revenue Contribution. ..

o This dialog box is reached by selecting Simulate, Specific Model Options, Percent Likely to Purchase.
« Options in this box are only applicable if the Percent Likely to Purchase model has been selected.

o Percent Likelihood Cutoff: This number indicates the threshold at which the model will include
respondents as those likely to purchase selected products. (e.g. if customers are not 90 percent likely to
purchase, they are not represented in the output value of percent likely to purchase.)

o The OK button saves the settings that have been chosen and exits the dialog box.
o If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.
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4. Simulate: Change Reference or Best Case Competitor

» This dialog box is used to change the products
in the simulator.

* The top part of the dialog allows the
individual levels of any existing or new
product to be changed.

* The bottom part of the dialog allows the user
to change the product that serves as the Best
Case product and the Reference product in the
model.

* To Change the reference product, select the
circle by ‘Reference Product, and then click on
the arrow to see all the choices of products.
Highlight and click on the product to be
selected.

* To Change the best product, select the circle by
‘Best Product, and then click on the arrow to
see all the choices of products. Highlight and
click on the product to be selected.

Change Competitors [ |
 Products -
Attributes Oldal Mew'al
Best Caze Product Alt Value
Bazeline product
Concept #1 I
Error Free
Speedy
Add Product:
e Lo OldVal New Val
I Level Value
pdd | Deleie | Undelete |
Best Case Product: IBest Casze Product j
Reference Product: I Baszeling product j Ferazl |
Baseline Product: I Bageling product j Help |

« The OK button saves the settings that have been chosen and exits the dialog box.

o If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.
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4. Simulate: Change Competitors (cont’d)

* Notice that Products box lists of all the currently defined Change Competitors [x]
products. A scroll bar exists if the number of products ~Product _
.. Attributes Qldal Mew'al
dO not flt m the bOX. ect Problem Resshlion Speed 000 -7 At Value
* To add a product enter the product in the “Add Product’ E”F[e o il e I
qu (e.g. new product) and select Add. The new product Speedy -:;:'r-e.. o % —
will be a copy of the current reference product . Assigned Bark Representative | 0.00
. . . . Froactive Bank Representativ | 0.00
e To delete a prOduCt from the Products IISt, hlghhght 1t, Banker Understands my Need | 0.00 =
and select the delete button. Be careful when deleting!
When this dialog box is exited, the deleted products will A Bt Lovels O Vel News
no longer be retrievable. T Ay i eods e 043 Level Value
. . . . - Most fin needs met 0.34 l—
* The Attributes box contains a list of all the attributes. 3 Some fin needs met 023
The ‘Old Val’ column contains the attribute level at i | _octe | e
which the attribute was set before any changes, and the
‘New Val’ contains any changed level settings.
* To change an attribute, highlight the attribute. Its levels Best e Pradiet et CasePrdc [
will appear in the lower box titled ‘Levels’. Change it Reference Froduct [ Baselne procct I Cancel |
either by a) entering a value in the “Att Value’ box, Baseline Product [Baseline product | Heb |

double-clicking on the level desired, or specifying values
for multiple levels using the ‘Level Values” box.

* Values entered in the Att Value box do not need to be integers (e.g. setting the Interest Rate Attribute Value to 1.5 will
set the Interest rate between the first two levels, to approximately 1.5% above average.)

* To make more specific changes to the attributes, use the Level Value box. The numbers that are entered in the Level
Value box should not be entered with a decimal point. The number entered in this box will be automatically preceded
by a decimal point. These values should be viewed as weights which indicate the level of performance on the
attribute. Attribute Level Values must be less than 1, and ideally the sum of all levels for an attribute should equal 1.

« The OK button saves the settings that have been chosen and exits the dialog box.
o If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.

Note: When changing attribute levels, do not press ‘Enter” after a level value has been entered
unless you desire to exit the dialog box. Simply highlight the next level or attribute to be modified.
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4. Simulate: Update a Reference Product with New Perceptions

e This dialog is used to set the attribute level WeightS |

to equal the perceptions of respondents.

* This functionality can be used to create a product _|Best Case Product Update
based on the perceptions of all respondents or a sub- jgzﬂaﬂ; ;Tduct Cancel
segment of respondents. If a sub segment is desired, WlErorFree | el
it must be selected in the Quality Report, Market _|5pe=dy =

Filters box.

* Click on the box next to a product to select it.
* When the Update button is selected, the model will
run through the calculations and make changes to

the attribute levels for the products selected. _
* Select the “‘Done’” button when calculations Icmatmg cerormance Leves |

finished. Respondents: BO4
o The OK button saves the settings that have been
chosen and exits the dialog box. (TTTTT1]

o If the Cancel button is selected, any changes made
will be cancelled and the dialog box will exit.

