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| Section 4: Customer Relationship Management

Listed below are statements that relate to your customer relationship management process. Please read each statement
and indicate the extent to which it characterizes your corporation overall by circling the appropriate number. Please
note the change in answer format from strongly disagree/agree to contrasts.

A. Customer Knowledge Process: For the following questions on Knowledge Process, please answer with

respect 1o your current customers.

We rarely meet our customers to learn
their needs for new products.

We rarely use marketing research
procedures to gather customer
information.

We casually process and
analyze customer information.

Information from customers is barely
integrated in new product design.

We rarely study our customers”
operations for new product ideas.

B. Competitor Benchmarking

We rarely search and collect
information about our competitors’
products and product strategies.

We casually analyze information
about what products the customers of
our competitors purchase.

We seldom investigate what
radical new products our competitors
have or will have on the market.

Information about competitors” current
and potential products is scarcely
integrated as a benchmark in our
product design.

1 2 3 4 5  We regularly meet our customers to

learn their needs for new products.

1 2 3 4 5  We regularly use marketing research
procedures to gather customer
information.

1 2 3 4 5 We systematically process and analyze
customer information.

1 2 3 4 5  Information from customers is fully
integrated in new product design.

1 2 3 4 5 We regularly study our customers’
operations for new product ideas.

1 2 3 4 5 We regularly search and collect
information about our competitors’
products and product strategies.

1 2 3 4 5  We systematically analyze information
about what products the customers of
our competitors purchase.

1 2 3 4 5  We continuously investigate what
radical new products our competitors
have or will have on the market.

1 2 3 4 5 Information about competitors’ current

and potential products is fully integrated
as a benchmark in our product design.
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Section 4: Customer Relationship Management — continued

|

C. Lead User Collaboration

Lead users are those customers, both current and potential, whose present strong wants and needs will become general
in the marketplace months or years in the future. You may also consider lead users to be experts and opinion leaders

due to their advanced product knowledge and use.

Strongly Strongly
Disagree Agree
We actively seek to identify customers that are considered experts in the uses and 1 2 3 - 5

functions of our products.

We rarely contact lead users for their input on new product ideas.

Working with lead users has allowed us to better understand the needs of our 1

other customers.

(&
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Section 5: Organizational Structure and Culture

Listed below are statements that relate to the structure and culture of your corporation. Please read each statement and
indicate the extent to which it characterizes your corporation overall by circling the appropriate number. Please note

the change in answer format from strongly disagree/agree to contrasts.

A. Organizational Structure

In general, the management philosophy in our corporation favors...

Highly structured channels of
communication.

Highly restricted access to important
financial/operating information.

A strong emphasis on giving the most say
in decision making to formal line
managers.

A strong emphasis on holding fast to
current management principles despite
changing in business conditions.

A strong emphasis on always following
formal procedures.

Tight formal control of most operations by
means of advanced control and
information systems.

A strong emphasis on close adherence to
formal job descriptions.

v

v
2

v
3
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Open channels of communication.

Free-flowing access.

A strong tendency to let the experts
have the most say, regardless of formal
line of authority.

A strong emphasis on adapting freely
to changing business conditions.
A strong emphasis on getting things

done regardless of formal procedures.

Loose informal control.

A strong tendency to let the needs of
the situation define on-job behavior.



Section 5: Organizational Structure and Culture — continued ]

Some companies have separate organizational units dedicated to innovation activities. Depending on the size of your
corporation, a unit can be a strategic business unit (SBU) or division, functional department (e.g., R&D, Engineering,
ete.), or product development team.

