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Results SVI

SVIID:

Applicant #: 2016

CLARIFY OFIs

7

~
Comment ID: | OFI-1

Consensus Comment:

The applicant provides limited segmentation of customer satisfaction and engagement results by customer
group/segment as delineated in P.1b(2) or Fig. 3.1-2. There is limited evidence of results for customer
segments (engaged, lurkers, NYR) or for engaged customer segments (frequent , persistent, or occasional
purchasers). Without this type of information, the applicant may be missing opportunities for improvement
and innovation to increase market share or improve satisfaction and engagement. This may jeopardize the
applicant's market growth targets and strategic advantage of superior customer service.

Brief Summary:

Lack of segmentation in customer satisfaction and engagement.

Figures:

All

Poor Levels?: ( Yes @ No

\
>

List Adverse Trends:

Al

Figure

Adverse Trends Del

Notes (Adverse Trend Issues to Explore On-Site):

Add Adverse Trend

Y

\ Z
{ 3\
List Unfavorable Comparisons:
Figure Unfavorable Comparisons Del
Add Unfavorable Comparison |
Notes (Unfavorable Comparison Issues to Explore On-Site):
\ <
{ 3\
Identify Lack of Segmentation and Linkages:
Figure Lack of Segmentation and Linkages Del
All General lack of segmentation

Notes (Lack of Segmentation/Linkage Issues to Explore On-Site):

Add Segmentation/Linkage |

Look for segmentation of results by customer segments (engaged, lurkers, NYR) and sub-segments of engaged customers
(frequent, persistent, occasional)

List Figures With No
Updated Results:

AL
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SVIID: Applicant #: 2016
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List Figures With

Updated Results:

Describe Changes: | Updated results did not provide further segmentation.
\. Z
{ N\
Conclusions / Impact on Comments:

Comment ID: | OF|-2

Consensus Comment:

The applicant provides limited results of customer dissatisfaction. An overall dissatisfaction metric (Fig.
7.2-14) reports a percentage of total customer encounters, but, other expected results of dissatisfaction
such as customer complaints are not provided. While dissatisfaction has declined by approximately three
percentage points since FY2010, it is not evident what indicators, segments are included in the index.
Segmentation of results and additional indicators of dissatisfaction may enable the applicant to better
understand its performance with respect to key customer requirements and identify opportunities for
improvement, innovation.

Brief Summary:

Only one result in overall customer dissatisfaction. Lacking expected dissatisfaction results such as
customer complaints.

Figures:

7.2-14

Poor Levels?: ( Yes (@ No

\
>

\,
>

List Adverse Trends:

Figure

Adverse Trends Del

Add Adverse Trend

Notes (Adverse Trend Issues to Explore On-Site):

A

List Unfavorable Comparisons:

Figure

Unfavorable Comparisons ‘ Del ‘

AL
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SVIID:

Applicant #: 2016

Notes (Unfavorable Comparison Issues to Explore On-Site):

Add Unfavorable Comparison |

A

Y

Identify Lack of Segmentation and Linkages:

Figure

Lack of Segmentation and Linkages Del

Notes (Lack of Segmentation/Linkage Issues to Explore On-Site):

Add Segmentation/Linkage |

Y

A

List Figures With No
Updated Results:

List Figures With
Updated Results:

Describe Changes:

No additional results areas offered in update. Look for more results of customer dissatisfaction on site.

A

Y

Conclusions / Impact on Comments:

Comment ID: | OFI-3

Consensus Comment:

No segmented data, competitor information, or comparisons to industry benchmarks for social media
marketing were presented. Asan example, Fig. 7.2-12 (Social Media Connections: Howlookbook "likes")
gives results for only one of the six (Howlookbook, Witter, Zolp, Wekler, Meowsuite, and Witterdeck) social
media outlets and does not provide information about competitors or industry benchmarks. Lack of data
and comparisons may negatively impact marketing, market share, and customer loyalty and satisfaction.

Brief Summary:

Social media results are limited and lack segmentation, competitor or benchmark comparisons
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SVIID: Applicant #: 2016
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Figures: | 7.2-12
Poor Levels?: (_ Yes (@ No
\, <
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List Adverse Trends:
Adverse Trends Del

Figure

Notes (Adverse Trend Issues to Explore On-Site):

Add Adverse Trend

> <
List Unfavorable Comparisons:
Figure Unfavorable Comparisons Del
7.2-12 No comparisons
Add Unfavorable Comparison |
Notes (Unfavorable Comparison Issues to Explore On-Site):
Look for comparisons to competitors or industry benchmarks
> <
Identify Lack of Segmentation and Linkages:
Figure Lack of Segmentation and Linkages Del
7.2-12 Results are not segmented by customer group
Add Segmentation/Linkage |

Notes (Lack of Segmentation/Linkage Issues to Explore On-Site):

Look for segmented results

A

Y

List Figures With No | 7.2-12

Updated Results:

List Figures With

Updated Results:

Describe Changes:

updated results continue levels and trends but provide no further segmentation or comparisons

AL

Y

Conclusions / Impact on Comments:
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SVIID: Applicant #:

NEW DATA FOUND ON-SITE

{ R

New Data LeTCl Description Impact Del

Add New Data

NEWLY RECOGNIZED GAPS DISCOVERED ON-SITE

{ A

New Gap Description Impact Del

Add New Gap
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Add New Interview
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SVIID: 7.2-1 Applicant #: 2016

VERIFY STRENGTHS

4 N\
Comment ID: | STR-1

Consensus Comment: | The applicant has demonstrated its vision to be the #1 Internet-preferred activewear and shoe resource in
the nation. Overall customer satisfaction has increased from FY2010 through FY2016YTD and currently
exceeds that of each of its four major competitors and the Large IR/BS index comparison by four or more
percentage points (Fig. 7.2-3). Customer engagement (Fig. 7.2-8) during the same period has consistently
exceeded that of all of its major competitors and the Large IR/BS index comparison, and is at the Sratsa.com
Top 10% benchmark level. These results demonstrate success with delighting customers always.

