Quantitative Research
Research that contains data gathered using
instruments, such as questionnaires.
Item

Conjoint Analysis
(including online adaptive)

Customer Value Analysis
(CVA)

Description

Typical Use

Key Strengths

Other Info

Choice Analysis, used to
understand the importance
of various features of a
product or service, and to
help companies find the
optimal configuration of
those features to offer in the
market place.

Most commonly used in
Product Development to
design optimal products
considering the
competitive marketplace.
Can help reduce
cannibalism in existing
products.

Takes traditional customer
satisfaction to the next level
by providing customer
feedback for not only your
company but for your top
competitors as well.

Strong tool to
understand the
competitive nature of a
marketplace. Format is a
Customer Experience
program that includes
client and competitors.

Helps to understand and
prioritize the role of key
features and attributes,
including brand and price
in decisions. Creates a
model that can be used to
predict market changes
with results.
Creates utility scores for
key relationship
measures. It also
considers a Price/Value
measures that define the
general nature of a
market. Highly actionable
by leaders.

Comes in various forms,
with the most current
being Adaptive Choice
Based Conjoint,
commonly used as a
"Store shelf" test
comparing multiple
items simultaneously.
Price/Value measures
help to understand the
relevant role of Price in
decisions. Tool is clear
and easy to understand
and has strong
implementation tools to
drive future change.

Discover what consumers
are willing to pay for a
specific product or service.

Understanding the
optimal Price for existing
or new products based
on a variety of
techniques.

Helps to understand
losses and gains of price
changes to help drive
overall opportunities.

Techniques range from
simple to detailed and
can be built into other
tools and programs.

Another version of Conjoint
Analysis. Can test large lists
of items and establish their
relative value to
respondents. Creates strong
prioritization tools. Does
this by testing groups of
items and having
respondents pick the best
and worst.

Commonly used to sort
through list of product
features for future
development. Also a
strong tool for agencies
and marketing
communications
professionals to review
lists of messaging.

Utility scores establish
relative value against
each other and total 100.
Something that rates a 10
is twice as strong as
something rating a 5.
Creates clear and easy to
use structure for
decisions.

Takes the guess work
and personal items out
of selecting the best
items for future
development. Clear and
easy to use by all levels
of the organization.

A basic assessment of a
target market. It is designed
to understand the process
used by consumers to gather
information, shop, make
selections and ultimately
make purchases.

Strong first step tool for
organizations that have
not done category
research. Creates a
better understanding of
the process used to
purchase and key
competitive components.

Us straight-forward and
easy to use by all levels in
an organization. Great
foundational tool to make
decisions based on the
actual marketplace and
target groups. Can be
expanded to include
segmentation and deeper
tools.

While this tool has been
around for a long time,
it is highly functional
and a strong tool in
many environments.
Components of U&A can
also be integrated into
other tools and
approaches.

Designed to measure the
impact of any type of
marketing and
communications on the
mind of the target
consumer.

Strong tool for campaign
measurement to
determine pre and post
components. Can also be
used as a crisis
management tool to ID
negative information
impact.

Simple, easy to use
format is built on a
combination of
Awareness & Positioning,
Usage & Attitude and
Information Recall
Questions.

Has literally worked
EVERY TIME! It can
show how information
impacts the mind of the
market and generally
shows market changes
before they result in
changes in share or
sales.

A variation of Customer
Value Analysis, it helps
clients understand brand
value and key drivers to
brand architype and
imagery.

Can be used at any stage
of the branding process
and includes assessment
of key competitors to
understand future
potential and impact.

Provides a measurable
way to demonstrate the
impact of brand in the
marketplace, including
that of key competitors.

Can be tied to other
development and
branding processes.

Pricing Research

MaxDiff

Use & Attitude Work

Marketing Effectiveness
Tracking - ADAM Advertising Development And
Measurement

Brand Value Analysis

