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About Factor Analysis

e Telmar’s Factor Analysis summarizes the correlation in a set of data and converts this
into interpretable patterns.

e |t simplifies the structure of a set of data.

e Itreduces a "large" number of correlated variables (rows) e.g. lifestyle questions to a
smaller set of uncorrelated variables or themes called factors. It does this by grouping
survey questions (rows or variables) together (based on their correlation).

e Itis used to understand a single target audience. Factor Analysis compares the row (e.g.
350 + lifestyle) questions for one target, unlike correspondence which compare and
group similar brands (in columns) based on the row (e.g. 350 + lifestyle) questions.

e Unlike Cluster Analysis which groups respondents together, Factor Analysis groups

questions (rows) which are answered in a similar way.

Features

e New direct launch from SurveyTime or TNT+ 5.0 application
e Easily interpret sorted results displayed within Factor Analysis module
e Export results to an Excel spreadsheet

e Export of factors as people back to crosstab as audiences. Carry over results to other Telmar
applications such as SurveyTime, TNT+ 5.0, and Cluster.

What can it be used for?

e ltis an excellent aid for questionnaire design, as it will identify questions answered
in a similar way (due to their high correlation with each other)

e Understand media and their relationship with content e.g. word of mouth, favorite
TV programs, topic of interest in magazines, etc.

e Asa part of the media planning process to identify appropriate media for lifestyle
driven target audiences

e Factor Analysis can be used as a selection procedure for running a Cluster Analysis
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Steps to building a Factor Analysis

Preparing the Target, Variables (rows) and Launching Factor Analysis in SurveyTime
e Select a survey (e.g. MRI 2015 Doublebase)
e Input the target audience to be analyzed in the Tables (not in Columns)

o Inthis example — Foreign Travel (last 3 years) or Domestic Travel (last 12 month)
— Personally taken.

g:m;;yﬁme - e P dT o T File name : Vacation Traveler.pry Welcome - Kimberly Barrett & (&) () il

A= EBeE B v B

Change  Swap Title Mode Test All || Autografix PMap F.A. Save Manage Import
Survey(s) - Own Codes  Own Codes Own Codes
Report Setup Add-Ons Own Codes

(MR1 2014

() () Visual Code Builder

| Tables (1) | Cols (0) Rows (462) Group Charts Select Table:| Yes - Foreign Tra -

[Categury Filter ‘J

suopng Buipon (A~

b w My Saved Own Codes - ‘ﬁtle Code Resps Population GroupNam A
b ws Own Publications 1 Ys-Fc!rﬁgnvLm(\;eal‘t(I:t:mw)s) or r A
> .)Demogmphic‘. ‘ E xg::;:yTtr;ﬁ" - ?
e — +
bk CHAID: Basic Demographic List |m ‘ &
e Input the variables or questions that you are using to explain the target audience
for analysis in the Rows
o In this example - 462 psychographic statements from (Use for Crosstab) section
were used
o Variables can come from any section of the codebook
e Caution: Do not use calculated values such as mean or median in Tables or Rows
Eﬂ';i;‘gvnm m & [ | p— File name : Vacation Traveler.pry welcome - Kimberly Barrett & (=) () il

A= # ®en B v B

Change  Swap Title Mode Test All | Autografix PMap F.A.

Save Manage  Import
Survey(s) Own Codes  Own Codes Own Codes
Report Setup Add-Ons Own Codes

(MR 2014 Doublebase - M142Y ) (@) () Visusl Code Builder
| |
[Categury Filter v] m £ Tables (1) Cols(0) | Rows (462) | Group Charts Select Table:| Yes - Foreign Tra -
2
b ‘b My Saved Own Codes - E ™ i = ‘ |11(\e Code Resps Populatior| Groupian| Fe
b 'k OWn Publications é 1 Buying American products is important| = A 1
» 'k Demographics 5 E = to me. =
b & Demographics: Use for Trending 2 I know the price I pay for most of the BSASUM2 Custom ez
S § E foods and packaged goods I buy. =
¥ Publications: Use for Trending 3 I think shopping is a great way to BSASUM3 Custom -+
b ‘wk CHAID: Basic Demographic List m relax. [aza]
b wh Psychographics: Statements - Use for Cluster Analysis E 4 I enjoy wandering the store looking ~ BSASUM4 Custom —
» wh Psychographics: Statements - Use for Factor Analysis for new, interesting products.
) ) 5 I only purchase products online when [BSASUMS Custom
b tics: S - Use for Cor Analysis '
B I have a coupon or promotional code
b P e 5 — for the site.
» b Poychographics: Statements - Vals (use Base + Weight) ™5 &  Idon't make purchase decisions based BSASUMS Custom
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e Click “F.A.”, to start Factor Analysis, from the Home tab in the Add-Ons section

