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BUSINESS INTELLIGENCE SOLUTIONS - CASE STUDIES

Large Restaurant Chain tests New Concepts

A multi unit restaurant chain with 430 restaurants across 20 states checks the acceptance of new
product concepts which are planned for launch once every year. They take feedback on the
following areas for a set of ten new concepts planned for launch.

Purchase intent

Characteristics of the concept

Name being appropriate for the planned product
Appeal of the product

Value and Pricing

Probable purchase frequency

Al

The ten concepts are displayed as an image which has the proposed product image, its description
and pricing.

Respondents are first screened to get customers who frequent similar restaurants and order similar
products. Then the screened product images are displayed for the respondent to read through. A set
of 5 to 6 specific questions are asked which gauges the overall acceptance of the product based on
parameters mentioned earlier.

Survey is completed within a week and the client is able to view results as and when the
respondents are attending the survey real-time. Within 15 days of the launch of the study the client

is able to determine which concepts got the widest acceptance.

Large Convenience Store Chain tests New Uniform Acceptability

One of the largest convenience store chains in the world is about to launch a new set of uniforms for
its staff across its 32000 odd stores. A two pronged approach to the objective ensures that the survey
is administered on both employees & customers alike. The first segment of the survey focuses on
consumers. The respondents are screened to focus on those that have visited any locations with the
purpose of purchasing items and products other than gasoline. The second segment consists of
current employees of the store.

Respondents are shown images of uniforms in two sets. One set shows the shirt and the second set
shows the options of pants with the shirts. Respondents are asked about their —

1. Overall liking

2. Characteristics of the uniform

3. Ranking of various options shown

4. Reasons for liking a particular uniform

The survey is attended by a total of 800 respondents equally divided between employees and
consumers. The consumers are identified from the general public whereas the employees are sent

WWW.ZCGDI‘ObC.COI’n




=Probe

wneid baligenie

invitations by email to attend.

The survey finishes fielding in 4 days and the client is able to look at the most preferred uniform
and reasons for it within 10 days of the launch of the survey.

Large Financial Institution reviews its Unit Level Performance

A global financial wealth management firm which is also an award winning global investment bank
and premier asset management business wanted to assess its multi level sales force across the US on
sales performance and on customer service levels.

Survey was conducted on customers of this premier institution where online invitations are sent to
e-mail ids of the customer database. Customers were asked questions on various aspects of a sales
call like —

Greeting and attitude

Cross-selling and Up-selling

Product knowledge

Needs analysis of customer and listening skills
Relationship building

After sales support

SN

All these parameters were measured on a 10 point scale and the results were available online real-
time. These were compiled for a branch manager by averaging the scores of all the agents working
under each manager.

While the survey was live the sales performance of each sales person was evaluated and
downloaded on to excel documents. The sales performance along with the customer service
parameters were used to assess and rank each and every individual sales person and also the team as
a whole.

The survey also asked the respondents if the sales persons had certain attributes which the company
wanted to use to inspire its team. In the final results discussed during the performance review of
each sales person and the manager, they were also shown the strengths and weaknesses and areas
for improvement.

The results were available in excel which were then incorporated in PowerPoint for presentation
purposes. Each sales person and each manager had their own individual results in excel and

PowerPoint.

International Hotel Chain Assesses the Quality of its Breakfast

One of the leading international hotel chains with over 3700 hotels spread across 100 countries tries
to assess the quality of its breakfast spread and compare it with other leading competitors.
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The hotel chain conducts a survey on people who have had breakfast at their restaurant by placing
an interviewer at the restaurant who approaches the people as and when they leave the restaurant.

The questionnaire asks the respondent about various parameters which include —

Satisfaction on the size of menu
Quality of food

Quality of service

Cleanliness

Ambience and atmosphere
Employee conduct and service
Overall value proposition

NV AE BN

The survey also tries to find out if the respondent has visited any similar restaurant from a list
presented to them. On identifying the restaurants that they have visited a comparison is made on the
same parameters.

This survey was conducted in 22 markets of the United States. The results were entered into the
system on a daily basis and online reports were available for the clients to view as and when

required.