.................................
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5. Quality Report: Calculation Settings (only for SatisfactionSolve™)

* This dialog box contains some options
for calculation in Quality Reports.

* The option “Use Whole Market
Expectation’ is applicable only if a
segment of respondents is being
analyzed. Selecting this option will cause
the model to use the expectations of the
whole market rather than that of the
subgroup for analysis of their
perceptions.

* To Create a Perceived Performance
Index (PPI) Report, click on the box next
to the option so that a v appears.

*  When Create PPI Report is selected, the
options in the Significance Testing box
will be available.

e If ‘None’ is selected, a PPI report will be
generated with no significance testing.
This is the default setting.

e T-Test will give the deviations between
segment perceptions.

* The option One Way ANOVA produces
no change in the output of the report and
is currently non-functional.

SatisfactionSolve™

Quality Report Calculation Setup EE2

[T UszeWhole Market Expectations

[~ Create PRI Repart
E . A EanCE-'I |

= Sianificanee eshing

) Hane Help |

(% T-Tiest
) e ey A

— Expectation Calculation
 Global

% |ndividual
Individual Likelihood Cutaft: — [39.5

ZIx]|
[T Usewhole Market Expectatiors

[ Create PPl Fieport
— Significance Testing
= Mone

Ruality Report Calculation Setup

Cancel |

Help |

' One Way ANOWA

— Expectation Calculation
" Global

& |ndividual
Individual Likelhood Cutoff:  |99.5

154

Expectation Calculation: In
the calculation respondent
expectations for reports,
either the global or individual
expectations can be used.
Global expectations are an
aggregate measure of the
expectations of respondents
from all models and
interview segments.
Selecting individual
expectations (the default
setting) will use only the
expectations of the particular
segment being analyzed.
The OK button saves the
settings that have been
chosen and exits the dialog
box.

If the Cancel button is
selected, any changes made
will be cancelled and the
dialog box will exit.
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5. Quality Report: Report Settings (only for SatisfactionSolve™)

e R e for the
display of output in Quality Reports. Quality Report Setup B3 |

* The Sort Quality Report by Importance option is e e T e ;
W Ok,

selected by default, and indicates how attributes /S Ll iz g0l 5, Ipai el

in the quality report will be listed. Click on the v/

to des élle ct tl}’:is (?ption — PPl Report Sort Options — SETEE
 Options in the PPI Report Sort Options box " File Order Help

apply gnly .if a Perceived Performance Index ~ Ascending

report is being generated. 6D g Setup
* Sorting attributes is useful for comparison across EeEEEna SEESEEP

reports since it allows the attributes to always
appear in the same order.

* Selecting Ascending Order will list the attributes so that those perceived as least important are listed
first.

* The Descending option is the default setting, and will list the attributes in descending order of
importance.

* The OK button saves the settings that have been chosen and exits the dialog box.

* If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.
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6. Using Charts

Select GL Chart Type
* The option to create a chart is available

with most reports. If it is available, the Display tis data & = 'I_B”t[_"Sp'ayed: _ Tic ark
Chart icon will be active on the toolbar Oz Dimensionof D&tz —More than One Dimension of Data; 2 Jlie I“"“‘"a[‘Eige Uity W Display
Click on this i ing th to £ Gl Gy @ Siackad Lol s R Sublle— [CustonFrs retiatks

cikcon 15 1con u-Slng € H}0use 0 ) Ban Ehart " Grouped Column Chart [¥ etz Title IW tax Data: 53.9
select the; chart optlons.‘Multlple charts‘  hras Chat C Projected Column Chat PivaseTie [veomo Uiy | ||Spec 10
can be displayed for a single report, so if ) lire Gt  Stacked B Chat
the type of chart or the selected run " Grouped Bar Chart Run Groups Dizplaped: — Labels Displaped:
groups need to be changed, simply create ¢ Stacked frea Chat /] Whols Market IV Show Labels at Dala Foints

. ; Low Income
anew chart. To view other reports and ® it D ﬂHiQMnmme ¥ Show Labels along X
i i € Multiple Line Chart

charts or get to the main menu functions, uliple Line Cher I Show Labsls dorg ¥ s
use the mouse to put the focus ona T RO
report window. The menu options are k| cancel |

not accessible when a chart has the focus.

* If run groups are being used, then the options for ‘More than one Dimension of Data” will be available. If run
groups are not used, then the ‘One Dimension of data” options will be available. If you want the differences
between groups to be understood, a grouped or projected chart is best. A stacked chart is indicated if there are
lots of active features for a report.

