Tutorial

Conjoint

(@ Marketing Engineering for Excel is a Microsoft Excel add-in. The software runs from
ﬂboﬂ‘f within Microsoft Excel and only with data contained in an Excel spreadsheet.

foReet

After installing the software, open Microsoft Excel. A new menu appears, called
“ME » XL.” This tutorial refers to the “ME » XL/Conjoint” submenu.
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Overview

Conjoint analysis is an approach for measuring customers’ preferences; it is
particularly useful for analyzing and predicting customers’ responses to new
products and new features of existing products. With conjoint analysis,
companies can decompose customers’ preferences for products and services
(provided as descriptions, visual images, or product samples) into the
“partworth” utilities associated with each option of each attribute or feature of
the product category. By recombining these partworths, companies can predict
customers’ preferences for any combination of attribute options, determine the
optimal product concept, and identify market segments that value a particular
product concept highly.

Conjoint analysis also helps firms answer such questions as:
v" How much are our customers willing to pay for an extended warranty?
v" What factors drive customers' choices?

v If we must choose between two different features to introduce in the
next generation of products, which one would have the most impact on
customers’ choices?

v" In our market, how many customers are price sensitive? How many
are quality-driven in their purchase decisions?
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Step 1

Getting Started

Many Marketing Engineering for Excel models allow you to use an interactive
assistant, which prompts you for the parameters required by the model and
builds a template spreadsheet into which you can to enter the required data.
This generated template includes pre-selected cell ranges that correspond to
the parameters you enter. These recommended Marketing Engineering for
Excel templates facilitate subsequent analyses.

Expert users who are familiar with Marketing Engineering for Excel models and
data requirements may prefer to input data directly in an unformatted
spreadsheet. Such users should begin with the interactive assistant to become
familiar with the data format that Marketing Engineering for Excel expects.

The next section explains how to create an easy-to-use template to collect and enter
your own data.

If you want to run a conjoint analysis immediately, open the example file “OfficeStar
Data (Conjoint, Part 1).x/s” and jump to “Step 4: Estimating Preference Part Worths”
(p.8). By default, the example files install in “My Documents/My Marketing
Engineering/."”

If you want to see conjoint analysis in action, open the example file “"OfficeStar Data
(Conjoint, Part 2) and jump to “Step 7: Running analyses” (p. 15). You should not
change the analysis parameters manually (they were established in Step 5) but you
will see how a conjoint process works.

Creating a study design template

A conjoint study involves a complex, multi-step analysis. The first step
requires designing the study itself: By which features and characteristics are
the products under study described?

In Excel, if you click on ME » XL = CoNJOINT = CREATE STUDY DESIGN TEMPLATE, a
dialog box appears. The first dialog box prompts you to use an interactive
assistant.

Unless you are already familiar with the methodology, you should select “yes.”

E Create Study Design T...

Pleaze select how youwould like to generate the
Conjoint 5tudy Design Template.

Interactive Assistant

Wiould you like to uze the Interactive Assistant to
generate a conjoint study design template?

(v ‘es

" No [recommended for expert uzers only]

Cancel Next >
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Using the interactive assistant

The first step of the study design template generation process requires you to
label and list the attributes you want to use.

An attribute is a general property or characteristic of a product category that
you can use to build and describe alternative products or services. "Color,”
“price,” or “quality” are examples of attributes. The attributes listed in the
dialog box below come from the OfficeStar example.

For some attributes, customers may have a natural order of preference. For
example, most people will prefer higher quality to lower quality or lower price
to higher price. For such attributes, you can choose to impose a preference
order (increasing or decreasing) by checking the Force Pref Order option.

E Create Study Design %o

Enter the attributes of your Conjoint study

Attributes
New Attribute:

[
™ Force Pref Ordering

List of Attributes:

Cancel | < Previous | |

After you have described the attributes, you must enter levels for each in the
next step. Whereas an attribute represents a characteristic such as color,
price, or warranty, the levels are the particular values that an attribute can
take, such as red, $20, or 1-year warranty. Each attribute requires at least
two levels.

Some attributes may have a preference order. For example, an attribute
such as price or distance may have an order preference. If a respondent will
not purchase an item at $2.00, we can assume they will also not purchase the
same item at $3.00. For each attribute you specify you may use the check
box to include a column which will allow you to specify the order preference.
When the check box is not used, all attributes are treated as being unordered
in terms of respondent preferences.
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= Create Study Design

Enter the levels for the "Location™ attibute:

Levels for "Location™

Mevs Level:

|
[ b

List of Levels for "L ocation™

Less than 2 miles

Within 2-5 miles
“wfithin 5-10 miles
‘ Down | Delete |
Cancel ‘ < Previous | Mext >

After entering the attributes and levels for each attribute, you will be prompted
with the following dialog box:

If you click “no

"

¥ Create Study Design

Please selectthe

template for your conjoint studgp.

Data Collection T emplate

Wiould you like to generate the Data Collection
Template now?

