
1 Purchase Decision Analysis 

The Client Challenge 
Our client, a leading manufacturer of personal health 

equipment, was looking to identify the underlying drivers of 

purchase for its portfolio of products 

 

GemSeek collected all relevant brand, marketing, sales, 

advertising, promotion, pricing, discounts and distribution 

data. We used a three step modeling approach: 

Conditional random forest to select the most relevant 

drivers of purchase based on Conditional Variable 

Importance 

Country level tree models to identify thresholds and impact 

for each individual variable 

Supplementary regression-based models to identify which 

factors impact individual drivers 

We created a robust approach based on mathematical and 

statistical modeling to identify relevant drivers of purchase, 

provided insights on their impact as well as specific business 

actions on how to influence these drivers. 

The GemSeek Approach 

Our final deliverable served as the basis for Marketing 

Budget Allocation, Business and Country level strategic and 

tactical planning as well as cross-country product level 

analyses carried out by the client. 

 

The Deliverables 

Case Study 

Awareness Dist ribut ion
rNPS

Brand Image

Preference

A& P

Advert ising

Ideally 90 % or above. 

Drives preference directly 
and also through awareness 

Relative NPS ideally 15% or 
above.

2 key image attributes 

with biggest impact

NPS Drivers

Best way to improve NPS is to 

improve product and related 

communication in terms of top 3 

drivers. See slide X for details

Target Variable

Intermediate Driver

Driver which can be influenced directly
Potential driver, but relationship not clear

Legend
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3 Driver Priority (i.e. which to check first)
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Excellent  Design

Trusted Brand

Brand Promise

Aided Awareness

Unaided Awareness

Brand Fami liar i t y

3 key components

Dist ribut ion

3

Both Design and Trust depend 
statistically on NPS. Increasing NPS 
will improve also these 2 Brand 
Image attributes

NPS Drivers

Ideally 90 % or above. 
Critically above 65%.

Aided Awareness

NPS Drivers

Ideally 30 % or above  
TOM. Depends on A&P 
(Messaging) & Awareness 
(which in turn also can be 
driven by A&P and 
Distribution).

A& P/ SoV

NPS drivers also correlate with 

Brand Promise and can be a 

potential driver, but relationship 

is less robust

As much as possible, but 
ideally above 30 %

Brand Image

Market Share

Relative NPS

R2
= n.a.

Prob = n.a. 

All BGs

Significant 

model

Not Significant model (Prob** > 

0,05)
bold

The strongest relationship (Biggest 

R2)

*Only Domestic Appliances and Health&Wellness BGs showed 

statistically significant models. 

**Prob (p-value) measures statistical significance (should be less 

then 0.05)

SOW

Distribution

Brand 

Preference

R2
= 0,226

Prob = 0.00 

R2
= 0,214

Prob = 0.00 

R2
= 0,311

Prob = 0.00 

R2
= 0,671

Prob = 0.00 

Market Share

Relative NPS

R2
= n.a.

Prob = n.a. 

DA*

SOW

Distribution

Brand 

Preference

R2
= 0,233

Prob = 0.00 

R2
= 0,213

Prob = 0.00 

R2
= 0,360

Prob = 0.00 

R2
= 0,679

Prob = 0.00 

Market Share

Relative NPS

R2
= 0.533

Prob = 0.00 

HW*

SOW

Distribution

Brand 

Preference

R2
= 0,291

Prob = 0.00 

R2
= 0,131

Prob = 0.00 

R2
= 0,482

Prob = 0.00 

R2
= 0,633

Prob = 0.00 