* A Column chart displays bars vertically, and a Bar Chart displays bars vertically.

* The selected run groups to be displayed on the chart can not be changed after the chart is displayed.

* In the ‘Text Displayed” box, the text that will appear on the chart can be edited. If A title was entered for the
report, that title will also appear on the chart, and if not title was entered, the type of the report will appear.

* In the ‘Tic Marks’ box, the Max Data value is the highest Average Utility value that appears on the chart. Tic
Mark labels are only displayed as high as the Max Data value, so this value helps to determine the spacing. If
the spacing is 10, as in this example, and the Max Data value is 62.2, there will be 6 tic marks.

* The OK button saves the settings that have been chosen and exits the dialog box.

* If the Cancel button is selected, any changes made will be cancelled and the dialog box will exit.
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6. Using Charts: Movement

* There is powerful movement control Utility
over all charts created in
SatisfactionSolve™. Move the mouse
or use the arrow keys to change the
display of the chart. The labels and
text will disappear while the chart is
being moved, and the outline of the
bars or area will give a 3-D image of
how the chart will look.

* A chart can be moved to make the view appear to be from above the
chart, or place prominence on features at one end of the spectrum. To
move the chart the mouse is the quickest method. For making small

Chart Properties

Teut | bues and Tic Marksl Gridines [ata Geometmy I

changes or refining the position, the arrow keys give finer control. Element Width  Element Spacing
. . . 40 |2 0200 |2
* Movement: Moving the mouse vertically or using the up and down poed |5 H
. . . . . Element Depth Group Spacing

arrows will rotate the chart around a horizontal axis. Likewise, e Fo B
moving the mouse horizontally or using the left and right arrows will — e—
rotate the chart around a vertical axis. S = R

¢ Clicking on the right mouse button anywhere in the background of the Eye Distance

chart will bring up a menu. Selecting ‘Properties” will bring up the / |25"jDIJ E

Chart Properties dialog box. The Geometry tab can be used to set e o
precise specifications on position, and the extent of the rotation. I,Jfr,;,'ma UEH " |1;;'_E,;ueE

* The OK button saves the settings that have been chosen and exits the

dialog box. Ok I Cancel | Sl Help

* If the Cancel button is selected, any changes made will be cancelled
and the dialog box will exit.
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. Using Charts: Text Properties

Using the right mouse button anywhere on the
chart screen will bring up the this menu.
Selecting Properties will lead to a dialog box with
the capability to change most of the chart
properties that were determined before the chart

Eroperties...
Widgets

Chart Properties E

—

Eender Fully
Sawe [WEEN e
| B e e =

L

fverage Lhility

¥ Title:

» Text | Axes and Tic Marks | Gridlines | Data Geometry I

¥ Subkitle: Il:ush:nm Funz

IV s Title: |AMributes

Shartcuts...

¥ -tz Title: |ﬂwerage Uity

was displayed, and some additional.

All of the text on the chart can be changed. Use
the text tab here to change the words that are
displayed. The check-boxes on each line are used
to elect whether that title is displayed.

The font, color, size, and position of all titles on
the chart can be modified Select the text with the
left mouse button, so that it has a dashed box
around it.

Use the right mouse button on any selected text to
bring up the text menu. The font and size can be
modified by the Change Font feature. The
Change Angle feature is not yet supported.
When the text is selected, the position can be
changed by dragging the title to the desired
location. The titles can not be moved to a
different side of the chart from their original
location.
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= Zavisite: |

W Show labels at every data point.

v Label data series along the ¥-uis.
[" Label data series along the '-fusis.
7| [Labelidata seres along e 2t

o |

Cancel | e[ | Help |

Change Font

Change Color
Change Angle

Custom Runs
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6. Using Charts: Properties

* Using the right mouse button anywhere on the wicdgets b | | Text AwesandTieMarks | Gridines | Data Geomety |
chart screen will bring up the this menu. ) 7 Display the .

; i >
Propetties... Chart Properties E3

Bender Fully isplay the ¥-Auis. 7

. The Axes anq Tics tab of the Chart Properties Seve Document ,'z Bisﬁ:ai ::e ;_ﬁm nlr -
dialog box displays the properties of the axes it Documznt Aves Thickness iﬁcff ";‘_ FrE--
that are able to be modified. If you do not want [ooso H wiml w11 |
one of the axes to be visible, use the check boxes Shortguts.., Anes/Data Margin Ases Col "o 1 o o = ot
next to the Display axis options. The Z axis is the P B C Il 00 0] ]|
‘background’ behind the columns in this " AN EEEEEN

[l | [Labellwith e-marks, 5 - - - - - I_ - I_

example' Tic Mark Spacing

* To change the axis color, use the mouse to click [ Gt e
on the square with the current color under ‘Axis ) ) O O O O
Color’. A palette will appear from which to ok || e LT AT LT
Select the new COIOI‘. Define Cuzstor Colors »» |

TR | cance
* The Gridlines tab allows the user to change the o e E ik Cancel |
Text | Zmes and Tic Marks  Gridlines I ['ata Geomety I

thickness, spacing, and color of the gridlines.
When using gridlines, use the mouse to check
the boxes next to the appropriate axes.

