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YOU WILL LEARN 
	  
•	  How to exploit research to gain 

unparalleled understanding of the 
unspoken desires of your customers 
•	  Proven survey methods that target 

unique business challenges 
•	  How to leverage online survey tools to 

get better information more quickly and 
affordably 
•	  Case evidence on how successful 

companies connect with their 
customers, including how industry 
heavyweight M.C. 

Gill saved $85,000/yr—all through 
deriving the importance of key 
variables in their business environment 

 
Executive Summary 
 
Discern hidden customer attitudes and 
perceptions with the right survey analysis, so 
you discover what really drives their 
behavior. 
Deriving importance is the science of turning 
research data into knowledge—and learning 
how to resonate with your customers in the 
process. 
 
Better 
Faster 
Affordable 
Research TM 
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Gain Unparalleled Understanding into the Unspoken 
Desires of Your Customers 
The fact is that your customers don’t  
always know what motivates their  
purchasing decisions. Deriving  
importance makes you the mind  
reader—so you uncover what’s really 
important to them. When you connect  
with your customer’s hidden desires,  
you gain mindshare for your products  
and services. And that’s the key to  
building revenue in today’s highly- 
competitive business environment. 
 
Derived Importance Defined 
Derived importance is the discipline of  
examining trends in customer  
behavior to discover insight about  
their attitudes and perceptions. It’s  
the ability to expose influencing  
factors in consumer’s behavior— 
factors they may not even be aware 
 of. 
 
Look at it this way: You can ask a  
customer direct questions such as 
	  
•	  On a scale of 1-5, how important is product packaging in your 

purchasing decision?  
 
The customer may score packaging as a low factor in their decision-making 
process. But if you look at the trends over a large sample population, you 
might discover that most customers chose a product with attractive 
packaging over another product, even when all other factors are the same. 
 
Derived Importance Versus Causality 
To be clear, using data analysis to derive the importance of certain factors 
on the motivations and behaviors of a customer does not imply a direct 1-to-
1 relationship. When a change in X directly and proportionality results in a 
change in Y, that is known as causality. 

Insight in Action: M.C. Gill 
M.C. Gill is an OEM supplier for aviation 
powerhouses such as Boeing, Lockheed, 
Northrop Grumman, Airbus, Embraer, 
BAE and Fokker. Upper management 
needed to cut back on the organization’s 
manufacturing costs. A correlation 
analysis, one of the many tools of derived 
importance, was used to identify the 
relationships that existed between the 
many variables in M.C. 
Gill’s manufacturing process. 
 
Based on the information learned, a new 
configuration was developed to cut back 
on the amount of consumable materials 
used in production. And M.C. Gill stopped 
relying on “tribal knowledge” as a tool for 
product manufacturing.  
 
The result? M.C. Gill reduced the cost of 
consumables used in production by 50%, 
and they experienced an annual savings 
of $85,000 as a result of the new 
configuration1. 
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Derived importance instead looks to find the correlation between 
independent variables such as: 
	  
•	  Cost, 
	  
•	  Pricing, 
	  
•	  Product Quality, 
	  
•	  Customer Service, 

 
on dependant variables such as 
	  
•	  New purchases, 
	  
•	  Repeat purchases, 
	  
•	  Brand loyalty, and 
	  
•	  Market share. 

 
How to Determine What’s Influencing Your Customers 
To get at the core of what is influencing your customer’s attitudes, behavior 
and decisions, there are two critical analysis methods that deliver unique 
insights to each type of specialized business challenge: Product Moment 
Correlation and Regression Analysis. 
 
Defining Decision Drivers through Product Moment 
Correlation 
Product moment correlation identifies the biggest motivators in a customer’s 
thought process, and the biggest drivers that can grow your business. 
It builds perspective by answering essential questions such as2: 
	  
•	  Are consumers’ perceptions of quality and price related?	  	  
	  
•	  How strongly are sales related to the current advertising campaign? 
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•	  Is there any association between  
 market share and the size of the  
 sales force? 
	  
•	  What bearing does customer  
 support have on customer loyalty? 

 
Product moment correlation looks to  
determine covariance—a systematic  
relationship where a change in one  
variable implies a corresponding  
change in another. It’s the “ah-ha”  
moment where you discover what  
factors are the real key players in  
attracting and retaining customers. 
 
Building a Deeper  
Understanding of the Customer  
through Regression Analysis 
Regression Analysis refines the insights  
established by product moment  
correlation by digging further into  
the associative relationship of  
different business variables and their  
effect on the customer’s attitudes and  
opinions. It’s concerned with the nature and degree of association between 
variables and answers questions such 
as3: 
	  
•	  Can a variation in sales be  
 explained by a variation in  
 advertising expenditures? If so,  
 what is the structure and form of  
 this relationship? 
	  