(v Yes

" Mo, | wil do it later

[Simply zelect the "Generate D ata Collection
Template'" option later)

Cancel |

< Previous | oK |

, @ generated conjoint study design appears in a new Excel

workbook, as shown below. Clicking “yes” is equivalent to selecting ME » XL -
CoNJOINT = CREATE DATA COLLECTION TEMPLATE in the Excel menu.

Conjoint Study Design

Attributes [ Levels Level 1 Level 2 Level 3 Ordering J
| ) Less than 2 Within 2-5 Within 5-10 | ) 1
|Location . ) ) |Decreasing 1
L miles miles miles 1 |
| Very large Large Limited | I
10ffice supplies rylare g IUnordered 1
I assortment assortment Assortment | |
[ : Office . 1 1
IFurniture ) Mo Furniture IUnordered 1
1 Furniture 1 1
: Software and : :
Computers Mo computers | Software only Unordered

o o [ computers_ | !
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Not using the interactive assistant

If you decide not to use the interactive assistant, the following dialog box will
appear, asking you to specify the:

= Number of attributes. The OfficeStar example uses four attributes to
describe a store: location, assortment of office supplies, whether it sells
furniture, and whether it offers computer supplies and software packages.

= Maximum number of levels. The OfficeStar example uses two to three

levels per attribute, so the maximum number of levels is 3.

'E Create Study Design T...

Please selectthe numberof attributes and levels to
design your conjoint study.

Options
Number of attributes

o
F

taximurn number of levels per attibute

Cancel | < Previous | 0.8 |

Click OK to generate a new blank spreadsheet. You must then enter all
attributes and levels manually in the spreadsheet.

=] Microsoft Excel - Sheet2

(M [=] X]

Al - A

{21 Ele Edit wiew Insert Format Took Data Window Help MEMXL

Type a question for help

v.dx

Al B I

©

i} I E CF T 6 T HJ [

.Conjoint Study Design

‘h‘m‘m ‘d

[Atuibutes/ Levels _ |Levell

LevelZ

Level3

Enter attribute 1 here

o

Enter level 1 for attribute

1 here

Enter level 2 for atiribute

1 here

Enter attribute 2 here

B

Enter level 1 for attribute

2 here

Enter level 2 for atiribute

2 here

Enter attribute 3 here

Enter level 1 for attribute

3 here

Enter level 2 for attribute|

3 here

Enter attribute 4 here

Enter level 1 for atiribute

4 here

Enter level 2 for atiribute

4 here

‘m‘m ‘\‘

0
1 ¢ » nh\Gonjoint Template /
Resdy

Step 2

Creating a data collection template

The first step, generating the study design, is necessary to describe the
attributes and levels used in your conjoint study. After you have developed
this basic study structure, you must generate a template to collect or enter
customer data. To create a data collection template, select ME » XL - CONJOINT
- CREATE DATA COLLECTION TEMPLATE in the Excel menu. Alternatively, after
creating the study design template using the interactive assistant, you may

confirm that you want the data collection template generated.

The following dialog box appears:
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E Create Conjoint Data Collection Tem... B S

Pl select the optionsto a data collect
template for your conjoint study.

Method
" Self-Explicated
+ Ratings

¥ Column for Force Preference Ordering

(If you choose Ratings, appropriate bundles will
be generated automatically)

Survey
Mumber of respondents 5 EI:

Next Steps

Mext, you will be asked to select the Cell Range for
the Conjoint Study Design.

what is this?

I” Save choices in current spreadsheet

Cancel | Mext = |

Many techniques can elicit customers’ preferences for products, including
choice-based conjoint, partial profile ratings, full profile ratings, and adaptive
conjoint. Marketing Engineering for Excel offers two methods to elicit
customers’ preferences:

= Self-explicated is the most straightforward. Respondents distribute 100
points among the different attributes (more points represent more
important attributes in the choice process) and rank the different levels for
each attribute in their order of preference. For example, a respondent
might allocate 8 points out of 100 to the attribute “color” (color is not a
very important factor in his or her choice), and then assign ranks of 1 to
the color “blue” and 2 to the color “red” (prefers blue to red).

» Ratings require a more involved and complex but usually more reliable
method to elicit respondents’ preferences. The ratings method creates a
list of hypothetical products (or bundles of attributes) and asks
respondents to assign a score (say, between 0 and 100) to each bundle,
such that more points represent higher preferences. Marketing Engineering
for Excel can infer from these ratings which attributes (and levels) drive
consumer preferences, and hence customers’ choices.

The check box “"Column for Force Preference Ordering” should be checked
if any of the included attributes have an order preference. This check box will
affect the number of bundles generated by Conjoint.

The dialog box also asks you to specify the number of respondents for
whom you want to create a data collection template.

When you click Next, the software will ask you to select the range of cells for
the study design.
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Conjoint Analysis

Flease select range For Study Design.
The First column should contain Attribute Names, the
next columns should contain Attribute Levels,

If you have selected Ratings, the software automatically generates a list of
“product bundles” for your respondents to rate. The exact number of bundles
depends on the complexity of your study design. The more attributes and
levels you have, the more bundles your respondents will need to rate to
provide an estimate of their preferences.

