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“Making business
decisions without
data is like driving
with your eyes
closed.”

- Dan Zarella

Social Media Scientist a:yup_pot
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@ Background & Methodology
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@/ Objectives

In January 2017, Company ABC partnered with Advance Media New York and
Drive Research to conduct a customer survey. The primary goal of the market
research study was to provide Company ABC with the necessary data to better
understand customer needs, wants, behaviors, as well as provide key insights into
the potential customer portal. The data and findings from the market research
have been compiled into this report which will help guide Company ABC with
customer relationship strategies, marketing ROI, competitive insight, and
opportunity areas to further strengthen the relationships with end-users and
distributors. Additionally, the data will be used to drive next steps in marketing
efforts.

To address the objectives at-hand, Drive Research recommended a quantitative
market research approach to this project. A customer survey was utilized to
receive feedback in the most cost effective way. The survey was designed,
tested, administered, managed, analyzed, and reported on by Drive Research.
Company ABC was identified as the sponsor of the market research. The survey
lasted an average of 5 to 7 minutes and included 20 questions. Fieldwork began
on March 17t and lasted until April 1st, A total of 130 respondents
participated in this survey. A copy of the survey script can be viewed in the
appendix of this report.

@ Approach
o

Questions or comments on this market research report can be directed to George
Kuhn, Owner & President of Drive Research at gkuhn@DriveResearch.com or by
calling 315-303-2040.
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@ Executive Summary
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NPS

Using a scale of 0 to 10 where "0” indicates not at all likely and
“10"” indicates very likely, how likely is it that you would
recommend Company ABC to a friend or colleague?

Mo 23.00 2060

0% 20% 40% 60% 80% 100%
m Detractors (0 to 6) Passives (7 or 8) B Promoters (9 or 10)

NPS = % of Promoters - % of Detractors

Q Customer Survey Themes and Recommendations

o Company ABC Customers are Extremely Satisfied and Loyal.
Using the net promoter score (NPS) metric of likelihood to recommend which
ranges from -100 to +100, Company ABC scored a +68. NPS is broken down
into 3 respondent categories: (1) promoters or those who actively promote a
company or brand, (2) passives who do not promote or detract from a brand but
can be easily swayed to a competitor, and (3) detractors or those who actively
detract from a brand through negative word-of-mouth.

Company ABC promoters outnumber detractors 18:1. The average NPS score
collected among over 80,000 organizations and companies over the past 12
months was +40. The Company ABC NPS of +68 was 70% higher than the
industry average. When asked top-of-mind, customers associate “product ABC”
and “good customer service” with Company ABC.

Company ABC should look to further strengthen relationships with key customers
by using the nearly 65% of respondents who requested to be involved in future
research opportunities. This audience is interested and ready to be engaged as
needed to help Company ABC further drive relationships and loyalty.

l.\,‘L driveresearch 1 Among over 80,000 companies and organizations who measured NPS in the past 12 months. 4



&% Executive Summary (Continued)

o Drivers to Satisfaction Include Customer Service, Reliability, and Quality.
When customers were asked to explain their high likelihood to recommend Company ABC,
several key themes emerged. High satisfaction scores are driven by customer service,
reliability, accuracy of orders, and quality products. Ease of ordering products was also
rated very high in terms of satisfaction. These factors are key differentiators for Company
ABC when compared to the competition. They should be featured in marketing materials
and on the website as factors that separate Company ABC from Competitor A, Competitor
B, and Competitor C.

o Areas of Improvement Include Pricing and Availability of Stock and Inventory.
By asking about importance and satisfaction with specific factors of the customer
experience (CX), Company ABC can begin to prioritize areas deemed important by
customers but where satisfaction falls slightly behind. The two factors that emerged as high
priorities for Company ABC (high importance and lower satisfaction) were prices of the
products ordered and availability of stock and inventory. Company ABC should look for
opportunities to optimize processes and explore ways to lower costs for customers as well
as review inventory and the products which may not be meeting expectations. Particularly
because these are both factors considered of Tier 1 importance.
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&% Executive Summary (Continued)

o Ease of Ordering Products Not Extremely Important, But Satisfaction is High
Customers of Company ABC were extremely satisfied with the ease of placing orders or the
metric in market research deemed as Customer Effort Score (CES). Ease of ordering
products ranked 2" of 8 factors tested as part of the customer experience at Company
ABC. Furthermore, ease of ordering products was not of critical importance. Email is the
most preferred form of communication when placing orders and communicating for
business purposes with Company ABC. A minor portion of the customer audience prefers
phone or text as forms of communication. Among social media platforms used, LinkedIn is
ahead of Facebook, Twitter, and YouTube for business purposes. Customers are most
interested in learning about innovative new XYZ products and industry trends. These
should be the large focus of content on the website and shareables on social media.

o Among the New Ordering Concepts Tested the Online Portal was Most Appealing
On a 1 to 5 scale the mean appeal rating for the customer portal concept was a 3.6. This
outranked text alerts (2.4) and an app on a phone with push notifications (2.1). With the
ease of ordering at Company ABC score so high including customer service, reliability, and
accuracy, an assumption can be made that major problems do not exist. The portal was
viewed as having some appeal for orders or inventory checks in which the distributor or
customer needs to proactively gather information. Based on the survey responses, the
portal does not appear to be a necessity but would appear to add value for customers with
a higher than average mean appeal score.

