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Integrated Office Systems (B) – Case Study
Six weeks ago, Bob Mullins, Director of Business Development for the IOS Company, a manufacturer of office cubicle furniture, had authorized a program of 16 customer visits.  These visits were conducted to explore how potential customers might respond to the new ID product concept and to identify possible enhancements to the initial concept (see IOS (A) case for details).  The concept represented the firm’s best thinking about what a next generation furniture set-up should look like.  Soon it would be necessary to decide whether to begin production planning for a new line of furniture based on the ID concept, or seek some other means of enhancing the existing, aging product line.

Dan Cuddbe, the project manager (a marketing engineer who joined the team just as the visit program was authorized) has delivered his report on the visits, and now Bob has a decision to make.

According to Dan’s report, the customer visits produced a mixed response with respect to the ID concept.  There were a few customers with very positive things to say overall (2 of these had bought a somewhat similar system from a competitor and been very satisfied), and a few who had an overall intense negative reaction.  Almost everyone saw 1 or 2 features that they found very problematic; unfortunately, these problem features covered quite a range, and almost every one of these features had also received favorable comments from at least one other customer.

Bob had highlighted a key section in the report upon his initial reading.  The project manager’s report stated that if one scored each of the 16 visits as, net, positively inclined or negatively inclined toward the ID concept, one ended up with 12 visits that were negative and 4 visits that were positive.  The report goes on to conclude, "based on this 75% rejection rate, the ID concept should be dropped from consideration.  I recommend we put our time into exploring other potential product enhancements.  Customers by and large appear to be opposed to the ID concept."

Bob will be meeting with the project manager and the rest of the project team (all of whom participated in the visits) in an hour.  Based on your understanding of customer visits as a market research technique, what would you tell Bob?
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