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What is Importance…and How Do We Measure It? 

Learning what is important to consumers when selecting a product/brand helps marketers 
develop positioning and communication strategies for their brands. 

But what is importance…and how do we measure it? 

There are two basic ways: 

1) Directly (stated importance) 

2) Derived importance 

With the first approach, stated importance, we ask respondents what is important, directly, using 
a rating scale. 

With the second approach, derived importance, we develop scores using multivariate analysis. 
This method identifies the attributes most related to overall category performance.  Brand ratings 
for all brands are aggregated and one correlation analysis is run. 

While both approaches yield insightful information, the results are more powerful when both 
approaches are used in tandem. 

A quadrant analysis can be developed to compare stated vs. derived importance which enables 
us to highlight strategic priorities. 
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  STATED IMPORTANCE 
 

When both types of importance are taken into consideration, you get a more meaningful 
evaluation of your brand’s positioning within the marketplace. 

B2B Research: Challenges and 
Opportunities 

 
B2B research is different than consumer research 
with its own set of unique challenges. It’s true that it 
is people who make decisions in both categories, 
but in B2B the dynamics of those decisions are 
more complex. More people may be involved in the 
process at different levels of authority, and there is 
greater risk in making a bad decision, so decisions 
are often made to look rational. 
 
These dynamics provide a challenge for 
researchers in finding the right sources for sample, 
the right types of people within the organization, 
gaining access to them, and then asking the right 
questions. 
 
Still, the need for insightful B2B marketing research 
continues to grow. We are quite experienced in this 
arena and have come up with creative ways to get 
the answers you need. 
 

And the winner is… 
Dawn Daniels-Novak of Daniels-Novak 
Consulting, LLC! 
Congratulations to our 2014 2

nd
 quarterly prize winner. 

 
This quarter’s prize will be the Lenmar PowerPort USB 
Portable Battery 

 
Remember, the more proposals and/or estimates you 
request the better your chances are of winning.  Each new 
request is an entry into the current quarter’s drawing. 

Thank you for taking the time to read our newsletter.  
Contact us to find out how we can help you make 
better informed marketing decisions, or to request a 
proposal. 
 

Michelle Elster 
312-527-5009 (ext. 15) 

melster@rabin-research.com 
 

Nina Mueller 
312-527-5009 (ext. 16) 

nmueller@rabin-research.com 
 
Visit our website for more information about what we do and how 
we do it. 
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Our mailing address is: 
Rabin Research Company 
Suite 1410 
500 N Michigan Ave 
Chicago, IL 60611 
 
Subscribe to continue receiving our newsletter plus periodic emails 
on study specials 

 

More complex data requires clear, 
concise presentation 

  
Conveying data in a clear and meaningful way has 
become its own art form. 
 

 
Chart by Randall Munroe of the webcomic xkcd. 
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