To a Very
Not at All Great Extent
Radical product innovations are developed by separate organizational units (i.e., 1 2 3 4 5
SBUs, divisions, departments, teams).
Incremental product innovations are developed by separate organizational units 1 2 3 + 5
(i.e., SBUs, divisions, departments, teams).
B. Organizational Culture

To a Very
In our corporation, managers generally... Not at All Great Extent
Set challenging/aggressive goals. 1 2 3 1 5
Issue creative challenges to their people instead of narrowly defining tasks. 1 2 3 - &
Give everyone sufficient authority to do their jobs well. 1 2 3 4 5
Evaluate employee based on rigorous measurement of business performance 1 2 3 4 5
against goals.
Hold people accountable for their performances. 1 2 3 4 5
Devote considerable effort to developing subordinates. 1 2 3 4 5
Treat failure in a good effort as a learning opportunity, not as something to be 1 2 3 4 S

ashamed of.

Section 6: Your Environment

Please read each statement and indicate the extent to which your company collects information to remain abreast of
changes in your environment. -

Never Frequently
Economic trends 1 2 3 - 5
Demographic trends 1 2 3 4 5
Technology trends 1 2 3 4 5
Political trends 1 2 3 4 5
Regulatory trends 1 2 3 4 5
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Section 6: Your Environment — continued |

Please read each statement and indicate the extent to which it characterizes your industry environment.

Strongly Strongly
Disagree Agree
Customers’ product preferences/requirements change quite a bit over time. 1 2 3 4 S
We are witnessing demand for our products from customers who have never 1 2 3 - 5
bought them before.
New customers tend to have product-related needs that are different from those 1 2 3 4 5
of our existing customers.
The technology in our industry is changing rapidly. 1 2 3 4 5
It is unlikely that today’s technological standard in our industry will still be 1 2 3 4 5

dominant five years from now.

Technological breakthroughs contribute to the development of new product ideas 1 2 3 4 ]

in our industry.

Our competitors are constantly changing their product features. 1 2 g 4 5

Our competitors are constantly changing their sales strategies. 1 2 3 4 S

New competitors are entering our industry. 1 2 3 + 5
== Section 7: Firm Performance |

Please estimate the following firm performance indicators over the past 5 years relative to your competitors.

Much Worse Much Better
Return on assets 1 2 3 4 5
Market share 1 2 3 4 5
Sales growth 1 2 3 4 5
Return on sales 1 2 3 4 5
Profitability 1 2 3 4 5
Return on investments 1 2 ) 4 3

How many employees (in terms of full-time equivalent employees) does your organization currently employ?

Less than 100 2000-4999
100-499 5000-9999
500-1999 >10,000

8
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THANK YOU FOR YOUR THOUGHTS AND EFFORT

Please check your present title: CEO/President
Vice President of Marketing
Other (Write-in

Do you wish to receive an executive summary of findings and benchmark report? Yes

If there is anything else you would like to tell us, please use the following space for that purpose.

We appreciate you taking the time to assist us in the valuable research. Again, thank you!

Janet K. Tinoce
Department of Marketing
College of Business Administration
University of Central Florida
P.O. Box 161400
Orlando, FL 32816-1400
407-823-3891 (Fax)

The format and content of this questionnaire are not intended to express or reflect
the opinions of or any official policy of the University of Central Florida.
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University of

Central Department of Marketing
Florida

August 22, 2006

Mr. David Gische

Microlog Corp.

20270 Goldenrod Ln
Germantown, MD 20876-4070

Dear Mr. Gische,

I am a doctoral candidate in the department of Marketing, College of Business Administration, University of Central
Florida. I am writing to ask your help in an academic study on product innovation in technology. This study is part
of a three-year doctoral dissertation effort to better understand the influential nature of business processes on
innovation strategies, particularly on the strategic choices of exploring new product-market domains through state-
of-the-art technology, exploiting current product-market domains through incremental technological improvements,
or simultaneously pursuing both. Furthermore, this study examines the ultimate firm performance impacts when one
or both strategies are pursued.

As an engineer and former technical manager in the high technology sector, I fully understand the challenges to
developing and marketing high technology products. As a result, this dissertation research has been carefully
crafted with both academic and practical implications in mind. However, my research will fail without input from
industry executives such as yourself that are involved in guiding the firm through product innovation strategies,
strategies that have short-term and long-term performance implications for the firm.