Brief Summary: | Good-to-excellent levels, beneficial trends over six years, and favorable comparisons to competitors in
overall satisfaction with two product lines and customer engagement by competitor.

Figures: | 7.2-3
7.2-8

Good-to-Excellent Levels?: @ Yes (" No

\
>

A

List Beneficial Trends:

Figure Beneficial Trends Del
Add Beneficial Trend

Updated results for 7.2-3 show continued beneficial trends, but 7.2-8 has flattened slightly. Ask for the latest results on site for
further analysis of trends.

Notes (Trend Issues to Explore On-Site):

Y
A

List Favorable Comparisons:

Figure Favorable Comparisons Del

Add Favorable Comparisonl

Notes (Favorable Comparison Issues to Explore On-Site):

Updated results show continued favorable comparisons to competitors. Review site visit updated results to see if that remains
consistent.

Y
A

List Appropriate Segmentation and Linkages:

Figure Segmentation and Linkages Del

Add Segmentation/Linkagesl

Notes (Appropriate Segmentation/Linkage Issues to Explore On-Site):

Linkages remain through updated results and are not expected to change on site.

Y
A

List Figures With No
Updated Results:
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SVIID: Applicant #: 2016

List Figures With | 7.2-3
Updated Results: | 7.2-8

Describe Changes:

\
>

A

Conclusions / Impact on Comments:

Updated results indicate no change for comparisons, but if flattening of trend for 7.2-8 continues, consider whether the comment
needs to be modified.

>
Comment ID: | STR-2

Consensus Comment: | Service Recovery (Fig. 7.2-5: Customer Percentage Satisfaction with Return and Service Recovery) is a key
indicator for reclaiming customer satisfaction and loyalty, building on the core competency of
relationships. Due to a cycle of learning the service recovery increased from 89%in 2010 to 95% in 2015
due to the implementation of a new service recovery process. During the same period satisfaction with
returns increased from 90% to 95% by providing no-cost shipping labels and ensuring customer follow up
following each return.

Brief Summary: | Satisfaction with returns and service recovery has improved over six years due to new/improved processes.

Figures: | 7.2-5

Good-to-Excellent Levels?: @ Yes (" No

\
>

A

List Beneficial Trends:

Figure Beneficial Trends Del

Satisfaction with returns has improved from 90% to 95%, satisfaction with service recovery has improved

from 89% to 95%
Add Beneficial Trend

7.2-5

Notes (Trend Issues to Explore On-Site):

Review most up-to-date trends to see if they are still favorable

Y
A

List Favorable Comparisons:

Figure Favorable Comparisons ‘ Del ‘
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SVIID:

Applicant #: 2016

Notes (Favorable Comparison Issues to Explore On-Site):

Add Favorable Comparisonl

No comparisons

A

Y

List Appropriate Segmentation and Linkages:

Figure Segmentation and Linkages

Del

Notes (Appropriate Segmentation/Linkage Issues to Explore On-Site):

Add Segmentation/Linkagesl

No segmentation by customer group or product lines

\. <
{ '
List Figures With No
Updated Results:
List Figures With | 7.2-5
Updated Results:
Describe Changes: | Continued beneficial performance
\, <
{ N

Conclusions / Impact on Comments:

No impact unless on-site review reveals change in performance

-
Comment ID: | STR-3

Consensus Comment: | Customer engagement results demonstrate positive levels and trends in improvement over time. For
example, customer engagement levels exceed competitors’ levels and meet the benchmark (Figure 7.2-8);
Likelihood to recommend, key indicator of customer loyalty, has scored 97% for the past four years, just
short of the benchmark of 100% (Figure 7.2-10); and social media results shown in Figures 7.2-11 through
13 show that the applicant has grown their presence and engagement levels online. Overall dissatisfaction
has decreased from 8.5% to 6% since 2010 due to ongoing performance improvements (Figure 7.2-14).
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Applicant #: 2016

S

Brief Summary: | Applicant shows beneficial results in customer engagement, likelihood to recommend, social media results,
and overall dissatisfaction.

Figures: | 7.2-8
7.2-10
7.2-11
7.2-14
Good-to-Excellent Levels?: @ Yes ( No
\, <
{ )
List Beneficial Trends:
Figure Beneficial Trends Del
_71'1_8’ 10,411, Beneficial trends in all referenced results

Notes (Trend Issues to Explore On-Site):

Add Beneficial Trend

Look for updated trends in each result area.

A

'

List Favorable Comparison

s:

Figure

Favorable Comparisons Del

7.2-11,7.2-14 | Do not provide comparisons

Notes (Favorable Comparison Issues to Explore On-Site):

Add Favorable Comparisonl

Look for comparisons on

site

A

Y

List Appropriate Segmentation and Linkages:

Figure

Segmentation and Linkages Del

7.2-8,7.2-10,
7.2-11,7.2-14

Linkages remain the same

Notes (Appropriate Segmentation/Linkage Issues to Explore On-Site):

Add Segmentation/Linkagesl

If new results are discovered on site, assess segmentation and linkages.

A

Y

List Figures With No
Updated Results:

List Figures With
Updated Results:

Describe Changes:

7.2-8,7.2-10,7.2-11,7.2-14

No change to comment needed as a result of updates
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