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Modeling: What are the Drivers 

Gather information on all variables that possibly 
influence your dependent variable 

Independent Variables: 

• TV 

• Print 

• Radio 

• Outdoor 

• Internet 

• Promotions 

• PR 

• Coupons 

• Sampling 

• Direct Mail 

• Competitive 

• Economic 

• Environment/Weather 

• Industry Trends 

• Etc. 
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