6‘; driveresearch 6



&2 Typical Company ABC Customer Story

After reviewing the findings and themes from the VoC research, a composite persona of a
typical Company ABC customer was compiled based on specific profiling and behavioral
traits from the data. This is not an actual respondent, but rather a representation of a
typical collection of attitudes and traits based on findings from the over 100 completed
surveys summarized into one customer story. It is presented in order to help give a human
face to the data and discuss a typical customer experience as the participant works with
Company ABC and makes decisions about were products.

“John”

John has been a distributor and customer of Company ABC for many years. John is 54 years
old and works in the DEF industry. When he sees or hears the company name he immediately
thinks of "XYZ"” and “good customer service”. As a distributor he orders products from
Company ABC throughout the year but also orders from several other XYZ manufacturers
including Competitor A, Competitor B, and Competitor C.

However, there is no argument, he considers Company ABC to be better and is very likely to
recommend Company ABC to friends and colleagues when asked. He's a true promoter of the
company. This loyalty is driven by the excellent customer service, reliability, accuracy of
orders, and quality of the product. He also considers the ease of ordering as a strength.

Although areas for improvement are few and far between for Company ABC, he would like to
see better stock and inventory of the products he orders to speed up turnarounds. He also
views the prices at Company ABC as an area which can be improved. Pricing is the most
important factor to him when choosing a XYZ manufacturer, followed by customer service.

John prefers to deal with 123 XYZ manufacturers by email. He does a little communication by
phone but only as needed. He thought the idea of a customer portal was a good one and he'd
likely use it. It was a much more attractive idea than the text alerts or phone app. He has a
LinkedIn profile but doesn’t use Facebook, YouTube, or Twitter for business purposes. He is
interested in reading more about innovative hew XYZ products as well as industry trends.

6‘; driveresearch 7
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“"Research is formalized
curiosity. It's poking and
prying with a purpose.”

- Zora Neale Hurston



& Appendix A: Survey Data

Q1: When you see or hear Company ABC, what is the first word or

phrase that comes to mind? Open ended. Coded.

nl29

Coded responses n %
XYZ (SIS, XHHW, XLP, etc..) 44 34.1%
Good customer service 29 22.4%
Quality 11 8.5%
Tracer XYZ 8 6.2%
Building XYZ 5 3.9%
A 5 3.9%
B 4 3.1%
Local 4 3.1%
C 3 2.3%
Good price 2 1.6%
D 2 1.6%
Other(s) 12 9.3%

‘ o Other indudes: Colors, Connection, Henry, Inventory badkup, A, Past,
l.\; Y driveresearch Need to order cable, Nothing, B, and Technical produds. 1 1



& Appendix A: Survey Data

Q1: When you see or hear Company ABC, what is the first word or
phrase that comes to mind? Open ended. Coded.
n129

The word cloud below puts emphasis on words that are most frequently used
by respondents (i.e. words that are larger were used more frequently).

.\,‘j driveresearch 12



&% Appendix A: Survey Data (Continued)

Q2: What factor(s) matter most to you when selecting
a company for your XYZ product needs? Select all that
apply.
n128
[
Price of the product(s) ordered 84.4%
-
.E_i Customer service you receive 78.9%
=
Availability of stock and inventory 78.1%
\ \
Capability to receive product quickly 62.5%
(o]
o Ease of ordering the product 60.9%
=
Reliability in order being received 60.2%
|
Confirmation and tracking information 40.6%
Ability to customize order 35.9%
Packaging of the product 25.8%
Other (please specify) _ 10.9%
0.0% 25.0% 50.0% 75.0% 100.0%

\" o Otherindudes: Quality produds, Spedatty colors, Pridng and
.‘,‘ drlve resea rCh consistent on-time delivery, and Have needed produds. 13



&% Appendix A: Survey Data (Continued)

Q3: Have you ordered any product(s) from
Company ABC in the past 12 months?
nl28

EYes ENo

.\,‘j driveresearch 14



&% Appendix A: Survey Data (Continued)

Q4: Have you ordered any XYZ products from
other manufacturers in the past 12 months?
nl28

BYes BNo
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&% Appendix A: Survey Data (Continued)

Q5: Other than Company ABC, which XYZ product
manufacturer have you ordered the most XYZ products from
in the past 12 months?
Open ended. Coded.
n95
Top 10 coded responses n %
A 17 17.9%
B 14 14.7%
C 8 8.4%
D 6 6.3%
E 6 6.3%
F 4 4.2%
G 3 3.2%
H 3 3.2%
I 3 3.2%
] 3 3.2%
Other(s) 46 48.4%

Other includes: placeholder.