Telmar's

SurveyTime Il A . : , Home Manage

(3 = 2 B V| B 8E S 0

Change Separated Combined Swap Title Mode Load All || Highlight Filter Data Autografix PMap F.A. Cluster Correspondence
k - -

Survey(s) Rank Ran Results || values~™
Report Setup Add-Ons

Selecting Factor Analysis Options

e Web browser will open a new window, displaying the Factor Analysis Options
e The target audience will display as the Population versus Tables
o In this example - Foreign Travel (last 3 years) or Domestic Travel (last 12 month)
— Personally taken
e The Selected Variables section appear in the left-hand column
o In this example - 462 psychographic statements placed in Rows
e The system will generate a default Number of Factors, or the user can adjust this
number if so desired
o In this example the system default choose 23 factors

e After selecting Factor Analysis options, then click ,

Logout

Factor Analysis usace cuide jelomeiipbatiganatt

Survey : MRI 2014 Doublebase - M142Y Population : Yes - Foreign Travel (last 3 yrs) or Domestic Travel (last 12 mth) - Personally taken

SElzsiEi e ~ Choose your options and click on "Perform Factor Analysis”
1. Buying American products is important to me.
Variables Reductions
2. I know the price [ pay for most of the foods and [ Do you want to eliminate variables having small correlations with all others (recommended for factor analysis simplification)?

packaged goods I buy.

3. I think shopping is a great way to relax. Number Of Factors

4. I enjoy wandering the store looking for new, Would you like statistical suggestions? Graphical Hints (Scree Plot & others)

interesting products.
® Fi

5. T only purchase products online when T have a 2 b Nl 7 e s G
coupon or promotional code for the site. o
) Collectively, all factors explain at least 50 % of total variation.
6. I don't make purchase decisions based on
advertising. ) Individually, each factor explains at least 04 | % of the total variation.
7.1 like to shop around before making a purchase.
. ~ . . Factor loadings highlighting
8. If 1 really want something I will buy it on credit
rather than wait. Largest loads exceeding 0.7 by absolute value

@ T [y (s oI ey, ot [rife= Moderate loads exceeding 0.4 by absolute value

10. T buy natural products because T am
concerned about the environment.

11. The offer of free shipping attracts me to a Perform Factor Analysis

shopping website

12. Price is more important to me than brand

® 2013-2015 Telmar Group Inc.

e The next message to appear will be the processing message. Please do not
close this window.

e

Preparing data for Factor Analysis. This may take
some time. Please standby.

Page 4



telmar

the FUTURE of

Factor Analysis Viedia Planning
Quick User Guide

Selecting Factor Analysis Options (Advanced Options)

Variables Reduction: Is an option that allows the end user an option to eliminate
variables before running the Factor Analysis. Checking the box opens the option to
select/change the typical default absolute value of “0.1”. In this case, the Variable
Reduction is unchecked (default setting)

Helpful hint: If one variable has low correlations with all others - it should be
eliminated from the FA solution. Low correlated variables create unnecessary noise
in the data (e.g. may inflate the necessary number of factors, etc.)

Number of Factors:

Fixed Number of Factors solution: Recommended if one has an idea about the
potential data structure (e.g., they expect to see three distinct behavioral patterns),
or if a user knows the "limit" of the number of the factors.

OR

Collectively, all Factors explain at least xx% of Total Variation solution: The solution
is preferred if one has a minimum expectation of total variance to be explained. One
option is to try between 40 and 60% and see how interpretable the solution is.

OR

Individually, each factor explains at least xx.x% of the Total Variation solution: A
solution for those who wants all factors to be "significant." One rule of thumb: the
value should be around 2 - 2.5 times higher than one divided by number of variables
(for instance, 2*(1/10) = 20% for 10 variables.)

