
Quadrant AnalysisQuadrant Analysis
Client Company vs. Client Company vs. 

CompetitorsCompetitors

Multivariate SolutionsMultivariate Solutions



Quadrant AnalysisQuadrant Analysis
• Use

– Importance Ratings for Attributes
– Performance Ratings for Companies

• Step 1
– Compute Importance Median= Median Top 3 Box (7 8 9) 

Percentage 
– Compute Performance  Median= Median Top 3 Box (7 8  

9) Percentage
• Step 2

– Y-Axis = Each Importance Top 3 Box Percentage-
Importance Median

– X-Axis= Each Performance Top 3 Box Percentage-
Performance Median



Quadrant AnalysisQuadrant Analysis

Key Vulnerabilities

Potential AdvantagesPotential Vulnerabilities

Strategic Advantages

(Primary opportunity areas)

(Secondary opportunity areas)

(Primary areas to maintain)

Potential Differentiators
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Client Company Quadrant AnalysisClient Company Quadrant Analysis
N=215N=215

Key Vulnerabilities
(Primary opportunity areas)

Potential Advantages
(Potential Differentiators if properly marketed

otherwise over-investments)

Potential Vulnerabilities
(Secondary opportunity areas)

Strategic Advantages
(Primary areas to maintain)

Quality Of Contract Sales Force Speed Of Putting A Sales Force 
Together

Meeting Agreed Upon Objectives For 
Physician Call Activity

Flexibility In Meeting Your Needs

Breadth Of ServicesLow

High

Low HighPERFORMANCE

Strategic Marketing Expertise
Therapeutic Expertise

Meeting Agreed Upon Sales Or 
Market Share Objectives
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Competitor One Quadrant AnalysisCompetitor One Quadrant Analysis
N=182N=182

Key Vulnerabilities
(Primary opportunity areas)

Potential Advantages
(Potential Differentiators if properly marketed

otherwise over-investments)

Potential Vulnerabilities
(Secondary opportunity areas)

Strategic Advantages
(Primary areas to maintain)

Quality Of Contract Sales Force
Speed Of Putting A Sales Force 

Together
Flexibility In Meeting Your Needs

Meeting Agreed Upon Objectives For 
Physician Call Activity

Meeting Agreed Upon Sales Or 
Market Share ObjectivesLow

High

Low HighPERFORMANCE

Strategic Marketing Expertise
Breadth Of Services

Therapeutic Expertise
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Competitor Two Quadrant AnalysisCompetitor Two Quadrant Analysis
N=171N=171

Key Vulnerabilities
(Primary opportunity areas)
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Potential Advantages
(Potential Differentiators if properly marketed

otherwise over-investments)

Potential Vulnerabilities
(Secondary opportunity areas)

Strategic Advantages
(Primary areas to maintain)

Quality Of Contract Sales Force Speed Of Putting A Sales Force 
Together

Flexibility In Meeting Your Needs
Meeting Agreed Upon Objectives For 

Physician Call Activity

Meeting Agreed Upon Sales Or 
Market Share ObjectivesLow

High

Low HighPERFORMANCE

Breadth Of Services
Strategic Marketing Expertise

Therapeutic Expertise