Conjoint Study Design

!Levellevell |levelz _|level3_ _|Ordering
Usszthan? | Witkin 2-6 | iithin 510
Lasation i e o " IDecreasing
Office supplies Ve large Laige timited |y ered
H assortment | assartment | Assortment
Office
Furmiture e | o Fumiue Unordered
Computers I ] 53::;*: ;:d Unordered
Bundles
(i YBundBundle1 |Bundle 2 _|Bundie 3 _|Bundied_[Bundle 5 _|Bundie 6 |Bundle 7 _[Bundie 8 |Bundle 9 |Bundie 10_|Bundle 11 |Bundle 12_[Bundle 13 |Bundle 14 |Bundie 15_|Bundle 15 |
Fy—— LessthanZ |LessthanZ |LessthanZ |LessthanZ |WihinZ-5 |WihinZ-5 |WihinZ-5 |WihnZ-5 |Within5=10 |Withn5-10 |Withn5-10 |Wthin5-10 |WithinZ5 |Withn2-5 |Wihin25 |Withn25 |
! miles miles miles miles miles miles miles miles miles miles miles miles miles miles miles miles !
iDlFu:e cupplies Verylaige  |Large Limited Laige Veylage  |Lage Limited Laige Verplage  |Laige Limited Large Verylarge  |Large Limited Laige i
2 sssonment | sssonmert | Assonment | sssonment | assortment | assonment | Assonmert | assonment | assonmers | assorment onmen: | assonment u sssonment | dssorment tmeni
I Ofice Ofice Officer Officer Office Office Office Cifice
umiture NaFumiture | o Fuminre NoFurniture | Mo Fumiture Mo Furninure No Furniture | Mo Fuminure HeFumiwre |
H Furninrs Furninrs | Fumiturs Furmirure Furritrs | Fumiturs Furniturs | Fumiture H
Icomputers tio Sofware orly| 222 30|20 e iy Setow sre arly| 12 Sohware anly| 22 are and Soluare andg oy N0 ! Jy| 30w are and ! |
gt lsompuers ol computers. computers ° _compurers |77 ' i 2om 8 oY) compuers g

Respondents’ Ratings

[He: Bundle 2 |Bundie 3 |Bundled  |Bundle 5 [Bundle 6 |Bundle 7 |Bundie 8 |Bundle 9 [Bundie 10_|Bundie 11 |Bundle 12_[Bundle 13 _|Bundle 14_|Bundie 15 _|Bundle 16
Fespondent 40| 50 50 &0| a5 40 40| El =0 60| &0] Ell Ell 40| Fl
Respendent ﬁ EH 50) 50 4| ES 0]

Respendent &0 Ell 60| 45, 45| 40

Respandent 80| B0 70| 1 55

Respordsnt 20] 70 70| il 50

Respondent 30 70[ El 50 55

Respendent 55, 55| &0| 40| [

Respondentd 50 ] 45| 5| 25

TRespordsntd B0 55 &0 50| 35

|Fespondent 10 B G| 65| 65| G|

If you select Self-explicated, the software generates the template below, in
which the first columns refer to ranking of the levels and the last columns
indicate the distribution of points to the different attributes.

1] Microsoft Excel - Sheet4 =]
M) File Edit View Insert Format Tools Data Window Help MEWXL Type aquestion for help v - @ x
Al - #
Al B I c I D I E I F I G I H I I 1 I LE| L [

1
| 2| Conjoint Study Design
3
| 4| [Atributes/Levels __|Level T Level2 Level 3

Losation Less han 2 vipin 25 mites | ViR 510
5 wmiles miles

Wery large Large Limited

Offce supplies assortment | assotment | assortment
S| iFumitoe Office fumiture | No furniture

Carnputers No computers | Software only | Sofware and
8 computers
9 |
10
| 11| |Respondents’ Self-Reported Preferences
12|
131
14| Freferences for Location [Freferences for Ofice_supplies Freferences for Furiture Freferences for Camputers

[y Less than 2 ihin 2.5 miles [V 510 |very large Latep [l Office fumiture  |No fumiture | No computers |Sofware only |22
15| IAttibutes and Levels |miles miles assortment |assotment |assortment cam
16| {Respondent 1
(17| 1Respondent 2
(18| fRespondent3
| 19| i 4
[2m| o 5
21|
2 v
W« » i\ Conjoint Template / < >
Ready um
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Step 3 Entering your data

S In this tutorial, we use the example file “OfficeStar (Conjoint Data, Part 1).xlIs,”
\{I which uses the ratings method. In the default condition, that file appears in “My
L Documents/My Marketing Engineering/."”

To view a proper data format, open that spreadsheet in Excel. A snapshot is
reproduced below.

