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Chapter 3: The Frequency Distribution Report
1) Corporation X is designing a new piece of equipment to be used in the telecommunications industry, and because of the start-up costs of manufacturing the product, the product manager responsible for this product wants to be relatively confident in the competitiveness of her product design. Consequently, it is important to test this competitiveness by obtaining the opinion of potential users regarding the design of the product before it goes into production. To this end, the product manager has arranged a focus group study in which 50 installation managers from various networks across the country have been recruited to offer their opinions about the product as it has been tentatively designed. As is standard practice, the focus group participants do not know the sponsor of the focus group event and do not know the identity of the product manufacturer.
	While technical requirements are important in the design of an industrial product, there are other intangible factors such as style that make a product competitive or noncompetitive. Thus, before the focus group participants are allowed to look at a working model of this new product, the product manager executes a survey to obtain a better idea of what these intangible factors might be. Because the product manager does not want to influence the responses of the focus group participants, the survey instrument was framed as an open-ended question:
Presuming a product meets your technical requirements, what is the single most important factor in selecting one product over another in this application?
___________________________________________________________ 
The responses collected for this survey are displayed in Table 3.10:
Table 3.10
Survey Responses on Deciding Factor in Equipment Choice
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a) Prepare the frequency distribution of these responses.
b) Prepare the relative frequency distribution of these responses.
c) Draw the bar chart of the relative frequency distribution.
d) Identify the mode or modes of the distribution.
e) Interpret the results.

Frequency Distribution of Deciding Purchase Factor
	Factor
	Frequency
	Relative Frequency

	Installation ease
	12
	0.24

	Ease of maintenance
	12
	0.24

	Price
	9
	0.18

	Customer support
	8
	0.16

	Compactness
	4
	0.08

	Compatibility with system
	3
	0.06

	Color options
	2
	0.04

	Total
	50
	1.00







Relative Factor Importance 

The modes are “Installation ease” and “Ease of maintenance”.
Maintenance and installation are the two most important design features.

2) Following the administration of the survey, the product manager then allows the focus group participants to view--and handle--four different product models with somewhat different designs. This is a common practice in product development, and it acknowledges the fact that any complicated piece of equipment is a complex of features that interact in a nonlinear manner. Consequently, such pieces of equipment are best judged holistically. In this case, the Product Engineering Team has conceived four different product designs, and these are the product models presented to the focus group participants. With the models labeled as A, B, C, and D, the focus group participants are asked to identify which of the designs they prefer. As is standard practice, the focus group participants do not know the identity of the product manufacturer, and they do not know the models are different designs from a single manufacturer. The collected survey responses are displayed in Table 3.11:

Table 3.11
Survey Responses on Choice of Product Model
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	B
	B
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	B
	A
	B
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a) Prepare the frequency distribution of these responses.
b) Prepare the relative frequency distribution of these responses.
c) Draw the bar chart of the relative frequency distribution.
d) Identify the mode or modes of the distribution.
e) Interpret the results.

Product Choice Frequency Distribution
	Product
	Frequency
	Relative Frequency

	C
	23
	0.46

	B
	12
	0.24

	A
	8
	0.16

	D
	7
	0.14

	Total
	50
	1.00




Relative Product Choice

The mode is Product C.
Product C shows the greatest support among potential buyers. Its features should be assessed as benchmarks.
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