Factor loadings highlighting: Highlighting is made for simplification of
interpretation. The recommended thresholds follow the logic: 0.7 (which squared
gives about 50% variance of the variable explained by the factor); 0.4 squared -
(which gives about 10%.) One could follow their own logic and change the low and
high values.
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Reviewing Factor Analysis Output and Sorting Results

A new Web browser window will open with a Factor Loadings matrix. The order of
variables (rows) is as carried over from SurveyTime (as seen in the left-hand column).
At this point, the user has a few options to customize the view of the matrix to
facilitate the interpretation of the results.

Factor Analysis Factor Loadings usse cuide Welcome Kimberly Barrett  Logout

Survey : MRI 2014 Doublebase - M142Y Population : Yes - Foreign Travel (last 3 yrs) or Domestic Travel (last 12 mth) - Persenally taken

Highlight Options | | Sort Options | Multi-Sort |  Reset Sort | Show CEIl Export Factor Loadings To Excel | Export Factor Scores to Study Data

.—A
. Variance explained (%) 1.4
. Variance explained cumulative (%)

Buying American products is important to
I - p ’ o
me.

) I know the price I pay for most of the .03
foods and packaged goods I buy. ’
1 think shopping is a great way to relax. 0.256

I enjoy wandering the store looking for
4 . i 0.179
new, interesting preducts.

1 only purchasa products online when I

have a coupon or promotional code for
the site.

Faclor Analysis 8 20132015 Telmar Group Ine. Version: 1.0.5.16

Click on Multi-Sort to aid interpretation of the factors

Factor Analysis

Survey : MRI 2014 Doublebase - M142Y

Highlight Options | ghlsfe/vil] i3 MU"*FSDTI Reset Sort | Show CEI

The Multi-Sort window opens to display the default lower threshold. To select the
default value of 0.4, click OK.

Multi-Sort

This will Sort the Table by Loadings of all the Factors in such a way, that
breaks appear in the table after loadings for the given factor become less than

lower threshold (by absolute value)

It significantly simplifies interpretation, making all variables “pre-grouped”.

Note, if you change the threshold in this window - it will automatically set your lower

highlighting threshold to this new value.
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Reviewing Factor Analysis Results

e At this stage, a report like the one below will appear with Highlights and each column
will be sorted.
o The user should try to identify what the variables have in common (for each
factor).
e To view tops scores for each factor, click the header of each factor column
e Having viewed each factor, the user should see commons patterns
o Inthis example —the tops scores for the Factor 2 appear to be logically consistent
with each other as they are about the level of usefulness of Advertising across
multiple media platforms.

Factor Analysis Factor Loadings usace cuide Welcome Kimberly Barrett  Logout

Survey : MRI 2014 Doublebase - M142Y Population : Yes - Foreign Travel (last 3 yrs) or Domestic Travel (last 12 mth) - Personally taken

Highlight Options | [ESiae stae] | MultiSort| 'Reset Sort || Show CEI Export Factor Loadings To Excel | Export Factor Scores to Study Data

_ m“ =
Variance explained (%) 2.1 1.8 1.6 1.4 1.4
Variance explained cumulative (%) 2.1 3.9 5.5 6.9 8.3

Advertising on TV provides me with

293 | meaningful information about the 0.013

product use of other consumers.

magazines provides me
with meaningful information about the

product use of other consumers.

e Renaming Factors: If the factor is clear, the user can give it a descriptive name
based on what the questions have in common. Double-click the factor title (e.g.
Factorl) to rename the factor. If renamed, these will appear in all Exports of data.

e [f the factors are NOT clear, the user can change the Factor Selection Options and re-
run the report.
o Click Logout to exit Factor Analysis application. From SurveyTime, click “F.A.”, to
re-run Factor Analysis, from the Home tab in the Add-Ons section.

_ Advertising Advertsing is not . I enjoy
I am influence by . B . Brand Loyalist - I
provides useful credible and is technology and
what's most . . purchase VA .
information and repeated too electronic
popular or hot i i products I trust
is amusing often products

Variance explained (%) 2.1
variance explained cumulative (%) 2.1
41 When I find a brand I like, I stick to it. -0.065 0.004 -0.014 0.477 0.018

It's important to me that salespeople be
14 knowledgeable about the products they -0.083 -0.013 -0.051 0.447 0.021
sell.