Though this survey was conducted manually, technology enables it to be done today on online
handheld devices which simplify and speeds up the process immensely.

Leading Multinational Coffee Chain Profiles Coffee Drinkers

A multinational coffee company established more than 30 years back with presence in 40 countries
and a chain of more than 6000 company operated stores and another 3500 licensed stores profiles
coffee drinkers across the globe. In order to boost its efforts of increasing awareness amongst coffee
drinkers and to understand the performance of its existing stores this company decides to conduct
online surveys to reach out to the right segment.

The survey is conducted in multiple countries where the respondents are first screened to get the
people who have the habit of drinking similar products as being sold by the client or by taking the
people who have atleast visited similar stores.

Subsequently the respondents are profiled and categorized as ‘A’, ‘B’, ‘C’, etc., based on ownership
of products like —

Water heater

Car

Floor type

Number of rooms in the house

Toaster, Vacuum Cleaner, Washing Machine
VCR, Microwave, Computer

AN
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The respondents are then asked about their coffee drinking habits like what is the time of the day
during which they have coffee or visit similar stores. Respondents are also asked about the quantity
of coffee they take on a regular basis and the type of stores they visit. The ratio of drinking coffee at
home, at office and outside is also determined.

The respondents are subsequently asked about their experience during their last visit to a similar
store where the following are assessed —

Brand Awareness

Attributes associated with each brand

Awareness of location of client store

Country in which the client store was visited

Frequency of visits

Number of people accompanying the respondent during the visit
Amount spent during visit

Purpose of visit

Reasons for the respondent to choose a particular location

WO WD =

The respondents who have not visited the client store or a related store are also screened to
understand the reasons why they have not visited.

The survey finished fielding in 4 countries within a month and the results were available for action
within 45 days from the first day of fielding.

Worlds leading technology company measures the Awareness, Consideration & Preference
metrics

Worlds leading technology company with presence in more than 170 countries conducts tracking
study twice every year with the objective to measure Awareness, Consideration & Preference
metrics for itself and its major competitors. It also intends to determine what aspect of the customer
experience moves the customer from awareness, to consideration and then to preference. This also
would serve as a baseline performance scorecard measure of its product awareness, consideration
and preference at the customer level.

The study is conducted in 34 countries an in 28 languages. The entire study is conducted on the web
with samples being provided by multiple sample providers.

ZeeProbe contributes to the entire process by programming the study in all the languages and
ensures that the client is provided with an online real-time report. The survey also goes to the same
country with multi language options as well. The client is able to download ASCII format data and
data layout as and when required from the online reports. ZeeProbe also sources samples from
samples providers (12 in all) to ensure that the exact number of completed interviews is provided in
all the countries.
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The study lasts for two months with a total hit of more than 225,000 respondents and 28,000
completes. This study is repeated twice every year for the past four years.

National Upscale Retailer needed to improve Employee Morale and Retention

Leading national upscale retailer felt the need to increase their service levels at their department
stores and quickly found that employee morale and retention was not where they wanted it to be.
Turnover was high and department store managers and regional zone managers needed a way to
effect change.

A survey was designed with our help to probe the employees around the country to ask specific
questions revolving around the following:

e Work environment

e Job satisfaction

¢ Vacation and sick policy

e Dress code

¢ Employee relations

e Health benefits

e Retire plans

e Morale,

e Team work

e Recognition

e Work hours

e Supervision and direction

e Compensation and bonus schemes

e Decision making authority to service customers and solve complaints
e Training, resources and tools for effective job performance
e Contribution in decision making

e Company culture

e Other

We facilitated the distribution to a sample of 32 department stores around the country. We collected
the data from 450 respondents and made it available with different access levels to the corporate
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office, regional zone managers and department store managers within 2 weeks of the survey going
live.

Depending on the access level of employee, they could run to see trends and uncover issues in
certain department stores locally or regionally and national level macro issues that required policy
shifts globally.