As a doctoral student, my research funding is severely limited; hence the success of my endeavor depends heavily
on your response. As a token of my appreciation for your assistance, I will gladly provide you an executive
summary of my findings with a benchmark report developed specifically for your firm. To receive a copy, simply
check the box located on the last page of the survey.

The enclosed survey has an identification number for mailing purposes only. When you return your survey, your
name and firm will be deleted from the mailing list. You will not be contacted again. All of your survey answers
are treated as completely confidential. No company-specific or individual responses will be disclosed. Although
not necessary, non-disclosure agreements can be signed when requested.

I look forward to your response. Please mail your completed survey in the enclosed stamped envelope or return it
by fax to the number below. If you have any questions or comments about this study, please contact me at
jtinoco@bus.ucf.edu or 407-758-7394 (cell). Thank you very much for helping me in this effort.

Sincerely,

o, T

Janet K. Tinoco

Doctoral Candidate in Marketing
University of Central Florida
College of Business Administration

College of Business Administration
4000 Central Florida Blvd. * Orlando, FL 32816-1400 « (407) 823-1409 » FAX (407) 823-3891

An Equal Opportunity and Affirmative Action Institution
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University of
Central Department of Marketing

Florida August 29, 2006

Last week a survey was mailed to you seeking your executive input with respect to business process
impacts on product innovation strategies.

If you have already completed and returned the survey, please accept my sincere thanks and
gratitude. If you have not, I would very much appreciate if you can do so as soon as possible. My
research will fail without input from industry leaders such as yourself.

If you did not receive a survey or if it was misplaced, please contact me at jtinoco@bus.ucf.edu. I will
send another to you immediately.

Sincerely,

Janet K. Tinoco
Doctoral Candidate
Department of Marketing, UCF

College of Business Administration
P.O. Box 161400 ¢ Orlando, FL 32816-1400
FAX (407) 823-3891
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University of Department of Marketing

Central
Florida

September 18, 2006

[RECIPIENT NAME
RECIPIENT ADDRESS]

Dear [RECIPIENT NAME],

About three weeks ago I sent a letter and survey to you, asking for your participation in an academic study on
business processes and product innovation in technology. To the best of my knowledge, the survey has not yet been
returned.

Executives that have already responded have indicated the timeliness and value of the study to innovation. Also, this
dissertation recently received the American Marketing Association’s Best Dissertation Proposal Award in
technology and innovation. I firmly believe the results are going to be very useful for manufacturers in the high
technology arena, especially those that struggle with developing innovative products. However, I desperately need
your response for a successful and accurate data collection effort.

A few executives have written to say that the survey questions do not apply to their company or that company policy
prevents their participation. If either of these concerns applies to you, please contact me at the email address
(preferred) or telephone number below as soon as possible. This information is still extremely valuable, and your
name and firm will be deleted from the mailing list.

As a doctoral student, my dissertation research is personally financed and funds are severely limited. I hope that you
will fill out the enclosed questionnaire soon. All of your answers are treated as completely confidential. When you
return your survey, your name and firm will be deleted from the mailing list and you will not be contacted again!
Although not necessary, non-disclosure agreements can be signed when requested.

I look forward to hearing from you. Please mail your completed survey in the enclosed stamped envelope or return
it by fax to the number below. If you have any questions or comments about this study, please contact me at
jtinoco@bus.ucf.edu. Thank you very much for helping me in this effort.

Sincerely,

Janet K. Tinoco

Doctoral Candidate in Marketing
University of Central Florida
College of Business Administration

College of Business Administration
4000 Central Florida Blvd. * Orlando, FL 32816-1400 ¢ (407) 758-7394 (Cell) » FAX (407) 823-3891

An Equal Opportunity and Affirmative Action Institution
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