.\,‘i driveresearch 16



&% Appendix A: Survey Data (Continued)

Q6: How does Company ABC products compare to this
company? Company ABC is... Select one.
n103

Much better

Somewhat better

The same as the competition 41.7%
Somewhat worse

Much worse

Unsure

0.0% 20.0% 40.0% 60.0%

.\,‘i driveresearch 17



&% Appendix A: Survey Data (Continued)

o Key themes: While many indicated Company ABC is a good vendor, others
noted that prices and availability of in stock items could be improved.

Q7: What could Company ABC do to make you a more frequent
customer? Open-ended.
nili3

o Open-ended text comments here.

.\,‘i driveresearch 18



&% Appendix A: Survey Data (Continued)

Q7 (Continued): What could Company ABC do to make you a more
frequent customer? Open-ended.
nill3

o Open-ended text comments here.

.\,‘j driveresearch 19



&% Appendix A: Survey Data (Continued)

Q7 (Continued): What could Company ABC do to make you a more
frequent customer? Open-ended.
nill3

o Open-ended text comments here.

.\,‘j driveresearch 20



&% Appendix A: Survey Data (Continued)

Q8: How likely is it that you would recommend Company ABC to
a friend or colleague? Select one.

n1l1i3
0% 20% 40% 60% 80% 100%
m Detractors (0 to 6) Passives (7 or 8) ®Promoters (9 or 10)
Company ABC NPS 12-Month Benchmark
0 0

-50 -50 ,_f":f 50
‘ NPS ; !“-\ 4NI.=’50 /;""I

-100 100 -100 100

Average from 80,183 Organizations
Answered: 113 Skipped: 17 AM2016 - 32312017

NPS Score by Customer Rating: A (+75), B (+67), C (+52)
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&% Appendix A: Survey Data (Continued)

Key themes: Great customer service, reliable, and high quality products.

Promoters (10-9) Q9: Why? Open-ended.
n58

o Open-ended text comments here.

.\,‘j driveresearch 22



&% Appendix A: Survey Data (Continued)

Promoters (10-9) Q9 (Continued): Why? Open-ended.
n58

o Open-ended text comments here.

.\,‘i driveresearch 23



&% Appendix A: Survey Data (Continued)

Key themes: Good customer service, quick, and helpful.

Q9: Why? Open-ended.
nl19

o Open-ended text comments here.

Key themes: One respondent noted Company ABC has good quality and price,
yet another commented that they had ordering issues.

Detractors (0-6) Q9: Why? Open-ended.
n3

o Open-ended text comments here.

.\,‘i driveresearch 24



&% Appendix A: Survey Data (Continued)

Q10: Using a scale of 0 to 5 where “5” is very satisfied
and “'1” is not at all satisfied, how satisfied are you with
each of the following aspects of your most recent product
order from Company ABC? Select one rating for each.
nil2

Ease of ordering the product _ 4.70
Order being received how you requested _ 4.70
Packaging of the product _ 4.56
Receipt of confirmation and tracking information _ 4.52
How quickly you received the order _ 4.50
The ability to customize the order to your needs _ 4.48
Availability of stock and inventory _ 4.15

Price of the product(s) ordered _ 3.98

3.50 4.00 4.50 5.00

.\,‘i driveresearch 25



&% Appendix A: Survey Data (Continued)

Importance and Satisfaction with Company ABC

The importance/satisfaction grid compares factors that are most important to

customers by those they are most and least satisfied with. Factors in the top
right quadrant (high importance and high satisfaction) are the competitive
differentiators for Company ABC. Those in the top left (high importance and
low satisfaction) are priority areas to improve for Company ABC.
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&% Appendix A: Survey Data (Continued)

Key themes: Nothing/fine as is, and create/enhance price sheet.

(Asked among those who rated ease of ordering lower than a 5)

Q11: How could Company ABC make the ordering process easier?
Open-ended.
nl7

o Open-ended text comments here.

.\,‘i driveresearch 27



&% Appendix A: Survey Data (Continued)

Class A customers were even more likely to prefer email over phone, text or
other options. Younger respondents (those aged under 45) were also significantly
more likely to prefer email (over 90%). Those 45 or older still preferred email
but 1 in 5 preferred phone.