I prefer a store that has a large selection
of familiar brands.

51 0.007 0.051 -0.028 0.437 0.034

The service of the personnel at a store is

47 an important part of my decision to shop 0.021 0.04 -0.029 0.42 0.008
there.

Page 7



Factor Analysis
Quick User Guide

telmar

the FUTURE of
Media Planning

Factor Analysis - Export Factor Loading to Excel

Export Factor Loadings To Excel

groupings.

Next, click Export Factor Loadings To Excel to format results in Excel into relevant

An Excel message will appear at the bottom of web browser, Click Open

Do you want to open or save export.csv from apps.etelmar.net? Open Save 7 Cancel x
e The .csv file open and it looks like this
EE9-o-2& 5@ export.csv - Microsoft Excel = x| |
Home Insert Page Layout Farmulas Data Review View Add-Ins Acrobat @ e = @ 8
* P = _ . — . t, ) P B (S E AutoSum -
. calibri 11 A A m B S Wrap Text General ij}' ﬁj—ﬁ ,’—:d & g | | — %? l;a
as B 7 U - S 5 Merge & Center - $ - %+ | %8 ;% Conditional Formatas Cell Insert Delete Format 2 s Sort & Find &
J Formatting ~ Table = Styles ~ < < Cleag Filter ~ Select ~
Clipboard Font Fl Alignment Fl Number Fl Styles Cells Editing
L3 - £ v
A B C D E F G H J K M N 0

1 |Factor loadings matrix
2 Survey nar MRI 2014 Doublebase - M142Y

3 |Populatior Yes - Foreign Travel (last 3 yrs) or Domestic Travel (last 12 mth) - Personally taken

4 |Sorted on: Brand Loyalist - | purchase products | trust
5 Sorting or¢ Descending

:
B

6 | am influe Advertising Advertsing Brand Loy: | enjoy tec | intend to | live to im Internet Ju Automobil Cell Phone Fashionist: Healthy cc Environme Facto
7 Variance explained 2.1 1.8 1.6 1.4 1.4 1.3 1.3 1.2 1.2 1.2 1.2 1.1 1.1
8 Variance explained 2.1 3.9 5.5 6.9 8.3 9.6 10.9 12.1 13.3 14.5 15.7 16.8 17.9
9 41 When | find a brand -0.065 0.004 -0.014 0.477 0.018 -0.02 0.035 0.038 0.017 0.013 -0.044 0.019 -0.025 0
10 14 It's important to me -0.083 -0.013 -0.051 0.447 0.021 0.003 0 0.059 -0.004 0.015 -0.058 0.017 -0.006 -0
11 51 | prefer a store that 0.007 0.051 -0.028 0.437 0.034 0.01 0.042 0.031 0.035 0.021 -0.012 -0.02 -0.024 0
12 47 The service of the p 0.021 0.04 -0.029 0.42 0.008 -0.012 0.035 0.018 0.015 -0.046 -0.027 0.047 0.048 -0
13 42 If a product is made 0.064 0.005 -0.014 0.412 0.032 -0.015 0.088 0.076 0.045 -0.007 -0.024 0.065 0.017 -0
14 16 How a personal can 0.043 0.063 -0.062 0.389 0.002 0.006 0.041 0.04 -0.037 0.113 0.11 0.033 0.058 0
15 1 Buying American prt -0.084 -0.009 -0.028 0.381 -0.007 -0.032 -0.048 -0.073 0.043 0.014 -0.053 0.071 0 -0
16 7 1 like to shop arount -0.009 -0.007 -0.018 0.36 0.085 -0.01 -0.056 0.067 0.02 0.002 -0.01 0.03 0.061 -0
17 27 | buy brands that re 0.158 0.052 -0.021 0.352 -0.018 0.018 0.155 0.063 0.014 0.095 0.13 0.075 0.009 -0
18 37 | smell personal cari 0.114 0.061 -0.035 0.341 0.027 0.008 0.015 0.094 -0.026 0.165 0.123 0.048 0.069 0
19 40 | like to compare pr 0.1 0.015 -0.03 0.341 0.148 0.03 -0.061 0.371 0.072 -0.003 -0.035 0.068 0.044 -0 -
H oAb w E)Epﬂl‘t gé; ‘ o o o o o o A“El{ [ il | o o » E
Ready | |[EB|E @ 100% () [J (+)
L~ T 1] L] L] 1 —
e Use Conditional Formatting to highlight values like shown in Factor Analysis
program
o Highlight all numbers in the table excluding the variance explained % rows
o Select Conditional Formatting, then Highlight Cell Rules, then Greater Than
o Enter 0.4 (threshold) in the Conditional Formatting window, click OK
Formatting '| Table ~  Styles - vertrsm o
] ] lam g Advertsin Brand theater s
Highlight Cells Rules * Greater Than... 51
*;::‘ == S Ll 2= [k Greater Than X b
=< ] | Format cells that are GREATER THAN: 1
 —
Caonditional 10| Top/Bottom Rules ' B <] Less Than... 0.4 with | Light Red Fill with Dark Red Text [ v ] :
Formatting ~ || .
=| DataBars » ﬂ Between... ["C —
= n | find a bran
nartant to m
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e At this stage, the report will be colored coded. Additional report formats can
include:
o Factor title row — set to Wrap Text for compacting the title
o Expand variable column (B) to read the full questions of each row
o If user did not elect to rename Factors in software, it is recommended to rename
factors and save in Excel at this time.

