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Voice-of-the-Customer

If wee weere to describe in the most fundamental way what Junicon
doesz, it would be anything and everything that starts from direct
one-to-one input from your hospital-based customers around the
sorldd.

Tothiz, we add market data, close client interaction, objective,
cutting-edge analyzis and strategic recommendations. This is what
wee call Information to insight®. In this nevwsletter, we are pleased
tointroduce a few ways inwhich this works.

SOZ can bridge the gap between Marketing and RED | defining
product concepts and design reguirements up front, and enakbling
market-informed fitering of internal initistives.

One recent trend wwe see in our YOO programs is more direct
client involvement. Clients may choose to attend customer
interviewys with Uz, or conduct & portion of irterviews on their
oven fallowwing our training and support zessions. One reason for
thiz iz the learning that client teams can do by seeing facilties and
customers with their own eyes, padicularly in new marketz, Cther
benefits may include staff training and budget savings.

Junicon will be happy to develop a customized solution for your

research needs.
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Sabrina Tam Joins San
Francisco Office

Sabrina Tam iz a native of Hong Kong
and originally came to the States as
an exchange student in 1993,

Sabrina graduated from California
State University, Hayward in 1995
and went directly onto earn an MBA
in Marketing and International
Buziness from the University of
South Caroling in 2000,

She brings to Junicon & broad range of experience in market
rezearch methodologies inchuding competitive analysis, pricing
zenzsitivity measurement, concept asses=ment, branding and
customer satizfaction. Sabring is fluent in Cantonese and English
and conversational in Mandarin.

Junicon Introduces Carbon
Offset Program

Freguent travel for client meetings and field research is an
unavoicable part of our work, but this travel obviously contributes
to carbon emiszions and the relsted effects on our environment.

Since January of 2008, Junicon iz wwarking with the Swizs
non-profit arganization My Climate swwaw meyeclimate org, purchasing
Carbon Offzet Certificates for all travel sworldwide.

Click heare for a print-friendly POF warsion
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Health Economics

heeting customer requirements doesn't lead to improved
business resultz unless there is purchaszing intert and
ahilty. Junicon takes the next step to develop the economic
caze for your product or service offering.

Thiz iz a =everal step process beginning with a pilot phaze
of opinion leader intervieves to understand current practices
and the full list of variables that impact the economics of that
practice.

Junicon then develops with the client a concept for
evaluation in the wider marketplace . With this, we are ahle
to test the financial implications of changing products ar
behaviors and idertify the most intuitively robust economic
arguments for the client to make in launching the product or
SEFVICE.

With many unknowvwns about future behavior, and witkh
multiple parameters and hundreds of variables, our Morte
Carlo analysis identifies thoze that will really move the
needle in favor of purchase intent.

Customer Requirements
Analysis

Projects often include defining the relative importance of customer
requirement= at various stages, including news product
development, next generation development, competitive positioning
and customer satizfaction improvement intistives.

Junicon uses systematic methods to predict changes to overall
zatizfaction and busziness results based on whether a product ar
service succeeds or fails to meet spoken and unspoken customer
expectations.

Oneapproach iz Kano's Method, which clazsifies product or
zervice features into four categories:

1. Must-be included

2. Desirable — more iz better

3. Exciting —the "wowe" factor, and
4 Indifferent — "wwho cares?"

Junicon alzo wWilizes several different forms of Conjoirt J Trade off
Analysis. Conjoint analyzes how customers make their decizions,
and predicts how these decisions will be made in the future based
on changes in the levels of certain product attributes. This can be
done via a full profile card-zort exercize, which iz useful for
in-persan interviewing.

Another method iz Discrete Choice Modeling, where the
respondent chooses 1 product (or none) from among 3 in & series
of 20 choice tazks. Thiz iz effective for on-line interviewing,
zelf-completion gquestionnaires or telephone implementation.

We alzo use & hyvbrid choice exercize with preference ratings
called Adaptive Conjoint using Sawtooth Software. This generates
a zeties of tasks where the reszpondent indicates their level of
preference for Product A or Product B ona scale of 110 9.

Any of these approaches vields concrete results about whist
product and service attributes must be achieved, and at what
level, to meet customer expectations and compete effectively.
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