Bundles

Atributes { BundBundle 1__|Bundle 2 [Bundie 3 _|Bundle 4 |Bundle 5 _(Bundie 6 |Bundle 7 [Bundle 8 |Bundle 9 _ [Hundie 10_|Bundie 11 |Bundle 12_[Bundle 13 |Bundle 14 [HBundie 15_| Bundle 16
Fy— Lessthan2 |LessthanZ? |Lessthan? |LessthanZ |Wihin2-5 |Within2-5 |wihinz-5 |Within25 |within5-10 |Within5-10 |Wihin5-10 |Within5-10 |WithinZ-5 |Wihin2-5 |Wihin2-5 | Within2-5
miles miles miles miles miles miles miles miles miles miles miles miles miles miles miles miles
Oificecuppies | Velage  |Laige Limited Laiae Velaige  |Laige Limited Large Verylaige  |Large Limited Large Verslaige  |Large Limited Large
H assortment | assorment | Assortment | assortment | assortment iment assortment | assortment | assotment | Assortment iment tment_|assortment assortment
Furmiture Difice NaFurriturs. |MoFurriture | Do% Olfice Ho Fuanivurs. [ Mo Furmiture | 2102 NaFurriture | 11C# Dfioe NaFurniture o Furnins D102 Difice Ha Furriture
Furninre. Furiture__|Furnitune Furminre. Furrinwe | Furniture Furriturs | Fumniture
|Compurers o W . | | ol are and| Sftware and e Sofrare ' [Software and TR
Lo [computers |computers = ?loomeuzs |77 somputers | gompurers computers i compurers_ |70 computers
Respondents' Ratings
[Respondents | [RBundle 1 |Bundle 2 _ Bundie 3 _|Bundle 4 Bundle d | Bundle 9 |Bundie 11 |Bundle 17_[Bundle 13 _|Bundle 14_|Bundie 15_| Bundle 16
. 1 0| 50| ER 40| 30| 30| i) 30 0| 30 50| 40|

Step 4 Estimating preference partworths

When you have entered your respondents’ answers (ratings or self-explicated
data), you can proceed to the next step of conjoint analysis: estimating your
respondents’ preferences for each attribute and level, i.e., their preference
partworths.

To estimate preference partworths from a set of ratings (note that the same
logic applies to self-explicated data), select ME» XL - CONJOINT - ESTIMATE
PREFERENCE PARTWORTHS in the Excel menu. The following dialog box appears:

E Estimate Preference Partworths (B |

Pl clect the options o esti dents"
preference partworths.
Conjoint Data

" Self-Explicated
| i+ Ratings
I¥ Column for Force Preference Ordering |

I¥ First column contains respondents’ ids

Next Steps
Mext, you will be asked to select ranges for the

Conjoint Study Design, Bundles and Respondents”
Ratings.

[ Save choices in current spreadsheet

Cancel | MNext = |
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You must specify (1) what type of method (self-explicated or ratings) you used

to collect data and (2) whether your data contain
respondent that need to be carried into the next steps of the analysis.

identifiers for each

If you used Marketing Engineering for Excel to generate the data collection
template, these options already will be populated with the correct choices, and
you should not change them.

You then must select various cell ranges in the Excel workbook, namely:

= Study design template (attributes and levels).

= Bundles used to collect data.

= Ratings entered by your respondents.

Conjoint Analysis

Flease select range For Study Design.
The First column should contain Attribute Names, the
next columns should contain Attribute Levels,

Conjoint Analysis e

Please select the Cell Range for Study Design Ordering.

Conjoint Analysis

Please select range For Bundles used to collect data,

Conjoint Analysis

Please select range for Respondents' Ratings.
The first column should contain Respondents’ Ids.
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The newly generated spreadsheet contains respondents’ estimated preference

partworths.
Respondents' Preference Partworths
IRespondents/ | |Lessthan2  |Within2s  |[Within5-10  |verylarse  |laree  |Limited  Jomea | T T T T Thwareand |
- ; : NoFurniture  |Nocomputers |Software only 1
|Attributesand Levels |miles miles. miles assortment  |assortment  |Assortment | Furniture computers |
I a 31 23 o 2 3 [ 55 o 1 a 11 ]
! 2 a1 16 o 3 7 o 2 o o 1 &1 1
1 3 14 o o o 3 4 4 o o 22 76 f
L 4 17 17 0 47 22 o 9 0 o 17 27 1
| 5 24 2 o 53 33 o 0 1 5 a 15 1
[ 3 43 17 0 22 12 0 26 0 2 0 0 1
| 7 31 15 o o 5 o 52 o ) a 12 H
L B 22 3 o 2 5 o 0 1 3 a &8 H
I 24 7 0 o 1 0 0 1 o 21 7% 1
[ 10 18 18 o 43 20 o 12 o o 15 27 1
| 11 15 10 0 50 32 o 0 13 22 0 4 p
L 12 50 3 o 21 17 o 22 o 7 a 1 H
I 13 27 15 o 4 5 [ 55 o 0 1 13 ]
! 14 23 12 o 5 13 o 1 o 4 [0 58 1
1 15 17 3 o o 1 13 0 3 o 11 &1 f
L 16 16 16 0 51 24 o 2 0 o 21 32 1
| 17 23 o o 4 31 o 0 12 o 3 17 1
L 18 5 12 0 33 22 0 18 0 4 4 0 H
1 15 5 13 o 22 25 o 17 o o 5 22 ]
[Respondent20 ] _ =R B - IR IR AN NSRS IS N (R S — I - S E— o Lz _1

To interpret the results, note that

= As a convention, the least preferred level of each attribute gets set to 0 for
all respondents.