e Save formatted file in latest version of Excel to your personal computer for later

review.
A B [ D E F G H | J
Buy liveta Jurkie -
electronics: [impress wery useful
Advertising Horne others - Far
| am provides Advertizsing |Brand | enjoy new |theater achieve s  [information
influence by|useful i ot Loyalist-1 |techmology |systeme  |Figh social |and
what's rost |information |credible and|purchase  |and Tablet- status -be  |research
popularor |and is isrepeated |products | |electromic | Smartphoned atthe top of |and
hot smusing  |[ton oftsn trust products  |DWD Player |profession |entertainme
Variance explained (%4 21 18 16 14 14 13 13 12
Wariance explained cumulative (%] 21 38 55 64 82 13 03 121
286 Lifestyle [you personally): Have a child graduate from colley 0.012 0.025 -0.02 -0.017 -0.001 o0z7 4m -0.021
287 Lifestyle [you personally): Have a child get married -0.031 o022 -0.024 0.008 0.0% 0.orw -0.01 -0.058
288 Lifestyle [you personally): Retire from full-ime work. 0.015 0.02 0.025 -0.033 0.007 0.089 0.023 -0.034
289 Lifestyle [vou personally]: Collect lump-sum from pension 0037 0009 -0.007 -0.033 0o 0083 0.0% 002
285 Lifestyle [vou personally): Have a child go away to collsge -0.002 -0.004 0.002 0.004 -0.001 0.03 -0.001 0.004
284 LiFestyle [you personally): Becorme a grandparert 0044 0034 0,026 002 0.002 0.0% 003 0z
B0 | like to comnect with brands through social-netwarking sites 0.565 0035 -0.006 o1 0.064 0035 0.053 0.043
19 A celebrity endorserent may influence me to consider or b 0542 0037 o0t 0.083 0.013 0024 0.064 -0.087
53 | prefer to by things my friends or neighbors would approv 0507 oot 0.006 0151 0027 o.m 0.083 (i}
43 llike to change brands often for the sake of variety and now 0463 0.0 0.034 0.091 0.013 0.009 0.083 -0.042
B0 I'm always one of the first of my friends to try new products 0.455 o026 0.008 0.134 0.134 0.045 0138 -0.003
7 |like to share my opinions about products and services by | 0.454 0.053 0.02 0.125 0.0%2 0.029 0.044 0.081
15 | aminfluenced by what's hot and what's not. 0437 0047 -0.004 ome 0.0 0025 01 0.0%e
B8 Brand name iz the best indication of quality. 0409 0.031 0.0% 01 -0.003 -0.008 0103 -0.044
293 Advertising on TV provides rme with reaningful informatiol omz 054 -0.037 0.034 0.003 oor 0.06 -0.057
301 Advertising on radio provides rme with reaningful informat 0.048 064 0.036 -0.005 onm oon 0.085 0022
317 Advertising in magazines provides me with meaningful inf 0027 064 0.027 oma oo o003 0017 0027
302 Advertising on radio provides me with useful information at -0.029 0637 0.024 0.045 0023 0.009 0.054 oo
292 Advertising on TV provides me with useful information abo -0 0636 -0.062 005 0.016 o022 0.048 -0.038
294 Advertising on TV provides me with useful information abo 07105 0634 -0.082 012 0.013 0.orw 0.043 -0.017
300 Advertising on radio provides me with useful information at -0.021 0633 0017 0.031 0.025 0.008 0.048 -0.001
Y6 Advertising in magazines provides me with useful informat 0023 0625 0.013 0.009 0.005 0.orw 0 -0.035
18 Advertising in magazines provides me with useful informat -0.085 0623 0.023 0.073 0.001 0.0\ 0.008 0.009

