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4 The analyses support three
alternative strategies:
» More
» Less
» Something else

¥

The ValueMetrix® Approach in Summary 2 AM Oct 12, 2010

2010-10-12



VALUEMETRIX

Developing and Supporting Strategies with ValueMetrix®

ol

A

Y .

Present survey analytics mislead
management

The ValueMetrix® Approach in Summary 3

AM Oct 12, 2010

VALUEMETRIX

Present survey analytics mislead management ...

A Properly understanding the drivers of
stakeholder behavior is fundamental for
successful leadership

A Surveys is the only efficient way to capture
stakeholder attitudes in large organizations

4 Present survey analytics are insufficient

\;

Extensive correlations blur impacts of
individual score changes

High scores not equal to high margins

Inherent scoring patterns may reduce
the value of score changes
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... as extensive correlations blur impacts of individual score changes ...

Correlations between “Recommend” and eight other survey questions for Swedish retailer
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... and high scores are not equivalent to high margins ...

Example showing actual Satisfaction-Margin linkages for a Swedish consulting firm
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... and inherent scoring patterns may reduce the financial value of score changes

Example from Norwegian retailer confirms that high scores may point at financially less attractive mix

TYPICAL SCORING PATTERNS

RESPOMSES

4 High customer scores:

Elderly respondents »
Women

» Limited education
» Live in the countryside

A | ow customer scores:
» Young respondents
» Men »
» Well-educated
» Live in the main cities

SATISFACTION IN GENERAL
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Reliable cause-and-effect analyses solve the basic challenge ...

4 Design survey for selected stakeholder
category

A Confirm stakeholder factors using statistical
factor analysis

4 Use structural equations to estimate
» Scores

» Impacts

4 Generate graphs and value simulators for
further evaluations of actions
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... where you begin by selecting which stakeholder category to survey ...
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... and design questionnaires “bottom-up” in two steps based on qualified guesses ...

Driver 1 Driver 2 Driver 3 Driver 4
* Question 1.1 * Question 2.1 * Question 3.1 * Question 4.1
* Question 1.2 * Question 2.2 * Question 3.2 * Question 4.2
* Question 1.3 * Question 2.3 * Question 3.3
* Question 1.4 * Question 3.4

* Question 3.5

Overall
Evaluation

* Question 1

+ Question 2
+ Question 3

Desired Desired

Behavior 1 Behavior 2

* Question/fact * Question/fact
Actual behavior Demographics Company-internal
<Fact 1 « Fact 1 <Fact 1
<Fact 2 - Fact 2 <Fact 2

« Fact 3
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... then collect ratings and facts from respondents and internal databases ...

INTERVIEWS DATA EXTRACTION
® Telephone ® Factl
® E_mail ® Fact?2
® Website ® Fact3
* Paper ® Fact4
® Face-to-face ® Fact5
The ValueMetrix® Approach in Summary 12 AM Oct 12, 2010

2010-10-12



VALUEMETRIX

... use factor analysis to determine how stakeholders actually classify experiences ...

Facior Loadings (Vanmax normalized ) (Spreadshoot?)
Factor | Factor
Verioblo el | e FEET A S __I
| atmoenvi 0.232305 0379879
atmofres 0,324155 0,425155|
atmobidi 0,280119 0,433637 |
sanasy 0121691 0.128680|
sarvihio 0,231420 0076414
sanvfind 9SG 0114117 0173706
porsinie
perscomp
persavai
persheip
porsatic
assomeat
assalius
assobrea
assofl .
pricimal A NZE
prictu s 0618918
prichrea 0522072
prichass 0,152430 0,179414)
pricown 0,188750 0,148539 |
pricothe 5 0,129620 0,187414
pricoual } 0,350 rrvsg|
imageust , 0,101848 0, 205350 0,084130,
imagrell | 0166585 0, 166356 0,190655 024675
imagqual | 0,214990 0,114665 0199477 045811
emafia | 0006455 0,222515 0,165603 0174269
imaghaty | 0255228 0,220774  0,121229 0283450
salisfie | 0250553 0242408 0232307 0502018 0430072 |
0,252355 0235530 0499155
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... rearrange the analysis structure until it satisfies statistical quality criteria ...

