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Why Talk to Customers?
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Web and social media analytics generate lots of data but offer e N IR

little insight on customer motivations and unmet needs.

« People are complex. Big data, web analytics and Net Promoter style
satisfaction surveys reveal a lot about what customers do, but provide
little insight into why. Talking to customers is vital to understanding why
they do what they do and how they make choices.

*  How do customers talk about challenges, features and benefits?

* What is their path to purchase?

*  What are the ‘wow’ moments in their journey?

* What makes a brand worth the money?

* Which information sources do they value most and why?

*  What drives brand decisions?

*  What are the barriers to sale?

* What is missing -- what problems haven't been solved yet?

* Why have people stopped buying?
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What’s Holding Companies Back?

Qualitative Research takes time and can be costly.

« U.S. companies spend more than $800 million a year on focus
groups. In-person interviews and focus groups in particular can be
expensive. While online research options save travel and facilities
costs, they still require recruiting and analysis which take time and
money.

©2019 Pure Gravy LLC All Rights Reserv

1974

Challenges with Qualitative Research

Finding ‘needle in haystack’
 Business decision-makers
e Brand-aware customers

* Low incidence category

Low Value Expenses
* Travel expenses
* Facility expenses

Wasted Time

* Ad hoc recruiting — working from scratch
every time

Lack of Representativeness

« Too few customers or prospects

+ Lack of geographic representation
* The problem of introverts/bias




Our Approach

We rely on a small, experienced in-house team.

We are seasoned marketers with real world business experience, as well
as market researchers, thought leaders and faculty at highly regarded
Business Schools. We work as a virtual team and do all the work in-
house. This allows us to control every aspect of the work from scoping
and design to project management and analysis, and it keeps our
overhead lower than most survey research companies.
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Our Clients

We work with big brands and startups, in B2C and B2B,
on a range of business issues.
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Overcoming the Challenges

We offer custom approaches to qualitative research that
address clients’ business issues.

We are seasoned marketers with real world business experience, as well as
market researchers, thought leaders and faculty at UC Berkeley Haas and
Notre Dame’s business schools. Our approach allows us to control every
aspect of our work from scoping and design to project management and
analysis and keeps overhead low.

What Makes Us Different

Experience across a range of B2C and B2C categories

Able to find low incidence and hard to reach audiences, cost effectively

Design, conduct and analyze all research in-house

Manage every aspect of the research process from framing objectives to recommendations

Select the right sample provider for each project — we are not affiliated with any specific commercial survey panel
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Sample Recruiting Solutions

Working with our partners, we access even difficult to find

executive, tech and healthcare audiences cost effectively.

Our relationships with leading sample providers make it possible for us

to prescreen target customers. We hand-select participants from among
survey respondents based on detailed criteria. Customer databases can
also provide an efficient option for qualitative recruiting.

Examples of Recent Hard-to-Find Audiences

Consumers: Healthcare Providers:

* Organic milk purchasers living in the ¢« Ophthalmologists
Northwest * Rheumatologists

« Rabbit/gerbil/hamster owners * Independent Oncologists

* Heavy users of mobile war strategy * Psychiatric nurses
games * Pharmacy executives

* Regional home improvement store * Hospital CFO's and accounts
brand-aware prospects receivable managers

Healthcare Patients: Business/Tech:

« Diagnosed pre-diabetic patients not ¢ Frequent business travelers
yet on insulin  Business purchasers of cloud

* Hip/knee replacement surgery storage platforms
patients « Big data solution buyers

Bariatric surgery patients
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The Right Software Solutions

There are many software platforms for qualitative research,
the trick is finding the right one for each project.

» Using the right tailo-made research software solutions streamlines the

process of conducting online interviews and simplifies access to _
qualitative interview data for analysis. Easy-to-use software also makes ={ FocusVision

for a positive research experience for participants.

Select Software Partners

Online Interviews

Screening Surveys
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Pop Up Communities
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Fast Cycle Time

Qualitative research can be conducted quickly once sample is recruited.

Topline reports and transcripts are often available within hours or
days of interviews, with full reports typically available in 2 weeks.

Pop-Up Communities/

Focus Groups Individual Interviews Bulletin Boards
Project Set up e 1 week » 2 weeks
Time
Full chat transcripts in 1-3 days Interview notes in 3-5 days * Real time data
_ Topline in 1-2 days after last Topline in 2-3 days Accessible on demand and stored
Time to group Full report in 2 weeks for up to one year

Deliverables Full report in 2 weeks Topline in 5-7 days
Full report in 2 weeks
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Qualitative Interview Options
We emphasize matching the right approach to the type
of audience and required insights.