Factor Analysis - Export Factor Scores to Study Data

Export Factor Scores to Study Data

e Next, click Export Factor Scores to Study Data
o The system provides two export options for further analysis (check both boxes),
Export Factors for Cluster and Export Factors for Cross tabulation
o Select the eTelmar cloud drive to save the exported scores under Folder type —
User, Company or Corporate clouds
o Enter File name, then click OK

Export Factor Scores to Study data

TR  Message from webpage S
Folder type  [USER S

! The Factor Scores have been successfully exported to Telmar's
¥ Export Factors for Cluster

., data format.
: The Factors' list will be available as an 'Own Code’ file in TNT+
M Export factors for Cross tabulation

M Export factors as original values
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e The exported factors will appear under My Saved Own Codes.

[MRI 2014 Doublebase - M142Y ']
[C.-a.tegarx-I Filter ']
4 @b My Saved Own Codes -

wt Company

wi Corporate
it Global
4 ok User
wat Factors for Clustering 02-18-15 - Vacation Traveler_FactorsForCluster.M142Y.prx
w4 Factors for Cross Tab 02-18-16 - Vacation Traveler_FactorsForCrossTab.M142Y.prx
wt Own Publications
i Demographics

wr Demographics: Use for Trending

e Factors for Clustering allow the results to be used in Telmar’s Cluster Analysis
program and these data should only be used for creating a cluster solution as
variables for clustering.

4 @ User
4 o Factors for Clustering 02-18-16 - Vacation Traveler_FactorsForCluster.M142Y.prx

(_) Table-base
()1 am influence by what's most popular or hot(2%)
(_) Advertising provides useful information and is amusing(2%)
() Advertising is not credible and is repeated too often{2%)
(_J) Brand Loyalist-1 purchase products I trust(1%)
()1 enjoy new technology and electronic products(1%)
(_) Buy electronics: Home Theater system-tablet-smartphone-dvd player(1%:)
()1 live to impress others-achieve high social status-be at the top of profession(1%c)

() Internet Junkie-very useful information-use for research-entertainment(1%)

LRI I DY TR S U N NSRS (R—" . LY

e Factors for Cross Tab allow the factor scores to be analyzed in SurveyTime

A @k User

wt Factors for Clustering 02-18-16 - Vacation Traveler_FactorsForCluster.M142Y.prx

'l w# Factors for Cross Tab 02-18-16 - Vacation Traveler_FactorsForCrossTab.M142Y.prx

(_) Table-base

()T am influence by what's most popular or hot(2%)_1

()1 am influence by what's most popular or hot(2%)_2

()T am influence by what's most popular or hot(2%)_3

()1 am influence by what's most popular or hot(2%)_4

()T am influence by what's most popular or hot(2%)_5

() Advertising provides useful information and is amusing(2%)_1
() Advertising provides useful information and is amusing(2%)_2
() Advertising provides useful information and is amusing(2%)_3

{_) Advertising provides useful information and is amusing(2%)_4

() Advertising provides useful information and is amusing(2%)_5
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How to create a Cross tab report using Factor Analysis Scores

e When factors are created in the Factor Analysis program, their values can be
assigned to each respondent and exported to SurveyTime to make the analysis
convenient

e The program calculates values for each factor for each respondent, called factor
scores.
e The scores variables are made for each factor and they are split into 5 groups

e The group labelled _5 has the highest positive score for that particular factor and the
label _1is the lowest.

()1 am influence by what's most popular or hot(2%)_1
1 am influence by what's most popular or hot(2%)_2
1 am influence by what's most popular or hot(2%)_3
1 am influence by what's most popular or hot(2%)_4

31 am influence by what's mest popular or hot(2%)_5

e When creating a cross tab, the user can use the scores separately or merge them in
any combination (e.g. combine _4 and _5 to see the positive scores).

