Stated versus Derived
Importance Analysis

Multivariate Solutions



Stated versus Derived Importance Analysis

« Use
— Stated Importance Ratings for Companies

— Derived Importance Expectation Ratings for Companies as they Drive
Overall Company Performance (regression analysis)

« Step 1

— Compute Stated Importance Means= Mean of Stated Importance
Compute Derived Importance= Normalized regression coefficient

multiplied by 10.
o Step 2
— Y-Axis = Each Derived Importance Beta Score
— X-Axis= Each Stated Importance Mean

— Median Quadrant Axis Separating Top Three from Bottom Three
Derived and Stated Importance Ratings
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Stated versus Derived Importance Analysis

Value Added Benefits Key Selling Points

(Primary opportunity areas) (Primary areas to maintain)

Low Priority Essential Support Points

(Secondary opportunity areas)

(Potential Differentiators)

(Potential Overinvestments)

Low High
STATED IMPORTANCE
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Derived versus Stated Importance

JOHNSTONE JOHNSTOM

OHNSTONE JOHNSTONBE

5.0

Value Added Benefits

4.0

3.0

Key Selling Points

Iias responsive customer service

Has customer assistance to help me during and after

2.0

1.0

my acquisition

0.0

Low Priority

3.0

L J
L 4 Has customer service that is

accessible while | am in the midst
of finalizing major purchase

Has frien.dly customer service

Has customer service that will resolve any issues | have

Has knowledgeable customer service <
<

3.5 4.0

Essential Support Points

4.5

STATED IMPORTANCE
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Derived versus Stated Importance
HELLMAN PACKMAN

HELLMAN PACKMAN

5.0

4.0

3.0

2.0

1.0

0.0

Value Added Benefits Key Selling Points

Has customer assistance to help me during and after my

acquisition & . .
Has customer service that will

resolve any issues | have
L 4 <

Has responsive customer service

Has customer service that is accessible while | am in the midst of finalizing major purchase
<*

<&
Has friendly customer service

Has knowledgeable customer service

Low Priority Essential Support Points

L 2

3.0

3.5 4.0 4.5

STATED IMPORTANCE
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Derived versus Stated Importance

WORLD MART
WORLD MART
v

Key Selling Points

Essential Support Points

-0 Value Added Benefits . _ _ . .
Has customer service that is accessible while |
am in the midst of finalizing major purchase
L 4
4.0 Has responsive customer service
3.0
Has knowledgeable customer service
<
L 4
* Has customer service that will resolve any issues | have
Has customer assistance to help me
20 during and after my acquisition
1.0
- Has friendly customer service
0.0 Low Priority . ;
3.0 3.5 4.0

4.5

STATED IMPORTANCE
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Derived versus Stated Importance

BRITISH ANDERSON
¢ BRITISH ANDERSON

5.0

4.0

3.0

Value Added Benefits

Key Selling Points

H’as responsive customer service

Has customer service that is accessible while | am in the

2.0

1.0

0.0

Has customer assistance to
help me during and after

my acquisition

Low Priority

3.0

midst of finalizing major purchase

.Has knowledgeable customer service

Has customer service that will resolve

an

. ) - . <*
35 Has friendly customer service

issues | have

Essential Support Points

4.5

STATED IMPORTANCE