Leading Worldwide Marketing and Advertising Agency conducts print advertising
effectiveness

The world’s largest and most celebrated media company with presence in 67 countries decided to
provide a value added service to its clients by assessing the effectiveness of its print ads. The
feedback would include specifics on ratings of various ads in various magazines and in various
sizes as well as positions. The reports would provide feedback on the top of mind recall. Ads ranked
by action taken, Ads ranked by Ad Recall Indices along with a general demographic profile of the
respondents.

The online survey was sent to respondents from the general population showing them images of ads
which were released in magazines. Each survey would be for one magazine. The company focused
on getting feedback on close to 50 magazines running 50 surveys every month. For all the ads
which respondents would remember, further questions were asked about the action he/she took after
seeing the ad and if they could recognize the advertiser as soon as they saw the ad. Some of the
questions that were put across —

1. Would they gather more information after seeing the ad?
2. Would they visit advertiser’s website?
3. Would they visit a store or dealer for more information?
4. Would they keep the ad aside for later reference?
The respondents were also asked —
1. If their opinion about the company/product would be more favorable after seeing the ad?
2. Would they recommend its product or service?
3. Would they purchase the product or service?
4. Would they consider purchasing the product or service in the future?

The respondents were also profiled and feedback tabulated to see the difference in various
parameters based on age, gender, employment status and education.

An automated system was put in place where all the ad images would be uploaded by the client to a
portal and the survey programmers would be able to direct the survey pages to the respective ads as
and when they were asked. This resulted in drastic reduction of time ensuring that the surveys were
over in 5 days from start to finish. The client could access the reports from a portal through a
password protected system.
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Billion Dollar Consumer Packaged Goods Company Tests Food Concepts

A global manufacturer and marketer of high-quality, brand name products for consumers
throughout the world conducts Concept studies and tests on various national product launches. In its
efforts to introduce the most widely accepted products for the most successful launches, the client
company designs concepts through the year and promotes them to potential customers through
online market research surveys.

In the brief 15 minutes survey each respondent is asked a set of 20 — 25 questions. They are shown
images of various food concepts and also given the details of the ingredients. Each respondent is
requested to rate the concepts being shown on the following —

1. Purchase Intent generated by the concept
2. Overall Liking of the concept

3. Uniqueness of the concept

4. Purchase Frequency potential

Each study analyses close to 10 concepts of a single category/brand. The concepts are then rated
based on each of the points mentioned above. The concepts displayed to the respondent also contain
a ‘Control Concept’ which happens to be an existing fast selling product in the market. This helps
the client in comparing the performance of the new concepts with the one which is doing well in the
market.

Over a year the company tests more than 150 concepts and makes a list of all the concepts to be
compared on various aspects. This exercise helps them determine the specific concepts which
would not only do well in the market but might outperform a few of their core products.

The 150 concepts are tested utilizing close to 20 different surveys with each survey taking less than
a week including questionnaire design, programming, fielding and online report submission.

FINANCIAL & PERFORMANCE INTELLIGENCE - CASE STUDIES

Large National Franchisor

A fast-growing franchisor wanted to help franchisees shine the light on profitability and cash flow.
They had certain data maintained centrally but it was only a small part of the financial picture. The
partial picture, together with difficulty reporting on the data, created a disconnect when it came to
helping franchisees continue to improve profitability and cash flow.

We worked closely with the franchisor to identify the key drivers of profitability by using actual
franchisee results as the starting point. One very unique use of that data was to create an interactive,
web-based dashboard model of profitability. Franchisees can easily see what improvement in a
particular area means to their bottom line without ever entering a single number. A wonderfully
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received approach to involving and educating franchisees who are not financially oriented.

Franchisee financial statements are now imported electronically (no more faxes or manually entered
data) and mapped into the franchisor common chart of accounts. Other non-financial and
operational data is also imported electronically, combined with the financial data automatically, to
create the key performance indicators and success metrics used for benchmarking, ranking, and
comparing franchisees in the system.

With the new solution, support personnel and franchisees can easily create cash flow projections to
answer the all important question every franchisee must be able to answer “What do I expect my
cash balance to be over the next six months”? This new capability helps the franchisor and the
franchisee see what lies ahead so opportunities or challenges can be addressed in advance rather
than after it is too late.