Steps to build a Cross tab report using Factor Analysis Scores

e Select a Survey (e.g. MRI 2015 Doublebase)

e Go to Factor for Cross Tab in My Saved Own Codes, then input your Table-base to
be analyzed in the Tables
o Inthis example — The Vacation Traveler: Table — Base is Foreign Travel (last 3
years) or Domestic Travel (last 12 month) — Personally taken.

4 & User

w4 Factors for Clustering 02-18-16 - Vacation Traveler_FactorsForCluster.M142Y.prx

4 «4 Factors for Cross Tab 02-18-16 - Vacation Traveler_FactorsForCrossTab.M142Y.prx

(_) Table-base
()T am influence by what's most popular or hot(2%)_1

(_JI am influence by what's most popular or hot(2%)_2

(_JI am influence by what's most popular or hot(2%)_3
e In the Columns — add the highest factor scores _5 of each factor
e Inthe Rows —the user can have any items in the codebook, choose those that help

interpret the columns (the factors)
o Inthis example — Demographics were selected
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Select Table:
~
|15 Add Column 3 yrs) or Domesti
1 2 3 4 5 3 7 8 3
. 1am influence  Advertising Advertising is  Brand Loyalist-1 I enjoy new  Buy electronics: I live to impress Internet Junkie-| Automobile Cell
gy Add Row by what's most | provides useful |not credible and | purchase technalogy and |Home Theater athers-achieve |very useful Enthusiast-1 | Jun
popular or hot |information and is repeated too  products I trust  elactronic system-tablet-  high social information-use  know cars ask | leay
T (2%)_5 is amusing(2%) often(2%)_5  (1%)_5 products(1%)  smartphone-  status-be at the for research-  me(1%)_5 with
B s dvd player..  top of.. entertainment... 5
Totals Audience{000) 2,312 7,505 7,674 6,377 5,863 1,545 7,221 14,194 2,854 -
Rasps 643 1,537 1,613 1,296 1,248 327 1,612 2,090 593
0 36Cal 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
FaRow 2.2 5.7 5.8 4.8 4.4 1.2 5.5 10.7 2.2
Index 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Mean Age Value 37.5 42.0 45.2 45.9 41.9 43.2 41.9 40.8 4z.7
Rasps 643 1,537 1,613 1,296 1,248 327 1,612 2,090 593
1 %Cal
YaRow
Index
Mean Household Value 80484.0 78201.4 89200.7 88261.4 85607.1 85553.2 53540.8 108880.1 85254.8
Income Resps 543 1,537 1,613 1,296 1,248 327 1,612 2,090 593
2 %aCal 5
YeRow
Indax
Mean Ind Income Value 38831.5 35369.4 39371.3 35108.0 39712.9 29289.5 37746.5 47445.5 41964.1
Resps 643 1,537 1,613 1,296 1,248 327 1,612 2,090 592
3 3aCal
BaRaw
Index
Adults Audienca{000) 2,312 7,505 7,674 6,377 5,863 1,545 7,221 14,194 2,854
Resps 643 1,537 1,613 1,296 1,248 327 1,612 3,090 593
4 3aCal 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
BaRaw 2.2 5.7 5.8 4.8 4.4 1.2 5.5 10.7 2.2
Index 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Men Audience{000) 1,681 3,663 4,492 2,957 4,064 828 3,711 5,220 2,002
Resps 362 e1s 569 672 506 178 892 1,373 455
5 3aCal 57.7 48.9 58.5 46.4 9.3 53.5 50.7 26.8 70.1
BaRow 2.6 5.8 7.1 4.7 6.4 1.3 5.8 8.2 2.1
Index 120.5 102.0 122.1 56.7 144.6 111.7 105.7 76.7 145.3
Woman Audience{000) 1,221 2,836 3,182 2,420 1,798 718 3,611 €,574 852
Resps 281 713 644 624 242 143 720 1,717 138
3 aCal 42.3 51.1 41.5 52.6 20.7 46.5 49.3 63.2 29.9
IaRaw 1.8 5.6 4.6 5.0 2.6 1.0 5.2 13.0 1.2
Run Items Ind=x 81.2 38.2 79.6 102.0 58.9 89.2 34.7 121.4 57.3
Cal(s) 23 Age 18-24 Audienca{000) 568 976 946 645 1,006 *197 1,404 1,767 452
Rasps 8z 118 134 &0 131 4z 202 244 59
Row(s) 26 7 uCol 19.5 13.0 12,3 10,1 17.2 12.8 19.2 12,5 15.8
Stability IaRaw 4.1 7.0 6.8 4.6 7.2 1.4 10,0 12.6 3.2
* Unstable Ind=x 184.8 123.2 116.8 55.8 162.6 121.0 181.8 118.0 150.1 L
** Highly Unstable 4 | | 3
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Sorting Results (Additional Options)

