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About our service : Three diagnoses package

Our service can quantitatively visualize the ways the company should to appeal “to whom,
what needs, and which methods” and manage loyalty in an integrated manner by
conducting 3 diagnosis: 5A, CX, and Perception. We offer the best diagnostic plan along
your target market and customer situation.
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01. Whose 02. What needs? 03. in what way - -
S5A Diagnosis perception diagnosis CX Diagnostics . -
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5A ideal form and four typological patterns

And the ideal pattern for this 5A is considered to be the bow-tie shape. This is the ideal
type proposed as a result of corporate performance and patterns studied in Philip Kotler's
research, which collected data from around the world. In a nutshell, this pattern shows
that all people who are aware of the brand will advocate it, and all people who like the
brand will act=buy it.
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5A Key Indicators PAR and BAR

By combining these 5As, a total of 11 indicators are created, and we provide diagnostic
information to each company or brand based on these indicators. Among those, the most
important indicators are “advocate” and “action,” with “aware” as the denominator.

B 5~ Diagnosis: Profitability visualization index (PAR/BAR)

Number converted
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(Indicator correlates to short-term "sales")
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. Perception diagnosis: 5A and perception
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= Functional advancement ®Famousness/Appearance ®Economy = Environmentally friendly Sociality

The results show that Axis 1 is important to get people to like the product=Appeal, but
Axis 3 is important to get people to actually buy it, while Axis 2 is important to get people
to advocate it. In many of the studies we have conducted, the key factors influencing each
appeal, action, and advocate have been the same in some cases and different in others.
This means that the market itself is a complex structure.
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What Perception Diagnostics can do

We will further analyze the market with a small number of factors and needs, but we can
also learn what exactly each of these needs refers to in terms of relationships, including
detailed survey items. For example, if there is a need for “luxury,” there are many possible
interpretations of what exactly luxury means. It may indicate “the product seems
expensive,” or it may indicate a positive state of being “worth more than the price.”
Perhaps it may even lead to an “old-fashioned” image.

. perception: consumer needs structure
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What the CX diagnosis reveals

Qur “SA Loyalty Diagnosis” CX diagnosis offers a solution to this difficult problem. Mainly,
the CX contact points before purchase (contact points between customer and company)
and after purchase can be investigated to visualize the best touch points. Thus, in terms
of pre-purchase, it includes all possible points of contact, from in-store, TV ads,
packaging, and digital email newsletters to social networking sites. Normally we have over
30 potential points of contact when researching CX points of contact. And for these 30
points of contact, the tool is designed to quantitatively demonstrate, for example, when
we want to improve the image of my company, which contact point should we use? which
contact point is the most efficient when we want to increase purchases? which contact
points are the most effective when we want to strengthen long-term brand loyalty?
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