Q12: When placing an order for XYZ products,
how do you prefer to communicate? Select one.
n123

Email 78.9%

Phone

Text

Other (please specify) 5.7%

0.0%  20.0% 40.0% 60.0% 80.0% 100.0%

P 4. Other indudes: Combination, Email and phone, Phone/Fax/Email, Phone
.\,j driveresearch and only alow one buitton to be selected, Oniine order, and System order. 28



&% Appendix A: Survey Data (Continued)

Class A customers were not significantly more likely to prefer any of the 3 order
placement options. On average Class A customers rated the login portal a 3.59,
the text messages a 2.14, and the ordering app a 2.09. Appeal did not differ
significantly among age groups either.

Q13: Using a scale of 1 to 5 where "5"” is very appealing
and "1” is not at all appealing, how appealing would each
of the following be to you with regards to order placement

with Company ABC? Select one rating for each.
ni22

An online login portal to place orders and
review information (inventory, tracking, 3.61
confirmation)

Text message alerts (when order is received, 2,35
scheduled, shipped) :

Ordering app on your phone with push 2.09
notifications and alerts )

0.00 1.00 2.00 3.00 4.00 5.00

.\,‘i driveresearch 29



&% Appendix A: Survey Data (Continued)

Preferences did not differ significantly between age groups.

Q14: Which of the following digital platforms do you use
for business purposes? Select all that apply.
n1l22

Email 5.9%
Text
LinkedIn
Facebook
None of the above
YouTube
Twitter

Other (please specify) 6.6%
0.6% 20.‘0% 40.6% 60.‘0% 80.‘0% 100.0%
.\,‘i driveresearch Ommwiﬁfﬁ?&mﬁﬁﬂgmfﬁ 30



&% Appendix A: Survey Data (Continued)

Q15: Which of the following topics would you be
interested in reading about on the Company ABC
website? Select all that apply.
n1l1is8

I < o

Industry trends _ 44.9%
Assistance in choosing the _ 38.1%
Staff profiles _ 25.4%
Case studies of applications _ 23.7%

None of the above - 14.4%

Other (please specify) F 4.2%

0.0% 25.0% 50.0% 75.0%
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&% Appendix A: Survey Data (Continued)

Q16: Are you a distributor?
ni21

BYes EBNo

!.\,‘j driveresearch 32



&% Appendix A: Survey Data (Continued)

Q17: Which of the following best describes your role?
Select one.
nl21

Inside sales 34.7%
Purchasing

Outside sales

Owner

Branch manager

Inside sales/purchasing

Expenditor

Director

Other (please specify) 6.6%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Other includes: Administrative, Consultant, Customer Service
Representative, Factory Manager. Installer, President and
CEO, Sourcing specialist, and Vice President of Operations.
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&% Appendix A: Survey Data (Continued)

Q18: Which of the following best describes your
age? Select one.
ni21

21 to 24
25 to 34
35 to 44
45 to 54 28.1%
55 to 64 28.9%

65 to 74

75 or older 0.8%

Refused 1.7%

0.0% 10.0%  20.0%  30.0% 40.0%  50.0%

.\,‘j driveresearch
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&% Appendix A: Survey Data (Continued)

Q19: Which of the following are your industries of focus?
Select all that apply.
n120

Electric 59.2%
Commercial building
Gas

Solar

Water

Pets

Explosives
Industrial

Oil and gas
Cathodic Protection
Cable

OEM manufacturing, industrial...

Other (please specify)

0.0% 25.0% 50.0% 75.0%

Other indudes: Bonsai produdtion, Communications, Construction, D.O.T. Fadory
automation/elevator maintenance/elevator controls, Fendng, HVAC, Mining and petrochemical,

P dri h NYC MTA, Other tilities, Outdoor lighting and traffic signals, Power generation, Sewer and
.I " rivercsearc drainage, Telecommunications, and We sell all types of XYZ, cable and related produds. 3 5



&% Appendix A: Survey Data (Continued)

Q20: Would you be willing to provide a
testimonial to Company ABC?
n77

BYes BNo

.\,‘i driveresearch

36



&% Appendix A: Survey Data (Continued)

Q21: Please type a statement about Company ABC
which we can feature in our marketing. Open-ended.
n21

o Open-ended text comments here.
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&% Appendix A: Survey Data (Continued)

Q23: Would you be interested in participating in
future market research studies to improve the
products and services at Company ABC?
n119

BYes BNo
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&% Appendix B: Survey Document

Survey document image
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&% Appendix B: Survey Document (Continued)

Survey document image
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&% Appendix B: Survey Document (Continued)

Survey document image

.\,‘i driveresearch 41



&% Appendix B: Survey Document (Continued)

Survey document image
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&% Appendix B: Survey Document (Continued)

Survey document image
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&% Appendix B: Survey Document (Continued)

Survey document image
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&% Appendix B: Survey Document (Continued)

Survey document image
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& Appendix B: Survey Opening Screen

Online survey image
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