e Each Factor (i.e. each column of results) may be sorted by clicking on the right-hand
side of each Factor cell. Note, the default sort order is Absolute value.

_ et * ’ e

~_

e Hi ghli ghtin gan d Sortin g: o Highlight Options || Sort Options || Multi-Sort | Reset Sort || Show CEl

o Highlight Options allows users to change the default values for highlighting in the
matrix for Large and Moderate Loadings. Selecting "Small" will cause all other
remaining values to be highlighted in the preferred color when clicked as a color
palette will appear.

Highlight Settings [ | ‘

* Set your highlighting ranges
* Click on a color next to the range, to open to the color selection box.

Large > .

Moderate > .
small i

Note: Highlights are based on absolute values of the loadings

o Sorting Options allow users to change the sorting to Original sort order (or non-
Absolute value.) Sorting by absolute values (most often used) puts highly
correlated variables first, thus allowing factor interpretation regardless of the sign
of the correlations. Sorting by original values separates positive and negative
correlations.

o Multi Sort Options allow users to sort the reports an aid in interpretation of the
factors. Displays the values highlighted (green or yellow) of each factor.

o Reset Sort removes any type of sorting and reverts matrix to the original order.
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o Show CEI (Correlations Exploratory Indicators) attempts to explain why certain
correlations between the factor and variable have appeared. If one clicks this button, the
clickable CEl icons appear for each factor.

= CElsignals appear only against the significant loadings as highlighted in yellow
(moderate >4) or green (high >7).

= Dark green cells mean “business as usual”, i.e. correlations are high, because
respondents answered in more or less similar way, like for all variables of the
Factorl (i.e. all the respondents gave similar answers in both “Disagree” and
“Agree” on a 5 grade scale).

Factorl CEI Factor2 CEX Factor3 CEX Factor4 CEL
Variance explained (%) 2.1 1.8 1.6 1.4
Variance explained cumulative (%) 2.1 3.9 5.5 6.9
I like to connect with brands through
0.565 [ | 0.035 -0.006 0.1

social-networking sites.

A celebrity endorsement may influence
0.542 [ | 0.037 0.018 0.089
me to consider or buy a product.

1 prefer to buy things my friends or
neighbors would approve of.

1 like to change brands often for the sake
0.463 [ ] 0.031 0.034 0.001
of variety and novelty.

I'm always one of the first of my friends

0.507 | ] 0.01 0.006 0.151

. 0.455 [ | 0.026 0.006 0.134
to try new products or services.

1 like to share my opinions about

= Red cells means high correlations between these variables and the factor are
most likely to be explained by only part of the respondent pool, like Factor23
(Collect lump sum from pension/IRA/401K) — namely, by those who have very
large values of the variable that drive a high correlation for the entire
respondent pool (i.e. by respondents, who mainly answered “Agree” ona 5
grade scale).

._ Focere et recer Feeers
. Variance explained (%)

. Variance explained cumulative (%) 24.5 25.3 26.1 26.8
L L e L e R -

graduétgfranI college

Lifestyle (you personally): Have a child
Eabme i 0.023 0.011 -0.0352 0.467 [ |
get married
Lifestyle (you personally): Retire from
288 0.046 0.034 -0.062 0.448
l full-time work L

Lifestyle (you personally): Collect lump-
sum from pension/IRA/401k | |

0.027 0.04 -0.057 0.434

Lifestyle (you personally): Have a child
285 -0.005 0.02 -0.028 0.417 [ |
go away to college

Lifestyle (you personally): Become a

0.002 0.007 -0.035 0.41
grandparent L
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