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Orman Guidance is dedicated to the discovery of relevant
analytics and business insights, to provide value and
confidence in decision making. We solve business issues by
investigating how people feel, behave, and think. While some
consultancies circumvent research techniques to suit their
own needs, Orman Guidance fits the best approach and
technique into your business problem.
Implementation and return on investment of market research
is at the heart of everything we do – whether you need
leadership, methodology, data collection, analysis, or
execution of an existing research plan.
The following case studies reflect the rigor, precision,
processes, and outcomes that are the hallmarks of Research
at Orman Guidance.
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APPROACH
Qualitative
-Focus Groups
-Face-the-Name™
TARGET AUDIENCE
General population
-Mix of attitudes, behaviors,
and beliefs about Dental
Health Insurance

Orman Guidance successfully supported Delta Dental with research and guidance in January of
2014. The project focused on marketing communications for the target audience and the barriers
and benefits to acquiring dental insurance. A key finding that left a lasting impression was Orman’s
insight into consumers’ singular demands on dental insurance to annually guarantee a pay-out,
versus other forms of insurance, such as life, health, home, and auto insurance, where consumers
pay-in for contingency-based coverage.
Orman’s resultant insights helped build out Dental Dental’s “Smile” campaign, which appeared in
print, radio, and billboard advertising. Orman's findings also prompted Delta Dental to create and
improve self-assessment tools for consumers to utilize when choosing among dental plans from
Delta Dental’s website.
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APPROACH
Qualitative
-Survey Programming
-B2B Analysis
TARGET AUDIENCE
-B2B Decision-makers
-National mix of U.S.
-Mix of industries

Business Process Automation (BPA) is a hot topic, with many businesses
seeking solutions that converge ease of use, staff engagement, and
measurable, scalable reports and analysis. Nintex sought research and
guidance from Orman to 1) simplify terminology to define Nintex, 2)
determine effective marketing storylines, and 3) uncover themes that
address skepticism, challenges, and goals that relate to the value of
Nintex business process automation software.
Orman’s study concluded that Nintex has a considerable opportunity
to position itself as a leader in understanding the core needs of
workflow automation, which balance staff connection and
collaboration, with a solution that offers the potential for a high degree
of control along a continuum of everyday to elaborate processes.
Orman’s recommendations helped Nintex focus messaging on proof
of success, names of existing platforms with which Nintex is
compatible, and effective training that ensure processes follow logical
lines from objective to solution.
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APPROACH
Quantitative
-Longitudinal Study
-Survey Programming / Distribution /
Analysis
-National Markets, Business-to-Business
TARGET AUDIENCE
Business-to-Business
Industry Experts / Professionals
Principal Decision-makers

Utilizing quantitative research techniques,
Orman Guidance collected and examined
data to conclude that the integrity of
Kawasaki’s brand promise resonated with
high levels of agreement among the
industrial and manufacturing sector.
Building upon benchmarks established in
2012, subsequent quantitative research
2013-2016 validated that the customer
experience is reflected in the Kawasaki
brand promise.
Kawasaki's leveraged relevant claims in
marketing communications related to
its #1 leadership position in the engines
category. From the perspective of the
target audience, overall performance and
longevity of engine life along with quality
components made the brand the optimal
product in the industry.

The final implementation strategy
summarized the value attributes as: 1) low
cost-to-operate and maintain, 2) minimal
customer worries, and 3) the least
amount of downtime. Orman's cocreative approach with engineers,
designers, and marketing teams further
helped the advancement of premium
components that create a better, more
reliable experience, including higher
power and torque, less bogging down,
best pick-up load, and blade speed.
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APPROACH
Qualitative
-1-on-1 Interviews
-Secondary
-Multilingual
-Global
TARGET AUDIENCE
-Interventional
Cardiologists
-Electrophysiologists
-Heart Surgeons

The St. Jude Medical (SJM) Heart Failure product portfolio includes
cardiac resynchronization therapy (CRT), pulmonary arterial pressure
monitoring and left ventricular assist devices (LVADs). Utilizing a
qualitative approach in the USA, Germany, United Kingdom, France, and
Australia, Orman Guidance was applied to understand the efficacy,
relevance, and impact of practitioner-facing communication developed
by SJM, to position SJM as the holistic resource for heart failure treatment
solutions.
The results of this study confirmed the global approach to heart failure
treatment, defined as responding and reacting to symptoms and adverse
events as best as a healthcare system can. As tested in the study, the
transformative tactic offered by St Jude Medical helps establish superior
patient care standards that create a coordinated, proactive care journey,
from asymptomatic to refractory. The contributions of Orman Guidance
supported the development of the 3-word positioning statement used by
SJM to communicate an integrated approach to heart failure: “Beat as
One.”
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APPROACH
Qualitative
-Focus Groups
-Face-The-Name™
Nvivo analytics
TARGET AUDIENCE
-Millennial to
Baby Boomer
consumers
-Mix of attitudes,
behaviors and
beliefs about
downtown
restaurants