* When using gridlines, make sure the spacing is

s ajen limes imthe =-awEand, -
Shicythe miren ihes irthe seaws and, | Ity Re po rt

[ Shaow the major lines in the v-axis grid. 3 N .

[~ Show the minor ines in the v-axis grid. g AR

I | S theimaian lines inthe. 2-axis gnid)

= Shawithe miten lines in e Esams gnd.

appropriate for your chart. The default is 10.0, Msior Line Spacing  Spacing
but in this example chart, the largest data point oo B s
is 0.12, so a much better value for the spacing %eéhmkm %SE
would be 0.01 or 0.03. Msjor Line Color Miror Line Color

(1] I Cancel | Apnly Help

Key Drivers
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6. Using Charts: Widgets and Shortcuts Properties. . | _ :
Widgets v Botation |:>|

bHE LT

* Using the right mouse button anywhere on the Bandsr Fully v Savomely
chart screen will bring up the this menu. Seve Doourmert |
* Selecting Widgets will lead to a second menu with Bt Beiment T ——
rotation and geometry options. Shoriguts...
* The Rotation and Zooming toolbar makes zooming and rotating prersssrys——m
the chart easier and more precise. Use the mouse to left-clickon . ..
one of the buttons on the toolbar. The chart will rotate or zoom Sequerce | Command [
Sllghﬂ fOI‘ each tlme the button iS CliCkEd p Ao Fiotate chart in the neqgative # direction.
y : Dpwn Arrowe Raotate chart in the pnsitive * d!reu:tiu:un.
* The Geometry toolbar is useful for the spacing and thickness of e e P e,
the chart columns or bars. Pallp Zoominta the chart,
. . . . FaDn Zoorn out fram the chart.
e The Render Fully function from the right-click menu is no Enter Riender chart at full resolution.
. + Increase spacing between items.
longer necessary. The program now redraws each time a _ Daciease spacing betwesn fems.
change to the visual properties of the chart are changed, so the o B e P e o

‘render fully” function is automatic.
* There are keystrokes associated with the zooming and geometry

Shortcuts for uge with data zelection

. . . Sequence | Command
functions on these toolbars. A list of the keystrokes is accessed " ‘widen selected data obisotls),
: / 7 : _ : - Marrow selected data object(z).
by selecting ‘Shortcuts...” from the right-mouse click menu. Gl T e vtod] denn et
Chil - Flatten selected data object(z).

* Once you are familiar with using charts, using keystrokes is the
fastest way to make changes to the appearance of the chart.

* The rotation functions can be performed by holding down the
left mouse button and moving the mouse in a specific direction.
See the page on chart movement for more instructions.
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Solving Business Problems: Questions and Answers

Business Problem

Keystrokes to solution |

What is most important?
What are the key drivers?

Open the model you are interested in (i.e. Checking); Select Describe, Execute to run
a descriptive report that displays the key drivers of the whole market. Numbers in the
report are average utility scores. Attributes are listed in descending order of
importance.

How do | find group
differences?

Ex.: How do I find buyer
value differences between
high profitability and low
profitability customers?

From the Analysis Setup menu, choose run groups. Set up a run group set for the
groups to be tested. Create one run group for each segment to be tested (ex.: two
groups for high and low profitability). From Describe, Calculation Setting, select T-
tests. Select Execute from the Describe menu to run the report. There will be one
column for each segment, and one column for deviations. Deviations that are
significant will be highlighted. The group columns contain the average utilities for
each attribute for that group.

How do | find all buyer
values that differ
significantly between
segments of the market?
(One-“segment” deep)

From the Describe menu, select Segment Scan Setup. Choose one-way segment scan
and select the segments of interest. The utilities of each segment level selected will
be compared against the rest of the respondents (those not in that group). Check the
‘enable segment scan' box. Select T-tests from Describe, Calculation settings if they
are not already on. Select Describe, execute. Significance: the lower the number, the
more significant the finding. Difference: a negative difference means the utility is
lower for that group.

How do I find all buyer
values that differ
significantly between
segments of the market?
(More than one segment
deep.)

