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Beyond Traditional Statistics: 

Converting attribute importance into strategy

Our approach to identifying performance 

drivers covers two perspectives: 

attributes driving differences among               

two or more objects on some measure of  

acceptance (e.g. overall liking, purchase intent)

attributes driving overall acceptance 

or rejection for one object
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Variable Influence Analysis (VIA)

Research Background:

Two meat alternative products were evaluated on 40+ 

attributes. The Client’s product was deemed inferior to the 

competition based on significantly lower overall liking 

ratings. Not surprisingly, traditional correlations revealed 

flavor as the most important attribute. However, Variable 

Influence Analysis (VIA) was conducted and identified a 

different strategy for prioritizing optimization to improve 

performance over the competition. 

Note: Only the top 14 most impactful attributes shown for demonstration purposes

Conclusion: Based on correlations alone, flavor would have been deemed most 

important. However, the outer edge color of the meatless patty has the greatest 

influence in driving down overall liking ratings for the client’s product, which is 

less “just right” than the competitive product. R&D knows they must improve the 

outer edge color in order to improve consumer acceptance over the competition. 

Client’s Product Competitive Product
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Attribute Strategy Analysis (ASA)

Research Background:

A client in the personal care category is looking to replace 

their current product with an improved prototype. Consumers 

evaluated three products – current, prototype and a key 

competitor. The action hurdle was a significant overall liking 

win for the prototype over both the current and competitor. 

Conclusion: The prototype received overall liking ratings at parity with the current 

and competitor, thus not meeting the action hurdle. Traditional correlations with 

overall liking revealed the most important attribute was perceptions of 

performing “better than other skin care products.” 

Attribute Strategy Analysis identifies the important attributes from two 

perspectives: maintenance (maintain strong performance to retain current 

accepters) and potential (improved performance could convert a portion of 

rejecters to accepters)  
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• Correlational analysis identifies attributes as important 

to the key overall acceptance measure, yet does not 

take into account the strategy for next steps (maintain 

strong performance or improve weak performance)

• Two analytic techniques can help, one at the macro 

level, and another at the micro level

— Variable Influence Analysis (VIA) uncovers 

attributes that close the gap in ratings among 2 

or more objects.

— Attribute Strategy Analysis (ASA) reveals 

strengths and weaknesses of a product. This 

analysis is recommended when “just about right” 

diagnostics are not relevant.

Conclusions

Contact Patti Wojnicz (wojnp@pk-research.com) to continue the discussion

Or 

Contact Us At:  info@pk-research.com +1 800-747-5522
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