•	  Can a specific variation in market share be accounted for by the size of 

the sales force? 
 

Deriving Importance 
Successfully: Eurail 
Eurail is one of the most popular forms of 
travel throughout Europe, with the Eurail 
Group operating in 30 European countries. 
When the organization came to Infosurv 
with the goal of learning more about their 
customers’ mindset, 
Infosurv custom tailored a “blind” online 
market research survey to yield both 
reliable and valid data. 
 
Infosurv used product moment correlation 
to transform the data obtained into new 
insights into Eurail’s customers that 
included: 
	  
•	  An Insights Report summarizing the 
most significant findings and suggesting 
areas of improvement for Eurail 
•	  The exact product offerings Eurail’s 
customers were most interested in 
	  
•	  The strategic alliances that would 
most benefit Eurail and add to the 
flexibility of its product offerings 
	  
•	  Recommendations to improve Eurail 
customer satisfaction and loyalty 
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•	  Are consumers’ perceptions of quality determined by their perceptions 
of price (as opposed to just discovering if a relationship exists)? 

 
Bivariate vs. Multiple regression 
There are two standard types of regression analysis, bivariate and multiple 
regression. 
	  
•	  Bivariate regression mines  
 the relationship between one  
 dependant variable (such as  
 sales) and one independent  
 variable (such as advertising  
 expenditures). This analysis  
 plots survey data graphically,  
 prompting clear discoveries  
 into any resulting patterns.  
 (Does an increase in “X”  
 result in an increase in “Y”?) 
	  
•	  Multiple regression is a  
 statistical technique to  
 simultaneously discover a  
 relationship between one  
 dependent variable (sales)  
 and two or more  
 independent variables  
 (advertising expenditures, 
 combined with the size of the  
 sales force). Through  
 complex equations, this  
 method attempts to determine the strength of association of the 

variables and how they interrelate to affect the business issue at hand. 
 
We recommend product moment correlation or bivariate regression over 
multiple regression in the majority of business survey research cases5. A 
multiple regression model is extremely complicated, yielding results that are 
difficult to understand and interpret by the average business decision maker. 
 
Rather than developing a confusing web of interlocking relationships, find 
the individual business drivers that are most important to the business issue 
you need to address. Then, rank these drivers in order of importance to 
determine where your primary focus should be. 

Data Analysis Success: Merck 
 
Merck is a global research-driven 
pharmaceutical company with over 160 
suppliers and over $22 billion in annual 
revenue. They needed to determine supplier 
satisfaction levels from their network of over 
160 global suppliers. 
 
After executing an online vendor satisfaction 
survey, Infosurv executed a custom 
regression analysis that yielded several 
actionable conclusions: 
	  
•	  Demographic breakdowns including size of 
vendor and number of contracts negotiated 
with Merck per year 
	  
•	  Key areas of improvement for 
Merck, such as communication, pricing 
policies and contract terms 
	  
•	  Six recommendations to increase vendor 
satisfaction for Merck 
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This will deliver clear, concise information to act on. And it’s this type of 
derived importance that product moment correlation and bivariate 
regression provide most effectively. 
 

Data Analysis Techniques: Pros Vs. Cons6 

Type of Analysis Pro Con 
Product Moment 
Correlation 

Clear identification of 
variables that are 
influencing customer – 
empowers clear 
decisions 

Does not identify degree 
of influence as precisely 
as regression analysis 

Bivariate Regression Identifies degree of 
association between 
variables – learn how 
much a customer is 
being influenced 

More difficult for 
decision-maker to 
understand due to 
complexity of analysis 

Multiple Regression Identifies how different 
variables interact in 
combination to affect 
the customer 

Very complex analysis 
with conclusions that 
are very hard to 
comprehend by anyone 
who is not a market 
researcher 
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Faster and More Affordable—Online Research 
 
When performing a regression or correlation analysis, the latest online tools 
are a great aid for one simple reason: 
	  
•	  Online tools can perform regression and correlation analyses 

automatically. 
 