Sea Change Restaurant sought Orman Guidance to glean consumer
insights that may ultimately make Sea Change a “go-to” neighborhood
destination for people who live and work in the east downtown
Minneapolis area.
Considering the caveats representative in myriad, subjective nuances
that influence consumers’ restaurant-patronage decisions, the findings
of this research project combined traditional and new-age analysis
techniques to uncover compelling and impactful recommendations that
distinguish Sea Change from the competition.
Orman’s methodology included the triangulation of multiple information
sources (secondary research that included online consumer perspectives
and professional reviews), and findings from the respondents in the
Ideation Focus Groups. The characteristics and attributes that were
unveiled helped Sea Change decide to remain in its current location,
while the recommendations made by Orman Guidance assisted in a
reboot of the Sea Change website and menu.
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APPROACH
Qualitative
-Focus Groups
-1-on-1 Interviews
-Face-The-Name™
-NVivo
TARGET AUDIENCE
Chronic Pain Patients

Research and guidance was customized at
Orman Guidance to understand the
patient-practitioner
communication
pathway for chronic pain patients to
consider interventional Neurostimulation
treatment offered by St Jude Medical.
St Jude Medical was challenged to
understand how Neurostimulation is
perceived by chronic pain patients who
may now or in the future benefit from this
type of interventional therapy.

The study clarified positioning, messaging,
education, as well as other communication
strategies, including specific marketing
phrases and claims, to clarify for the
patient how the technology delivers "on
demand"
an
electrical
impulse
that prompts the brain to process
sensations of pain differently.
St Jude Medical utilized the resulting
analysis to drive business success because
the insights provided were clear and
actionable. Moreover, Orman’s strategic
planning ability gave SJM the insights they
sought, in the larger opportunity for a
patient segmentation strategy.
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APPROACH
Qualitative
-1-on-1 Shop Along
-Focus Groups
-Face-The-Name™
-NVivo
TARGET AUDIENCE
Millennial Families

A major retailer sought Orman Guidance for findings and recommendations to further
develop the positioning, product approach, tagline, and packaging of a new product line.
The study uncovered a range of consumer insights that address the white space opportunity
of convenient, real, and uncomplicated packaged meals.
Orman Guidance also achieved understanding of what is most important in the product /
program attributes that guide consumers’ decision-making and purchase. In the process,
language that conveys health and wellness and what it means to consumers, helped Orman’s
client link real, uncomplicated food with packaging that resonates with their target
audiences.
Orman’s recommendations supported the major retailer’s further development of its new
product line to hone the combination of healthy products, ingredients, and specific
packaging attributes that help drive consumer purchase decisions in the frozen meal
category.

Copyright © 2012-2017 Orman Guidance, Inc. All Rights Reserved.

MetLife sought Orman Guidance to achieve understanding from Financial
Advisors (FA) how to position and communicate MetLife financial products.
The study helped MetLife create messaging that conveys value and flexibility,
with focus on the Financial Advisors’ clients’ ability to maintain control of
investment decisions.

APPROACH
Qualitative
-1-on-1 Interviews
-Face-The-Name™
-National

Orman’s study supported the development of marketing collateral that
expresses credibility, experience, and trust. The desired result for MetLife is a
solidified FA-client relationship that aligns, logically, for mutual benefit.

TARGET AUDIENCE
Financial Advisors

An added benefit of Orman’s study helped MetLife understand the role it
plays in the long-lasting relationships Financial Advisors build with their
clients and referrals. This significant finding caused MetLife to place higher
emphasis on the Financial Advisor’s expectation that MetLife possesses the
strength and experience to stand behind and satisfactorily service its financial
products.
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APPROACH
Quantitative
Qualitative
-1-on-1 Interviews
-Face-The-Name™
-National

TARGET AUDIENCE
Business-to-Business
-Mix of attitudes, behaviors, and
beliefs about marketing

When Yellow Pages challenged its advertising agency, Yamamoto, to clarify whether the new
“YP” brand was credible to small business owners, Yamamoto called upon Orman Guidance
for the research narrative. Orman concluded that small business owners felt vested in the
longevity of Yellow Pages and its evolution from print directories to the digital age, and that
YP’s primary value proposition represented a combination of digital expertise and local
marketing solutions. As such, the conversion from Yellow Pages to YP symbolized to small
business owners the opportunity to capitalize on the strength and legacy of a 130-year-old
brand.
Orman’s research and guidance helped Yamamoto hone messaging that answered the key
business problem, primary selling features, and YP’s main promise. Orman Guidance also
clarified YP’s positioning as a technologically-advanced marketing solutions company that
focuses on people, partnerships, geographies, and target markets.
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