= As another convention, if you take the most preferred levels of all
attributes and sum them, the total will equal 100. This rule ensures the
uniformity of respondents’ preference scales.

= The importance of an attribute equals the value of the most preferred level
for that attribute. The first respondent in the OfficeStar example considers
a store within two miles worth 31 points and a store that offers office
furniture worth 55 points. Therefore, for this respondent, office furniture is
significantly more important than store location.

e A very important application of conjoint analysis is based on a segmentation analysis
ﬁ"Dod‘T of customers’ needs and preferences. The resulting segment structure can be used to
{()QGET identify new products that appeal to specific customer segments. You can use the

estimated preference partworths to identify segments of customers who share
similar likes and dislikes and value certain attributes to approximately the same
extent.

To run a segmentation analysis, refer to the segmentation/targeting software of the
Marketing Engineering for Excel suite and apply the segmentation software to
respondents’ preference partworths.
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Step 5

Creating analysis template

If you want to skip this section and run a conjoint analysis immediately, open
“OfficeStar (Conjoint Data, Part 2).xIs”. In the default condition, that file appears in
“My Documents/My Marketing Engineering/."”

This file contains respondents’ preference partworths, as well as an analysis template
already filled in.

Respondents’ preference partworths can be interesting to analyze in and of
themselves: What are the most important attributes (or features), what are
the most preferred levels (or options), and so forth?

To exploit the potential of conjoint analysis fully for applications such as
market simulations, new product design optimization, or full-blown trade-off
analyses, you need to create a template in which you specify the type of
analysis you plan to run, as well as the data needed to run it.

You can create many different analysis templates for the same data, and save
them under different names. For example, one template could be for market
share analysis with a fixed set of new products that a company is considering
for introduction into the market. Another template could be for finding the
best new product from all possible new products for maximizing revenue
potential.

Select ME » XL » CoONJOINT - CREATE ANALYSIS TEMPLATE in the Excel menu. The
following dialog box appears:

E Create Conjoint Analysis Template &lﬂ—hj
Pl select the opti tog an analysis template for
your conjoint study.
Options

[v¥ Existing Product Profiles

I~ ‘with Market Shares Information (alpha rule)
[ Mew Product Profiles

[+ Incremental Revenue Potentials

Unit Revenue for Base Product 100
[+ Restrictions on Attribute Levels
[~ Respondents' Weights

[v¥ First column contains respondents’ ids

Next Steps

Next, you will be asked to select ranges for the Conjoint Study
Design and Preference Partworths.

[ Save choices in current spreadshest

Cancel Next =
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= Existing Product Profiles (or existing bundles). Some options currently
exist in the market, such as products or services offered by competitors or
your own company. You must describe these existing products if you plan
to study the market potential of new offerings, which are gauged with
reference to what already exists in the market, or to analyze
cannibalization effects of your new product on your company’s existing
products in the market.

= ...With Market Share Information. If you know the current market
shares of existing products, you can infer a more precise relationship
between preferences (preference partworths) and choices (market shares),
which enhances the predictive value of your simulations. Of course, you
must also know exactly what alternatives already exist.

= New Product Profiles (or new bundles). Check this option if you have a
predefined list of potential candidate products that you contemplate
introducing in the market. If you have candidate products, the software
will test all possible combinations and identify those with the highest
market share potentials.

= Incremental Revenue Potentials. Check this option only if you can
allocate a specific incremental per unit revenue (or incremental unit
contribution) to each level of each attribute, which will enable you to run
simulations based on contribution or revenue rather than based on market
share. In typical conjoint simulations, the focus is on identifying
product(s) that maximize market share. However, products that deliver
high market shares need not necessarily result in high profitability for the
company because market share computations do not take into account the
costs of manufacturing each product bundle.

If you check this option, you will later be asked to specify three pieces of
information: (1) specify a base product (i.e., using one base level for each
attribute) whose incremental revenue (or contribution) is set to 0; (2)
provide information about incremental revenue or contribution (which can
be positive or negative) for each attribute level as compared to its level in
the base product. If the incremental revenue or contribution is 0 for more
than one product, the software will use the level that is the first one
starting from left in the table of Revenue Potentials. Ideally, you should
select as the base product one that has the highest market share and
whose contribution margin (or price) is known; (3) the unit revenue (or
contribution) associated with the base product.

When using incremental revenue potential, you may want to include
additional fixed costs associated with each product as compared to that of
the base product. Also, note our calculations ignore price potential (i.e.,
what the market might be willing to pay) for all product bundles, except
the base product. These considerations reinforce the need for selecting
the base product carefully, and interpreting the revenue index in a manner
consistent with the aforementioned assumptions.

= Restrictions on Attribute Levels
You may want to restrict certain attribute levels in your study. Checking
this option will allow you to exclude certain attribute levels during the next
step of analysis.

