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• Bi-annual Consumer Market Study

• Conducted by MORI

• Mail Survey

• Image Rating Measurement

• Correspondence Analysis

– Map the stores relationship with each 
image

– Places stores on a level playing field, 
regardless of their market share

Perceptual Maps:  How It WorksHow It Works



3

Image Ratings of Department Stores

Department Store Ratings

••Six stores listedSix stores listed

••18 images listed18 images listed

•Respondents are asked to write in 
the number of the ONE store they 
feel is BEST described by each of 
the statements

•Can rate multiple stores
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Image Perceptual Map:  Department StoresDepartment Stores

DILLARD'S

Shop most for housewares

Shop most for cosmetics/fragrances 

Shop most for kids clothes

Shop most for men's clothes

Shop most for women's clothes

Good selection of brand-names

Easy to find what I want

Expensive

Good exchange/return policy

Most meaningful sales

Prestige store

Competitive prices

First for fashion trends

Best atmosphere

Good quality

Good supply of advertised merch. 

Good value

Knowledgeable salespeople

YOUNKERS

VON MAUR

SEARS

KOHL'S

JC PENNEY

Source: 2005 Consumer Market Study, MORI

16 County Area
Total Adults = 443,400
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Image Perceptual Map:  Department StoresDepartment Stores

DILLARD'S

Shop most for housewares

Shop most for cosmetics/fragrances

Shop most for kids clothes

Shop most for men's clothes

Shop most for women's clothes

Good selection of brand-names

Easy to find what I want

Expensive

Good exchange/return policy
Most meaningful sales

Prestige store
Competitive prices

First for fashion trends

Best atmosphere Good quality
Good supply of advertised merch. 

Good value

Knowledgeable salespeople

YOUNKERS

VON MAUR SEARS

KOHL'SJC PENNEY

Source: 2005 Consumer Market Study, MORI

Linn County Area
Total Adults = 152,000
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Image Ratings of General Merchandise Stores

General Merchandise Store Ratings

••21 stores listed21 stores listed

••18 images listed18 images listed

•Respondents are asked to write in 
the number of the ONE store they feel 
is BEST described by each of the 
statements

•Can rate multiple stores
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Image Perceptual Map: General Merchandise StoresGeneral Merchandise Stores

BED, BATH & BEYOND

Shop most for housewares

Shop most for cosmetics/fragrances 

Shop most for kids clothes

Shop most for men's clothes

Shop most for women's clothes

Good selection of brand-names

Easy to find what I want

Expensive
Good exchange/return policy

Most meaningful sales

Prestige store

Competitive prices

First for fashion trends

Best atmosphere

Good quality

Good supply of advertised mech. 

Good value

Knowledgeable salespeople

WAL-MART/SUPERCENTER

TUESDAY MORNING

THIESEN'S

TARGET/SUPER

SMULEKOFF'S

SHOPKO

SAM'S CLUB

PAUL'S DISCOUNT

ONLY DEALSMICHAEL'S

KMART/BIG

K'S MERCHANDISE

HOBBY LOBBY

GORDMAN'S

FARM & FLEET

FAMILY DOLLAR STORE

DOLLAR TREE STORE

DOLLAR GENERAL

BIG LOTS
BEN FRANKLIN

Source: 2005 Consumer Market Study, MORI

16 County Area
Total Adults = 443,400
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Image Perceptual Map: General Merchandise StoresGeneral Merchandise Stores

BEN FRANKLIN

BIG LOTS

DOLLAR GENERAL

DOLLAR TREE STORE

FAMILY DOLLAR STORE

FARM & FLEET

GORDMAN'S

HOBBY LOBBY

K'S MERCHANDISE

KMART/BIG

MICHAEL'S

ONLY DEALS

PAUL'S DISCOUNT

SAM'S CLUB

SHOPKO

SMULEKOFF'S

TARGET/SUPER

THIESEN'S

TUESDAY MORNING

WAL-MART/SUPERCENTER

Knowledgeable salespeople

Good value

Good supply of advertised merch. 
Good quality

Best atmosphere

First for fashion trends

Competitive prices

Prestige store

Most meaningful sales

Good exchange/return policy
Expensive Easy to find what I want

Good selection of brand-names

Shop most for women's clothes
Shop most for men's clothes

Shop most for kids clothes

Shop most for cosmetics/fragrances 

Shop most for housewares
BED, BATH & BEYOND

Source: 2005 Consumer Market Study, MORI

Linn County Area
Total Adults = 152,000
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Image Ratings of Grocery Stores

Grocery Store Ratings

••18 stores listed18 stores listed

••13 images listed13 images listed

•Respondents are asked to write 
in the number of the ONE store 
they feel is BEST described by 
each of the statements

•Can rate multiple stores
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Image Perceptual Map: Grocery StoresGrocery Stores

HYVEE

Freshest produce
Freshest meat

Widest variety of in-store services 

Best selection of ready-made take out 

Cleanest stores

Fastest checkouts

Most convenient/longer hours

Best locations

Most helpful & friendly employees

Best selection of national brands

Best advertised specials

Best or lowest prices

Best variety & selection of goods

WAL-MART SUPER

TARGET SUPER

SAV-A-LOT

SAM'S WHOLESALE

NEW PIONEER CO-OP

MARTIN BROS. DIST

JACK & JILL

FOOD PRIDE

FAREWAY

EXPRESS SUP VAL
ECONOFOODS

DICKS

CUB FOODS

BIG KMART

ALDI FOODS

Source: 2005 Consumer Market Study, MORI

16 County Area
Total Adults = 443,400
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Image Perceptual Map: Grocery StoresGrocery Stores

ALDI FOODS

CUB FOODS

ECONOFOODS

EXPRESS SUP VAL

FAREWAY

JACK & JILL

NEW PIONEER CO-OP

SAM'S WHOLESALE

SAV-A-LOT

TARGET SUPER

WAL-MART SUPER

Best variety & selection of goods

Best or lowest prices

Best advertised specials
Best selection of national brands

Most helpful & friendly employees 

Best locations

Most convenient/longer hours

Fastest checkouts

Cleanest stores

Best selection of ready-made take out 

Widest variety of in-store services 

Freshest meat

Freshest produce

HYVEE

Source: 2005 Consumer Market Study, MORI

Linn County Area
Total Adults = 152,000
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Perceptual Maps:  Advertiser ReactionAdvertiser Reaction

• It tells the whole story on one page

• It’s better than going through pages and pages 
of charts and graphs

• It tells me where I stand in the consumer’s 
mind, compared to my competitors

• It helps me in planning my branding message 
for the coming year

• More of these kind of pages will help me get to 
the bottom line faster

Contact Information:

Jeff.Wolff@gazettecommunications.com

Director of Research & Advertising Services

Cedar Rapids, Iowa

(319) 398-5871
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