Driver 3
* Question 3.1
* Question 3.2
+ Question 3.3

Driver 1 Driver 2
* Question 1.1=— jon 2.1
i * Question

* Question 1.3 ————Question 2.
. QuesW

+ Question 3.5

Overall
Evaluation

* Question 1
« Question 2
« Question 3

Desired Desired
Behavior 1 Behavior 2
« Question/fact « Question/fact
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... use structural equations to calculate scores and impacts ...

FACTOR SCORES IMPACTS
A Weighted average of A How much would a
3-5 questions certain score change
L if another score
A Weighting that best

changed by 5 units on

reflects the Desired the O to 100 scale?

Behavior

A Respondents’ ratings
on a 1-10 scale are
converted to scores
between 0 and 100
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... present scores and impacts for management discussions in a positioning graph ...

Example from Swedish consulting firm

POSITIONING GRAPH - ATTRACTION

ALL RESPONSES April 20xX

& CONSULTANT

L1 INVOICE
w
&
s
-1
o
w
OFFER IMAGE
ENVIRONMENT
83 [ s ' s ] s 1 15
Impacts on the Overall Evaluation of 5 unit score increases
Kr of respondents: 522 W reconsider Wl tmprove
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... use a value simulator to find the best actions considering both revenue and costs

Example from Swedish consulting firm

71 =

71 s

[ ILTANT 76 2

ENVIRONMENT 56 4

INVOICE 75 -5

OEl/TOTAL 71 2
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4 The analyses support three
alternative strategies:
» More
» Less
» Something else
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The analyses support three alternative strategies ...

A Consider three types of strategies
» More

» Less

» Something else

4 Match market attractiveness with own
competitive strengths

4 Specify a sound portfolio of segments to
address
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... consider spending more on factors with low scores and high impact ...

Example from Swedish consulting firm

POSITIONING GRAPH - ATTRACTION

ALL RESPONSES April 20X%

CONSULTANT

Scores

OFFER

ENVIRONMENT

2 ’ “ ' 1 ] ] 3
Impacts on the Cverall Evaluation of § unit score increases

#r of respondents: 522 B ceconsider [ tmprove
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... consider spending less on factors with high scores and little impact ...

Example from Swedish consulting firm

Scores

POSITIONING GRAPH - ATTRACTION

ALL RESPONSES April 20XX

OFFER IMAGE
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... consider redirecting resources to something else than today to win new segments ...

Example from Swedish consulting firm

POSITIONING GRAPH - ATTRACTION |

Scores

Scores

POSITIONING GRAPH - ATTRACTION

Scores

%r of respandents: 527

POSITIONING GRAPH - ATTRACTION

ALL RESPONSES April 20X%

OFFER IMAGE

Impacts on the Cverall Evaluation of 5 unit score Increases

B coconsicer [l improve
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... also match market attractiveness per segment with own competitive strengths ...

Illustrative example for customers

MARKET ATTRACTIVENESS OWN COMPETITIVE ﬁENGTH

size G:‘;‘;‘gh Z[)?lf.:‘y OVERALL | Share ZL?IfI'tty / Fit\ OVERALL
Segment A H H H * H M H i\(
Segment B H M * L M A
Segment C M M M hd L M M L4
Segment D M M L A H L M -
Segment E M L M hd M H H *
Segment F L H L A H M H *
Segment G L M L A L L L A
Segment H L A M M L L4

T
LEGEND: High =H / She Medium = M /® tow= L/ A\ |
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... and learn lessons from those who come, go, or are repelled

PRESENT
CUSTOMER
BASE

LOST
CUSTOMERS

NEW
CUSTOMERS

NON-CUSTOMERS
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... hot forgetting to evaluate how other stakeholders might be affected by the actions ...

Customers

Pressure
groups
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... to arrive at a sound portfolio of segments to address

Illustrative example for customers

%]
0
c . * Segment B Segment A
) High /
2
P
Q
g
£ Medium/ o Segment C|Segment E
<
+—
Q
<
I Low /
= A Segment G SAFMENLE 2] Segment F
Segment H
Low Medium High
[}
Own Competitive Strength
I:l Invest/Grow I:l Selectivity/Earnings I:l Harvest/Divest/Close
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