From the Describe menu, select Segment Scan Setup. Choose multi-way segment
scan and select the segments of interest. This allows for more precise strategy
analysis because there are more constraints placed on the groups. The utilities of
each segment level selected will be compared against the rest of the respondents
(those not in that group). Check the 'enable segment scan' box. Select T-tests from
Describe, Calculation settings if they are not already on. Select Describe, execute.
Significance: the lower the number, the more significant the finding. A negative

SatisfactionSolve™

difference means the utility is lower for that group.
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		Business Problem

		Keystrokes to solution



		What is most important? 


What are the key drivers?

		Open the model you are interested in (i.e. Checking); Select Describe, Execute to run a descriptive report that displays the key drivers of the whole market.  Numbers in the report are average utility scores.  Attributes are listed in descending order of importance.



		How do I find group differences?


Ex.: How do I find buyer value differences between high profitability and low profitability customers?

		From the Analysis Setup menu, choose run groups.  Set up a run group set for the groups to be tested.  Create one run group for each segment to be tested (ex.: two groups for high and low profitability).  From Describe, Calculation Setting, select T-tests.  Select Execute from the Describe menu to run the report.  There will be one column for each segment, and one column for deviations.  Deviations that are significant will be highlighted.  The group columns contain the average utilities for each attribute for that group.



		How do I find all buyer values that differ significantly between segments of the market? (One-“segment” deep)

		From the Describe menu, select Segment Scan Setup.  Choose one-way segment scan and select the segments of interest.  The utilities of each segment level selected will be compared against the rest of the respondents (those not in that group).  Check the 'enable segment scan' box.  Select T-tests from Describe, Calculation settings if they are not already on.  Select Describe, execute. Significance:  the lower the number, the more significant the finding.  Difference: a negative difference means the utility is lower for that group.



		How do I find all buyer values that differ significantly between segments of the market?  (More than one segment deep.)

		From the Describe menu, select Segment Scan Setup.  Choose multi-way segment scan and select the segments of interest.  This allows for more precise strategy analysis because there are more constraints placed on the groups.  The utilities of each segment level selected will be compared against the rest of the respondents (those not in that group).  Check the 'enable segment scan' box.  Select T-tests from Describe, Calculation settings if they are not already on.  Select Describe, execute. Significance:  the lower the number, the more significant the finding.   A negative difference means the utility is lower for that group.
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Solving Business Problems: Questions and Answers

Business Problem Solution
If I change a product or From the Simulation menu, Select a model. Select Change Competitors to
service in specific ways, | create or modify a concept product. Enter a name in the 'add product' box, or

how much will that select a product to modify. Select specific attributes and modify the attribute
change the overall value or the level values for specific levels. A scenario is created as you
attractiveness simulate the response to a unique product. From the Simulate menu, select
(preference) of the Execute to run the report. If run groups were activated, the product

product? preference scores can be compared across the run groups. To see deviations,

run groups must be deselected, and the report run on the whole market. Once
the concept products been set, the simulation model can be changed to
Likelihood of Purchase, Switching, etc.

If | want to reduce the From the Simulation menu, select the Customer Retention model. Create a
number of customers I'm | non-customer baseline by creating a run group with the non-customer
losing, how do I do it? segment. Run a simulation report to see the retention effect from different
How do | measure the product concept scenarios.

effect of improvements to
products and service?
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		Business Problem

		Solution



		If I change a product or service in specific ways, how much will that change the overall attractiveness (preference) of the product?

		From the Simulation menu, Select a model.  Select Change Competitors to create or modify a concept product.  Enter a name in the 'add product' box, or select a product to modify.  Select specific attributes and modify the attribute value or the level values for specific levels.  A scenario is created as you simulate the response to a unique product.  From the Simulate menu, select Execute to run the report.  If run groups were activated, the product preference scores can be compared across the run groups.  To see deviations, run groups must be deselected, and the report run on the whole market.  Once the concept products been set, the simulation model can be changed to Likelihood of Purchase, Switching, etc.



		If I want to reduce the number of customers I'm losing, how do I do it?  How do I measure the effect of improvements to products and service?

		From the Simulation menu, select the Customer Retention model.  Create a non-customer baseline by creating a run group with the non-customer segment.  Run a simulation report to see the retention effect from different product concept scenarios.





		Business Problem

		Keystrokes to solution



		How about the difference of buyer value across product lines?

		PrefSolve: Open a preference file and select the global model.  Run a Describe report.  Utilities are listed for all attributes, with a prefix to the attribute that denotes the product line (i.e. S for Savings, C for Checking, etc.).  The report gives the response of respondents in all business lines to all reports.  
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