Now they have a fast and easy way to put the focus on those key performance indicators that
drive financial success in their system. Now they have the ultimate focus and accountability
tool to continue their rapid growth and continue to educate and motivate their franchisees to
higher and higher levels of financial success.

Leading Retail Business Services Franchisor

A well established franchisor has in their franchise agreement and system standards to collect
financial statements from every franchisee every month. These financial statements were coming in
manually via fax and were in various different formats. That made it very difficult and time
consuming for the home office and their support personnel to analyze the information and provide
any feedback.

We were able to solve the problem by customizing a software tool for their business model. Each
franchisee was able to export their data out of their accounting system and upload it electronically.
The software maps the franchisee data to a standard chart of accounts and the results were instantly
available to the home office and field support personnel. Now actual financial results and key
performance indicators could be used to provide support and guidance for franchisees.

As a result, the home office and locations were able to accomplish the following:

o Key performance indicators and ratios automatically calculated. Allowed visibility into
trends from month to month, quarter to quarter, year to year etc.

» Dashboard views were incorporated to proactively monitor and manage the key performance
measures.

e Monthly and year to date financial performance and productivity results were compared to

budget instantly with ease. Before this implementation, budgets were submitted separately
and there was no easy way to compare actual performance with the budget.
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« Allowed instant comparisons to general industry benchmarks.
« Enabled comparisons with the profit leaders instantly.

o Cash flow projections were made simple and meaningful.

* Allowed for easy valuation of the business at any time.

» Enabled easy data compilation for UFOC Item 19.

Large Retail Franchisor

Here is how one franchisor described our unique solution to their franchisees “This software gives
us the opportunity for the first time ever to provide you with comparisons, rankings, and
benchmarks on all the key performance measures that drive profitability and cash flow in your
business. You will see your results compared to other locations and franchisees so you can see
exactly where you stand. Everyone’s financial data will be in a common format so you have easy-
to-understand, apples-to-apples comparisons.”

We provided them with outstanding comparison and benchmarking capabilities. Multi-store owners
have the added benefit of being able to do detailed comparisons on their own stores. This is a strong
feature for motivating store managers and others on the franchisor and franchisee team.
Benchmarking and ranking each store on the key performance measures will create visibility and a
spirit of performance and excellence that will drive results (and make managing multiple stores
easier).

They were very impressed with the powerful features of the software including:

o The software was customized to their business model.

e Financial performance across the system was electronically mapped to their common chart
of accounts so comparisons were consistent.

e Benchmarks and rankings by type of store (downtown, suburban, etc.), age of store, size of
store, type of market, population, etc.

e Historical trends and drill down capabilities made it possible to better understand and
manage results.

e Ability to create cash flow projections easily and answer basic questions like: What happens
if I hire a manager? Can I make the balloon payment on my debt coming up? Can I add a
new location? What impact will moving or remodeling my store have on my cash flow?

Now they can finally bring the key performance measures and detailed financial results from across
the system to their franchisees in an easy-to-understand, clear, and consistent format.

WEB SOLUTIONS - CASE STUDIES
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Leading Franchise Social Networking and News site needed a better and more reliable
provider

A leading franchise community social network site with members and guests who report franchise
news was not getting adequate and dedicated support needed from its current provider with the
tremendous growth in traffic and membership. The site is built around social media software and
portal.

While looking for another provider they discovered the capabilities of ZeeProbe. Our team was able
to create a demo of their platform within a couple of days that had taken their previous
programmers close to a year of daily effort to build. As portal design and maintenance was
transferred to ZeeProbe, our team worked around the clock that defined the process and deadlines
that has made the transition seamless. We are providing a project manager, a dedicated technical
staff and 24/7 support.

We work for the following enhancements:

1. Better tracking and reporting of site visitor traffic

2. Search engine optimization to result in increased traffic
3. Better functionality and ease of use

4. Overall change to the look & feel of the site

Our goal in this case and for all our clients for all our services and solutions is to be a true business

partner and provider of value relying on the elements of trust, relationship, reliability, creativity and
talent.
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