When you execute a survey online, you are saving a great amount of time 
and cost because the creation, distribution, validation and tabulation tasks 
are all handled automatically. The same value applies to using online 
technologies for data analysis. The best systems can perform the analysis 
and present the information through intuitive charts and graphs— reducing  

Data Analysis Success: HMO Case Study 
 
A large health maintenance organization (HMO) regularly conducts studies to 
support its ongoing patient satisfaction measurement program. A recent study 
examined 4,517 patients who subscribed to 501 primary care physicians (PCPs) 
affiliated with the HMO. Data for two main variables was collected: 
	  
•	  Patient satisfaction was the dependent variable 

	  
•	  Quality of PCP interaction was the independent variable 

 
Three separate regression analyses on this data were run: 
	  
•	  One for satisfied patients 

	  
•	  One for dissatisfied patients 

	  
•	  One for all patients 

 
Surprisingly, it was discovered that dissatisfied patients were the most sensitive to 
the quality of PCP interaction. This discovery meant that health care providers 
should pay more attention to the aspects of PCP interaction that lead to 
dissatisfaction, rather than the factors that lead to satisfaction. 
 
This valuable intelligence enabled the HMO to take targeted steps to boost the 
satisfaction level of their patients4. 
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researcher workload and enabling them to make the most informed 
judgments possible. 
 
Data Analysis Outsourcing: Using Survey Vendors to 
Derive the Right Importance 
It’s true that common technologies such  
as SPSS® and Microsoft Excel® can  
perform basic correlation and regression  
analyses, but there is a key reason why 
trusting these simple software platforms  
can be a mistake7: 
	  
•	  By not using an online survey  
 vendor, you are missing out on the  
 years of expertise and knowledge  
 that can make the data truly valuable. 

 
Just as using a scalpel does not make  
one a surgeon, using automated tools  
alone is not enough to ensure that the  
right conclusions are drawn based on a  
set of survey data. Deriving importance  
out of survey is a skill that must be  
delivered by experienced market research  
professionals to avoid misinterpretations  
and potentially false assumptions. 
 
Derived Importance—the  
Looking Glass into Customer  
Behavior 
Derived importance can be your crystal  
ball to viewing what makes customers  
want to buy—and what will make your product or service what they can’t 
live without. 
 
If you select the right method of analysis, and if you chose the right partner 
to help you make your data sing, you’ll be amazed at how targeted and 
precise your strategic business decisions will become. Derived importance is  
 

Outsourcing Advantage: 
Marconi 
Telecommunications heavyweight 
Marconi needed to strengthen their 
customer relationships by identifying 
their own responsiveness to 
customer demands. 
They contacted Infosurv to help them 
tap into Marconi’s own customer 
resources to learn consumer 
perceptions and what’s really 
important to their overall level of 
satisfaction. 
 
Infosurv responded with an 
Importance vs. Satisfaction 
Analysis that brought to light the 
relationship between perceived 
importance and the customer 
satisfaction issues assessed by the 
survey. 
 
Infosurv divided this analysis by 
business departments such as 
Engineering, IT and 
Marketing to empower Marconi to 
target key areas for 
improvement—reinforcing customer 
service in the areas that matter 
most. 
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the diving rod you need to balance the customer equation with the right 
programs and offers to keep them coming back for more. 
 
Infosurv is ready to be your partner as you learn what the science of derived 
importance can accomplish for your company. Contact an Infosurv research 
consultant today and be sure to read our other informative papers in the 
Infosurv Insider series for more information. 
 
  Reading Customer’s Minds: The New York Times 
The New York Times needed to fortify their competitive position. The organization 
surveyed 2,500 households to determine what mattered most in the reading of 
their daily newspaper. An analysis of the data derived the importance of factors 
such as: 
	  

•	  insight into the world 

	  
•	  intelligence 

	  
•	  quality 

	  
•	  trustworthiness 

 
The effect of these variables on interest in reading a daily newspaper was the 
essential component to learning how the paper could reinvent its image. 
 
The newspaper discovered that “sensitive insight into the world” was one of the 
most important factors influencing interest in reading a newspaper. The New York 
Times built a $20 million national image campaign around this discovery using the 
tagline “Expect the World”. This campaign substantially boosted circulation 
for the newspaper in its very first year8. 
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Find Out More 
 
For more information on conducting better, faster, affordable research, and to read 
other useful topics in this series, please contact: 
 

 
 

www.infosurv.com 
 

888-262-3186 
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Subscribe to Infosurv Insider 
 
Enjoy the latest in modern marketing research trends, case studies, and how-to guides. 
 
The Infosurv Insider is a series of online case studies, white papers, and hot trends in 
modern marketing research edited and authored by recognized research practitioners 
and academic thought leaders. 
 
Your route to inside information on better, faster, affordable research, the Infosurv 
Insider is available free to qualified subscribers—such as marketing and HR professionals. 
 
Sign up now at www.infosurv.com/insider. 
 