= Respondents’ Weights. Some categories of customers might be
overrepresented in your sample. Check this option if you have enough
data to correct for these biases by weighting some respondents more
heavily. For instance, if 50% of the market consists of men but your
sample is only 33% men, you can give a weight of 2.0 to all the men and a
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default weight of 1.0 to all women. That is, men in the sample count twice
as much as women in the simulation, which better balances the sample. If
in doubt, do not check this option; the software then gives a weight of 1.0
to all respondents in your sample.

Click Next, then select the various cell ranges in the Excel workbook.

Conjoint Analysis

Please select range For Conjoint Study Design.
The First column should contain Attribute Names and the
next colurmns should contain Attribube Levels.

Conjoint Analysis

Flease select range For Respondents' Preference
Parbworths,
The First column should contain Respondents' Ids.

If you checked the “Existing Product Profiles” option, you now need to create
those profiles using the following dialog box. If you checked the “New Product
Profiles” option, the same procedure will apply subsequently.

E Conjoint Analysis
Please create the Existing Product Profiles that exist inthe
E xigting Product Profle List of Existing Product Profles

Existing Product Label List of Profiles
|Dapartmant Stare Office Equipment

Addto st | [ |
| within 25 miles |
|Limited assortment j
|NU furnituire j
|Software only j

Cancel | < Previous | OK |

These steps lead to the generation of a workbook similar to the following (in
this example, only the “Existing Product Profiles” and “Incremental Revenue
Potentials” were checked):
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Step 6

Conjoint Study Design

Artributes ! Lewvd

1 Liwcation

Level 1

Lessthan 2 miles

Level 2

within 2-5 miles

Level 3 ]

“within 5-10 miles—l

: Office supplies

Wery large
aszorkment

Large assortment

L 1
Limited assoltmentl

I
1 Furniture

Office Furniture

Mo Furniture

I
1 Computers

=

Mo computers

evel Constraints

Software only

Software and
— EQMpULErs

! Lewvel 1 Lewel 2 Level 3 _!
I 1
ILocation 1 1 1 1
1 1
I 3
I 1
1 Office supplies 1 1 1 |
1 1
I 1
I Furniture 1 1 1
1 1
I 1
I Computers 1 1 1 |
Y I A P |
Rewenue Potentiols
I'Avwributes ¢ Levd Level 1 Level 2 Level 3 T

1
ILocation a 10 30 1

1
I 1
| Cifice supplies a § 15 1
1 1
I 1
}m?:u";:":‘;' Levels |I=55 than 2 miles n 2-5 miles. :zl.:ta’f:m Large assortment  |Limited Assortment |Office Furniture No Furt
|Respondent 1 31 23 2 3 0 55
|Respondent 2 31 16 3 7 0 2
TRespondent 3. 14 0 0 5 2 4
{Respondentll 17 17 47 22 0 9
|Respondent 5 24 g 59 39 0 [
|Respondent & 43 17 2 12 0 26
[Respondent 7 31 15 0 5 0 52
|Respondent & 22 3 5 g 0 0
|Respondent 9 24 7 0 1 0 0
[Respondent 10 18 18 23 20 0 12
;Respondent 11 15 10 50 32 0 0
|Respondent 12 50 3 21 17 0 22
[respondent 13, 27 18 4 5 0 55
;Respondent 14 29 12 9 13 0 1
|Respondent 15 17 3 0 1 13 0
‘Respondent 16 16 16 51 24 0 2
|Respondent 17 23 0 48 31 0 0
|Respondent 18 45 12 33 22 0 18
[Respondent 13 35 13 2 25 0 17
Pespondentzn |3 s __ [ e s 1 - u___ [ ___ o m ] —

[Attributes / Existing |
Product Profiles

Office Equipment

Department Store

Within 2-5 miles

Within 2-5 miles

Office supplies

[
|
|
}Location
f
[
[

Large assortment

Limited assortment

Entering analysis data

Some cells in the data analysis template need to be filled in before proceeding,

including:

= Market Share Information about existing product profiles.

» Level Constraints specifying whether a level should be excluded from
analysis.
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= Incremental Revenue Potentials of all levels.

= Respondents’ Weights.

I Microsoft Excel - Sheet10

J=ks

i9] File Edit View Insert Format Tooks Data Window Help MEMXL
E28 - AD

Type aquestion for help v~ @ X

Al B

©

D

~

‘A‘w‘m ‘d

Conjoint Study Design

|Attributes / Levels

Level 1

Level2

Level 3

Lacation

o

Less than 2 miles

Within 2:5 miles

Within 510 miles

Office supplies

o

Very large assortment

Large assortment

Limited assortment

Furniture

Office funiture

No fumiture

17
o | 1Computers Mo computers Software only | Software and computers,
EN
110
|11| Revenue Potentials
[12]
[13]
LR
16| |Atiributes ] Lovels evel 1 Levei? Level3 N
Lacation o 10 0
16 |
Ofiice supplies o 5 5
17|
Furniture o 30
118
Computers o 5 25
19 N A

[20]