Qualitative research is highly flexible, with some formats more
suited to particular audiences and questions.

able Audience Types of Insights

Individual Interviews |+ Executives  Partner selection
« Decision-makers « Decision-making process and drivers
 Healthcare providers « Internal alignment
« Segmentation
Focus Groups « Consumers « Positioning
« Patients « Packaging/web design assessment

« Competitive perceptions
 Innovation

Pop Up « Consumers « Patient/customer journey
Communities/ o Patients o Customer needs
Bulletin Boards « Executives o Customer satisfaction and satisfaction
drivers

« Innovation/new product development
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For a Leading Pharma Company

Focus Group Case Study: Cardiac Patients

Cardiac Rehab Curriculum Development (2013)

Patients are often apprehensive about Cardiac Rehab at first.

eCARDIAC

REHABILITATION

OBJECTIVES

* Understand the cardiac patient experience and
journey

* Assess response to a proposed rehab curriculum
among cardiac patients — perceived value, motivation
to participate, opportunities for improvement

= Most patients learn about Cardiac Rehab from their doctors. Many
patients say they felt emotional, apprehensive and worried when
they first learned of Cardiac Rehab.

avH3Y DVIQYY)

= Some say they were excited to do something proactive to take
charge of their health

= Patients say the purpose of Cardiac Rehab is ‘healing’ - to make !
the heart stronger through exercise and lifestyle changes.

Moderator: How did you learn about Cardiac Rehabilitation?

APPROACH

« Two online groups with 16 patients who recently
experienced a cardiac-related event requiring
hospitalization

DELIVERABLES

e Topline readout

e Focus group transcripts (audio and in Word)

e PPT report and web-enabled presentation of results,
including

ACTIONABILITY/OUTCOME

* Refined approach, moving ahead with project

Patients especially liked the idea of personalization, personalized feedback and a care plan
customized to me. Many also commented positively on the hotline.

Physical Therapists like the modular set up, as it lets them customize the program to fit each

patients’ needs and interest level, and helps patients track their progress.

Patients

David K: | like that it's personalized. | also like there is customer
support. | like the personalized exercise supervised by medical
professionals, education, and support.

Patricia S: sounds good and like that it would be for me only and
not just general heart patients

Bibi D: ditto Patricia. I like the personal ME touch and the hotline
for questions

Patricia S:. | like the personal care one on one for me

Joel R: care 4 plan sounds good, especially point 4 [real time
answers]. customer service is great since its about me

Darren G: | think it's a good idea, seems really personalized with a
way to get feedback

Linda R: If it is specifically custom for sake person and their
particular ideas it is a step in the right direction

Anthony M: | think it would be wonderful. A more engaging way
with personalized scheduling

Lynne H: sounds good. Tracking my progress would be nice, | could
share that with my cardiologist
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Physical Therapists (PT’s)

Well | like the tracking of the patient’s personal
progress. Lots of times patients have a hard time
seeing their progress. Sometimes we make some
charts, and | have them document what they do
on the days their not there. IT would be cool to
show them on something more technological. —
Alina R, Virginia

I would wonder about the continued support at
home — handouts, etc. That sounds that would be
helpful. Login in at home, review things at home,
and also track things. Be able to see what they
had done. Even giving them homework, possibly
be able to see if they had done the homework. I'd
be interested in the interactive class

pr ions. —Kristen D, P I
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For a Leading Cancer Care Provider
Individual Interview Case Study: Oncologists

Needs-Based Oncologist Segmentation (2016)

OBJECTIVE

 Identify practice-perceived pain points that drive
consideration of the client’s services and the barriers to
consideration

» Discover the most compelling aspects of the current
offering and key benefits of membership

Key Insights: Practice Relationships

» There is a tension between the ideas of ‘partnership’ and ‘independence’. They can
co-exist, but have to overcome initial skepticism.

Physicians consider their practices to be ‘independent’ despite their

affiliation

* They fiercely defend the idea that they are 'in control’ of their business and

APPROACH

» Medical oncologists, radiation oncologists, urologists,
and palliative care professional IDlIs to generate insights
and inform hypotheses about MD segmentation

« Confirm segmentation model and key elements of value
proposition, positioning and messaging

DELIVERABLES
e Refined value proposition, positioning, messaging and

Understanding Motivations

From our research, we have a solid understanding of physician motivations and
basis for segmentation.

