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Delivering the Power of Insight

Over the past ten years, the retail landscape has changed and continues to evolve, as
traditional ‘bricks-and-mortar’ retailers have come under increasing threat from the
emerging e-tailers. Internet retailing in the UK has seen a growth of over 5000% since
2000. The current economic climate has only added to the problems retailers have had to
face up to. However, retailers have survived by adapting to these factors and embracing
multi-channel retailing.

Vi sion One Research is one of the UK’
research and planning solutions. Directors, Tony Lewis and Jas Gidda, have extensive retail
experience working for a number of leading High Street retailers. We recognise that any
success will come from a real and deep understanding of your customers and appreciate
theimportanceofd el i vering i nsights whiineh .wi | |

Since inception, Vision One have been working with some of
the leading and most exciting retailers on the High Street,
online and via mail order - developing innovative
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methodologies to address the ever increasing complexity of

_ the UK retail market.
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At the heart of our philosophy is the need to understand

molhercdreE your customers. Intelligent research is knowing that what
m‘;“ - people say is sometimes different to what they do! We
Om

deliver research solutions which lead to actionable insights
Our Approach

and findings to inspire and give you the competitive edge.

At the heart of our approach is to not only understand but also to examine the customer
journey. Identifying missions, process and triggers (whether online or in shops) is critical in
gaining a deep understanding of customer needs.

We recognise that for many, shopping is a largely sub-conscious process - driven by habits
and processes that have evolved over time. Observation and eye-tracking approaches play
an important part in our armoury of techniques to better understand your customers and
their shopping behaviour.
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As well as using traditional qualitative and quantitative techniques such as accompanied
shopping trips, depth interviews, pop-up surveys and exit surveys, we also use advanced
eye-tracking technologies, i-Vision, for monitoring in-store behaviour along with computer
based (online) eye-tracking for optimising online behaviour.

Whilst online and traditional retailing require differing research techniques, they share
similar customer journeys in the sense that they can both be split into two distinct phases:
pre-visit and during the visit (e.g. in-store or online).

Pre Visit

At Vision One we use a humber of approaches to
lifestyle and attitudes, and to uncover their missions and need-states. We use investigative
qualitative research, encompassing: groups, in-home depths, diaries and audits (including
video diaries) and a variety of ethnographic techniques. We have a range of quantitative
methods using telephone, face to face and online.

Our services include BrandVision - our innovative brand
evaluation approach. Built on a philosophy around the
science of successful brand leaders and what makes brands
great. Aimed at brand owners who recognise the
importance of their brand, BrandVision explores who the
market leaders are and how specific brands can strengthen

their position and leadership.

In Store/Website

Once in store, or online, there are key measurements and metrics required in order to fully
understand their experiences and interactions with products, POS and brands.

We have developed a unique approach to measuring shopper
experiences, Brand Experience Evaluation System. BEES is a
proprietary research approach which has been designed to
provide the retail and leisure industry with a thorough
i nvestigation and assessme
experience. It is not just about the environment, customer
service and product/activity it is about understanding thoughts,

emotions and sensations that customer experience.

Using unique questioning techniques, BEES goes beyond traditional exit and brand track
surveys and engages with the emotions that are driving behaviour. The methodology
combines a mix of both entry interviews, to measure expectations, and exit interviews, to
measure actual experience.
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Understanding how the consumer interacts with your product or
communications is critical in ensuring its success. Yet traditional
forms of research and testing only tell part of the story. i-Vision,
Vi si on On e’ -sackiagutecin@ogies bringseaynew
dimension to product testing, website design and usability, POS

(point of sale) and brand communications.
(Both the BEES and eye-tracking brochure can be downloaded from our website www.visionone.co.uk).

Our suite of internet survey tools uses state-of-the-art technologies to provide cost
effective pop-up surveys, email surveys and to develop bespoke online panels. Our pop-up
survey’s can now append which pages th

Developing Unique Solutions

As customers become more demanding and the retail environment becomes more
complex it is essential that retailers evolve researchtomeasur € ‘'t he now’
rather than the past. Vision One, since inception, has been using our retail experience to
develop solutions to address the complexity of the retail environment.

The* hawathd directors manag efromprbjectinegienct s
fieldwork and analysis to final presentation. We are constantly thinking of new and better
ways to conduct research and to provide our clients with the insights and
recommendations that will breed success.

Overviews of some of our approaches have been covered; contact us to find out about
some of our other approaches including:

I Virtual Shopper —our innovative mystery shopping programme

I TotalRecall —the multi-faceted and highly cost-
effective way of evaluating customer service and t
conducting customer satisfaction surveys including:

©
e recall

customer service centres and post-call customer
feedback, retail outlet performance evaluation,
customer satisfaction surveys and can even extend

to large scale multilingual surveys
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About Vision One

Vision One Research is a leading and innovative independent full service research company
delivering quality research and planning solutions across a wide variety of sectors. We
specialise in retail and shopper behaviour and undertake all aspects of qualitative and
quantitative research and also provide analysis and consultancy services.

Vision One Research operates a quality management system. We are members of the
Market Research Society (MRS) - MRS Company Partners, which provides reassurance to
clients of our commitment to quality and adherence to the code of conduct of the MRS.
Vision One Fieldwork is ISO 9001:2000 and I1SO 20252:2006 accredited.

MRS

COMPANY PARTNER

In addition, Vision One is committed to meeting the requirements of:

- UK Data Protection Act 1998

- European Directive EU 95.46/EC

- ICC/ESOMAR (The World Association of Research Professionals)
- International Code of Marketing and Social Research Proactive

Vision One is dedicated to superior quality research and is continuously looking for new

ways to I mprove. As part of this prog
project we do. For the past two years, since tracking began, we have managed to achieve a

remarkable 100% satisfaction with all our clients.

Feel free to contact us for more information on retail research or to discuss any other
research requirements.

Telephone 0207 692 0702 (Please ask for Tony Lewis, Director or Jas Gidda, Director)

Post 85-87 Bayham Street
Camden Town
London, NW1 OAG

Email retail@visionone.co.uk

Web www.visionone.co.uk

Vision research
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