Ready

K 4 » n[\Conjoint Analysis Template /

In the preceding example, moving the store 5-10 miles away would increase
revenues by +30% (compared with a base level of a store within 2 miles,
perhaps due to higher rent costs); offering software and computers in the
store would decrease revenues by -25% (due to higher operational costs,
maintenance, and stock obsolescence). Although customers clearly prefer a
closer store to a distant one, conjoint analysis indicates—on the basis of a

preference analysis,

market share simulations,

revenue potential—

whether building a new store within two miles is worth the extra cost.
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Step 7

Running analyses

After you enter your data in the Excel spreadsheet using the appropriate
format, click on ME» XL - CONJOINT - RUN ANALYSIS. The dialog box that
appears indicates the next steps required to perform a conjoint analysis of

your data.
E Conjoint Analysis @
Please select the options to run market share analysis for your conjoint study.
Market Share Simulabons Choice Rule

(" Existing Product Profiles Only {* First-Choice Rule

" . \With New Product Profiles (from sef) (" Share of Preference Rule

{+ _‘with Optimal Product Profiles 5 : (" Alpha Rule (requires market shares)

+ Qptimized for market share " Logit Rule

[~ Save choices in current spreadshest Cancel Mext =

(" Optimize for revenue (req. revenue data)
) ) ) Next Steps
[ Specify levels to include in search

Mext, you will be asked to select ranges for

Options the Conjoint Study Design, Preference
Partworths, Existing Product Profiles, and
[+ Incremental Revenue Data Incremental Revenue Potentials

Unit Revenue for Base Product  [100

v First column contains Respondents’ Ids

[+ Last column contains Respondents” Weights

r Include Market Shares for Existing Product
Profiles

Existing product profiles
In this area, specify whether you want to perform market share simulations:

On existing product profiles only, which simulates performance of the
existing set of competing products, assuming customers are familiar with
all the products and the products are equally widely available for customer
purchase.

...With new product profiles you have defined. In this case, the
simulation introduces one new product at a time into the market along
with all existing products in order to compute the market shares of all
products, including the new product.

...With optimal product profiles, which tests all possible combinations
of new products and keeps those that lead to the highest market shares
(or highest revenues, if you have checked that option), after taking into
account existing product profiles in the current market. This analysis helps
you identify new opportunities, or “holes,” in the market.

In this section you may optionally specify whether you prefer to optimize
the analysis to maximize market share or revenue. Note: the “optimize by
revenue” option requires incremental revenue data. This option will only
be enabled if the “Incremental Revenue Data” check box in the Options
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area is checked. If this option is selected, you will be prompted for this
data during the cell selection step.

You may further choose to specify which levels should be used for the
optimization. Again, if selected, you will be prompted for which levels to
include during the cell selection step.

Options

These options reflect and confirm the choices you made when you created the
data analysis template. Please refer to the previous section for explanations.
For purposes of conducting simulations, you can alter the Base Product
Revenue originally specified when creating the analysis template. However, if
you check the Save choices in current spreadsheet menu option, then the
revised values will be stored with the spreadsheet.

Choice rule

You can use several methods to translate preferences into choices, depending
on the product category and information available.

= First choice rule: Each respondent selects the product that provides the
highest utility among competing products and a specific new product
concept being evaluated. If customers buy products in the product
category infrequently and/or are highly involved in the purchase decision
(e.g., house, car, expensive computer), the maximum utility rule is the
preferred option.

= Share of preference rule: Each respondent’s share of purchases of a
particular product is a function of his or her preference for that product,
compared with the total preference for all products in the competitive set.
This analysis option is most suitable for products that customers buy
frequently and/or for which they are less involved in the purchase decision
(e.g., beer, toothpaste, restaurant).

= Logit choice rule: The share of each product for each respondent is a
function of the weighted utility for that product, compared with the total
weighed utility for all products in the competitive set. The weighting uses
an exponential function. This analysis option provides an alternative to the
share of utility model.

= Alpha rule: A weighted combination of the maximum utility rule and the
share of utility rule, this method chooses a weight (alpha) that ensures the
market shares computed in the simulation are as close as possible to the
actual market shares of the existing products in the market. This option is
available only if you can to provide information about the market shares of
existing products in the segment to which you are targeting the new
product.

Next steps

When you click Next, you are prompted to select data ranges to run the
conjoint analysis. If you followed the previous steps, all your data should be
contained in the last workbook generated by Marketing Engineering for Excel,
and all cell ranges should be properly pre-selected, depending on the options
you selected.

The new generated workbook offers the results of your conjoint analysis.
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Step 8

Interpreting the results

For
options:

illustration,

= Five optimal product profiles.

= Incremental revenue potentials.

= Logit choice rule.

Main results

the following spreadsheets were generated using these

The first sheet of the newly generated workbook reports the results of the
conjoint analysis, including the market share simulations:

= With the existing product profiles only.

= By simulating the introduction of the generated new product profiles,
one at a time (optional).

= By simulating the introduction of as many optimal product profiles as
requested, one at a time, beginning with the one that leads to the highest
market shares or revenues (optional).

