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extend to which each
brand ist carried by

the channels
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Importance ratings
attributed to each
characteristic by

consumers
participating in the

study. Numbers
are averaged

across all 
segments.

In
t r

od
uc

tio
n

in
t o

M
a r

ks
tr

at

7/17

1

2

3

4

5

8

7

6

11

10

9

13

12

Se
ss

io
n

Vgl. http://www.markstrat.com und Larréché/Gatignon: Markstrat 3, 1997

helps to 
interpret the
perceptual
dimensions

derived from the
study
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estimated net
change in 

contribution after
marketing due to 
the increase in 

advertising
expenditures
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Recommendations for the first period 

Gather information

Do not make any major changes in your firm's 
operation

Do not withdraw existing brands

Use R&D extensively