4 Distinct Motives

Professional & | Security Financial
Personal Rewards
Fulfillment

Being on the Professionally Lower cost of Practice growth
underlying physician segmentation model leading edge of  run practice practicing and higher
: . cancer care that's a leader in medicine at less reimbursements
. Detalled. customer pr-ofllles/personas for egch segment patient-centered personal risk
e Suggestions for modifying current marketing communications care

ACTIONABILITY/OUTCOME
* New value proposition, positioning, messaging, website
«  New templates for pitch decks and collateral
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For a Leading Duck Brand
Pop Up Community Case Study: Duck Prospects

Community members were “excited” about
the duck cooking assignment.

OBJECTIVE ﬁ§

Retail Path to Purchase Study

* Profile target duck buyers (demographic, attitudinal, needs, A& ol .
behaviors) and their path to purchase o -
* Understand how to motivate duck purchasers to purchase The in-store experience did not meet most
- - .
more often S, community members’ expectations
m  Most community members went to the store hoping to find fresh duck, and expecting to find
it in the fresh meat counter or case, near the other poultry. However, few found any fresh
APPROACH LA £ duck anywhere in the store
° Pop-up Community focused on shopping and Cooking ) m  Many saw only chicken in the poultry section, and were disappointed by the small selection
. L. . LS . Lindsey N of duck products
« Complete exercises / activities designed to reveal insights into —_— e
. . b - .
purchase drivers and barriers ] Myar 5. #0utofSight-OutofMind
no g ight:
DELIVERABLES insight: ‘ . N
The biggest obstacle to converting more Prospects and Occasional Purchasers is its
° Repor‘t descr|b|ng lack of mental and physical availability. Many simply forget about duck when planning
meals; others fail to purchase it spontaneously in the supermarket because they
Path to purchase and key influences don'tsee it
1 * Difficulty finding it i idered a bi disadvant f duck than its high t.
* Cha”enges and Opportunltles for enhanCIng the home . Wh(la(:'\uto);d :h;;gnleefi:((i):jp?;arz dffzrm:r?y\é::saugr’:\aeis\:/J:rrieda‘r\villsl bgaz(l):to
experience with preparing duck find it
« Opportunities to encourage repeat purchase CUTOF MERT UL DAGRAN
X . X Implication: Greater visibility of duck (on cooking shows, in cooking magazines)
° |nS|ghtS ”p|atforms" for deve|op|ng a Stronger presence at reta|| @ and greater consistency of presentation in store are important. Consumers need
. 7 wﬁ to be reminded that duck is a great choice, see it in store and know they can
Wlth pa rtners W & count on it being available so they can plan meals with duck in mind, as well as
X . . X L. X buy it spontaneously.
e |deation session with client, research participants and retail partners

ACTIONABILITY/OUTCOME
* Leveraged insights to expand distribution of duck at retail
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Fees, Expenses and Timing

Fees are quoted separately from software and sample
expenses, which are billed at cost with no mark-up.

These costs are fairly typical, though they can vary depending on the
complexity of the survey or frequency of waves.

Typical Project Costs and Timing
(Excludes Sample Costs)

“The refresh has been very well received by

Focus Groups (4) Individual Pop Up . :
Interviews (25) | Community/ retailers and consumers, and we are sharing the

learnings and how they drove us to the updates.

Bulletin Board
All good stuff.” — Jane Wasley, Head of Consumer

Professional Services $30,000 $25,000 $50,000

e Products, Healthy Pet

Software Cost 34,000 34,000 $4,000 Please thank your team for a job well done! The

Sample and Based on sample size and incidence groups were very helpful in understanding the

Incentives shoppers’ and pros’ preferences and more

Weeks to report 6 weeks 3-4 weeks 6-8 weeks importantly what they were thinking.” — Mindi
Trank, VP Strategy, Chute Gerdeman
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Give us a call!

Learn more about our qualitative insights or other

Judy Hopelain
offerings.

Managing Partner
jhopelain@puregravy.com

Brand Audits
 Strategic assessment
« Competitive reviews

Carol Phillips
Partner

Qualitative Research

* Individual interviews

* Focus groups

* Pop-up communities / Bulletin boards

cphillips@puregravy.com

Quantitative Research

 Customer tracking research

* Product concept tests

« Package tests

* Positioning development and validation

Martin Predd

Research Director
mpredd@puregravy.com
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