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— More on Needs Assessment —

In addition to assessing unmet needs with respect to each attribute (See Example 1),
further analysis occurs within the context of attribute importance -- either stated
importance (“want” ratings”), derived importance (strength of association with overall

brand perception), or both. (See Example 2) (For more on Key Driver Analysis (derived and stated
importance), visit “Areas of Expertise” in our website.)

When analyzing deficiency scores in conjunction with importance, attributes are
classified into categories to reduce the large number of variables into a shorter list of
issues that are most in need of attention. Typically, a Strategic Opportunity Map is
prepared to achieve this goal. In this map, attributes are classified into one of the
following categories (See Example 3):

* Critical Issues — Ranking higher in perceived deficiency as well as higher in
importance, these are issues that should be a priority for enhancement efforts,
because improvement in perceptions on these attributes would have the
greatest impact on improving overall perception of the brand.

Secondary Issues — Also relatively high in perceived deficiency but having
less impact on overall brand perception, these are also attributes on which the
brand is perceived to be more strongly lacking, but these take a backseat to
Critical Issues.

Relative Strengths — These attributes have a relatively strong influence on
overall brand perception, and the brand is perceived to be less deficient on
these. These strengths should, at a minimum, be maintained and can be
leveraged in marketing communications.

Lesser Strengths — The brand is believed to be less deficient on these
attributes, but they do not as strongly drive overall brand perception.
Generally, it is important to maintain current levels of delivery, as these could
become problem areas if expectations are no longer being met.

By also performing gap analysis on key competitors, perspective for general market
performance on these attributes is obtained. This helps reveal competitive advantages
and potential threats for your brand versus its key competitors, and identifies areas
where there are opportunities not currently being realized in the market. (See Example 4)

(Fictional Brands and Data in Examples 1-4)
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Example 1

HPC Products Gap Analysis

Jackson Street Store Primary Shoppers
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Store

Good everyday prices

Vieekly circular to
view sales & specials

Good sale prices

Quality store
brand products

Keeps produets
consistentlty well-
stocked

Carries sizes of
packagesicontainers
| needfwant

Convenient
location

Store size makes it
easy to getin &
out quickly

Parking lot easy to
get in & out quickly

Easy to find HPC
items | need in store

Knowledgeable store
associates

Associates available
to answer questions

Can get other items in
addition to HPC
products

Have shopped store a
long time for HPC
products

Comfortable
environment to
browse

Carries I-IIPC Izrands

neediwant

Offers new-to-market
HPC products

Large variety of
HPC products

| [l Deficiency {° Lower Performance than Vant Rating) [[] Meet (% Same Performance & ‘Want Rating) [l Exceed (% Performance Higher than ‘YWant Rating) |

Numbets in charts are %

[1="MORE deficient"and []="LESS deficient"

| NOTE: Fictional brand and data.
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Example 2

[See "nterpratation Overndew” below for map explanation]

Stated vs. Derived Importance Map

Store

Higher

'S HIDDEN
DRIVERS Siorasize sasy fo got

Knowledgeable g in & out quickly
store associates ] ]

Associates available Easyto find items
to answer gquestions I need in store

Have shopped store a lon
B time for I-rFPC products 4

LOWER IMPACT

L3

+

g 1 Carries HPC brands
Z Comfortable Iheediwant = |
= environment to !
14 o browse

o =

o B e emmmm e e mmmeme—mmae

= 2

. g

o Parking lot easy to 1

> get in & out quickly

[va

]

o

avierage

1
Good everyday prices

CRITICAL
MOTIVATORS
1 Good sale prices

B Weekly circular to
view sales & specials

Large variety of
! HPE products

Carries sizes of
racka esfcontainers

u Keeps products
neediwant

consistently well-stocked

I Offers new-to-market
HPC products

]
Convenient location

Guality store brand
PC products

1Can get other items in
addition to HPC products

NICE TO HAYE

Lowsr

»

» Higher

STATED IMPORTANCE®

e

* Wlean "want” rating on al0-point scale, where "' = do not want at alf and "10' = want a2 Jot
** Correlation of attribute to Skeffood to shop Jackson Street Store for HPC Products

NOTE: Fictional brand and data. |
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Example 3

i
= 2 2 s
Strategic Opportunity Map A7 R amone's
[See "Quadrant Interpratations” below for map explanation]
RELATIVE STRENGTHS CRITICAL ISSUES
Higher importance { Higher Perception Higher imporance | Lower Performance
High P Meatiseafood airtightleak-
A Produce very well-maintained proof packaging *
* Meat/seafood
— Seafood appears firm & dry well.maintained
Produce maintains taste Py
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Strategic Opportunity Map

Quadrant Interpretations
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Example 4

Strategic Opportunity Grid R
Competitive Analysis - Market
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Top Chef Foodie's Frank’s

Blass: Familise with Each Stere (185 (182 (150

Produce very well-maintained

Produce maintains taste

Fruits & vegetables not bruisediwilted

Produce maintains color

Wide selection of fruits/vegetables

Deli very clean

Deli products display preparation date

Produce area very clean

Produce maintains appearance
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Seafood appears firm & dry
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Everything in meat department guaranteed freshest
Meat products display packing date

Deli products display preparation date

Everything in deli department guaranteed freshest
Relative Strength forthat store.
Lesser Strength for that store.
Crtical Issie Tor that store.
Secondary Issure for that store.
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| NOTE: Fictional brands and data.
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