Lanfoat Stady Fesign

Attribates ! Levels

Location

Level 1

Less than 2 miles

Level 2

‘wlithin 2-5 miles

Leras |
“within 5-10 milez

DOffice supplics

Wery large
azzarkment

Large assortment

Limited assortment

Furniture

Office Furniture

Mo furniture

Computers

Mo computers

Foftware only

Foftware and

[
|
|
;
1
—somguraz _ |

Scemaric { Prodect  |Office  |Dcpartmest | Markct Share of | Revease per |Reveame |
profiles Equipment Etore Optimal Product | Usit of Dptimal | Weighted by ]
Predicted market shares TIX 2T nia nia nia ]
_..with Optimal Product 1 F3% 14% 47 130 61 |
..with Optimal Product 2 41% 5% 43% 135 53 1
_.with Optimal Praduct 5 475 1% 36X 155 SE 1
..with Optimal Product 4 463 1= 3% 150 56 1
nith Dptimal Product s 1 i I - N . S D I I |
Existirng Produat Pralifes

“Attribakes f Existing |Office | Department

Product Profiles Equipment Store

Location

“within 2-5 miles

“wfithin 2-5 miles

Diffice supplics

Large aszortment

Limited aszortment

Furniture DOFffice Furniture Ro Furniture
Computers Softurare and Zoftware only
———— e e L -
Sntimal Praoduet Profies

Artribates ! Optimal

Product Profiles

[Dptimal Produce
1

Dptimal Product
2

Optimal Product
3

Optimal Product |
4

Optimal Product
5

Location

Less than 2 miles

Less than 2 miles

Lezz than 2 milez

Lz than 2 milez

‘wlithin 2-5 miles

DOffice supplics

Wery large
azzarkment

Large aszorkment

Wery large
assorkment

Wery large
azzorkment

Wery large
aszorkment

Furniture

Mo furniture

Mo furniture

Ne Furniture

Ne Furniture

Mo Furniture

Computers

Foftware and

Foftware and

Mo computers

Zoftware only

Foftware and

The above example repsents OfficeStar optimized for Revenue.
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In the following chart, notwithstanding new product introductions, conjoint
analysis predicts that Office Equipment captures 73% of the market (according
to the logit rule).

Predicted Market Shares

m Office Equipment
= Department Store

The introduction of a new product (optimized for revenue) (see the description
of "Optimal Product 1” in the first sheet) could capture 47% of the market, and
Office Equipment’s market shares would drop from 73% to 39%.

...with Optimal Product 1

= Office Equipment
 Department Store
= Market Share of Optimal Product Profile
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Optimizing for Revenue vs Market Share

The above example utilizes the Office Star data set optimized for Revenue.
One might decide to optimize for Market Share (depending on the company
objectives). The example below shows the same data set, but Optimized for
Market Share.

The predicted market share for Optimal Product 1 coincidentally remains at
53%, but the Attributes for the Optimal Product have changed. Specifically,
when optimizing for Revenue the Furniture attribute is No Furniture, but when
optimized for Market Share the Furniture attribute is Office Furniture.

This illustrates the importance of the optimization decision.

Conjoint Study Design

Avtributes f Levels  [Levell _ _ _ |1 Leretz ___ Tievais __ ]
Location Less than 2 miles “within 2-3 miles *within 5-10 miles :
Weryl
OFffice supplics Gr fargs Large aszartment Limited azzartment |
aszorkmenk 1
Furniturz OFfice Furniture Mo Furniture |
]
Zaft d
Computers Mo computers Eoftware anly orkware an |
_________________________ L Sempukers g
Market Share Simulations
Scemaria d Prodece | Office || Department [ smsar
- _ DOptimal Product |
profiles Equipment Ftore o g ]
Predicted market shares TI% 2% nfa :
...with Optimal Product 1 S4% 13% 53% 1
..with Optimal Product 2 SEX 4% S0% 1
_..with Optimal Praduct 5 33K 4% 47% 1
..with Optimal Product 4 40% 15% 45% 1
vithDptimalPraduees | awl o[ e |
Existing Product Profiles
‘Attributes f Existing | Office |1 Departmest |
Product Profile= Equipment Store |
Location w'ithin 2-5 miles w'ithin 2-5 miles :
OFffice supplics Large assortment Limited azzortment I
Furniture OFfice Furniture Mo Furniture I
Foft d
Computers arwars an Foftware only |
_________ R

Attributes ! Optimal | Dptimal Prodect | Dptimal Prodect | Dptimal Prodect | Dptimal Prodect | Optimal Prodect

Product Profile= 1 2 ¥ 4 5 !
Leocation Lezz than 2 miles Lezz than 2 miles Lezz than 2 miles "w'ithin 2-5 miles Lezz than 2 miles i

1
OFffice supplics :se::rl:;i:t Large aszortment :se::rl:;i:t :se::rl:;i:t Large aszortment i
Furniture OFfice Furniture OFfice Furniture Mo Furniture OFfice Furniture Mo Furniture i
BeTErEs Foftware and Foftware and Foftware and Foftware and Foftware and i
- Ry T -1 T - = (0T - o7 Lo R 1, |

The above chart represents OfficeStar optimized for Market Share.
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