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ASSESSING THE CONSUMER PREFERENCES USING CONJOINT 

ANALYSIS: AN APPLICATION IN FISHERIES SECTOR
Shyam S. Salim and Athira N.R.

Fish has become an indispensable part in the food basket as it is considered as a healthy food which is rich 

among the consumers. Conjoint analysis is one such technique which enables to understand the factors that 

Conjoint analysis is a survey based statistical technique used in market research that helps determine how 

Its purpose is to determine how people perceive and value different features or attributes of a particular 
product or service.

of relationship between combinations of the product. Third is usage after the market margin simulation, 

theory, according to which it can be said that total utility is a function of the price utility and quality utility.

levels of the product characteristics. First of them is the determination of the differences between partial 

consumer evaluation on the product or service and thus, contribution of every characteristic to his preference 

Where,
Pref = Consumer preference or total utility
ai =
b =
c =
dl =

In this study, the full concept method was chosen for the collection of data that is evaluated in the conjoint 
analysis. Accordingly, question cards are prepared for every feature level and are provided to consumers, 
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which include features that are determined regarding the product and level of every feature. Thus, the 
degree of participation of consumers to every alternative and the level of perception for each alternative are 
determined.

to the assess the attitude of the consumers preference and willingness to pay for the different value added 
products can also be measured using this technique.It also enables to use the results in developing market 
simulation models that can be used well into the future.

of a particular place with its different attributes such as price/quality/freshness/source of purchase/
characteristics of purchase place etc.

using conjoint analysis and their inferences are given below.

Attributes Factors

Availability
Accessibility

Landing Centre
Retail Market

Features of purchase 
centres

Distance
Freshness
Variety of species

XLSTAT to analyse data from conjoint questionnaires to attain the corresponding inference of our problem. 

CJT icon and then click on .
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tab, activate the option and select the data in the Factors sheet. Do not 
select labels associated to each column.

, individual sheets are not activated since the use of these sheets is not necessary 
for the tutorial. In a comprehensive analysis though, they can be very useful in order to get the 

5. Click on
option.

answers can be found in the CJT design sheet and the results of the analysis in the CJT Analysis sheet.

click on the button which automatically launches the interface with loaded data.

button, the computations are performed and the results are displayed.

Landing Centre Distance

2 Landing Centre Freshness

Landing Centre Variety

Retail Market Distance

5 Retail Market Freshness

Retail Market Variety

Accessibility Landing Centre Distance

Accessibility Landing Centre Freshness

Accessibility Landing Centre Variety

Accessibility Retail Market Distance

Accessibility Retail Market Freshness

Accessibility Retail Market Variety

Availability Landing Centre Distance

Availability Landing Centre Freshness

Availability Landing Centre Variety

Availability Retail Market Distance

Availability Retail Market Freshness

Availability Retail Market Variety
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Card Features of purchase 
centres

Rank of 
preference

5

2 2 5

2

5 2 2 5

2 2

2

2 2 5

2

2 2

2 2 2

2 2 5

2

5

2

2 2

2
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Card Features of purchase 
centres

Landing Centre Distance

2 Landing Centre Freshness

Landing Centre Variety

Retail Market Distance

5 Retail Market Freshness

Retail Market Variety

Accessibility Landing Centre Distance

Accessibility Landing Centre Freshness

Accessibility Landing Centre Variety

Accessibility Retail Market Distance

Accessibility Retail Market Freshness

Accessibility Retail Market Variety

Availability Landing Centre Distance

Availability Landing Centre Freshness

Availability Landing Centre Variety

Availability Retail Market Distance

Availability Retail Market Freshness

Availability Retail Market Variety

Features of purchase centre

and total worth value is composed of sum of factor level scores. The combination, which has the highest 

words, the factor and factor level having the highest total utility is preferred by consumers with priority. 
The combination, which has the lowest total utility value is the product set that consumers prefer least. The 
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