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2, AXQE FEX(Conjoint Analysis)
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Nesquik (National Brand)
PET (Regional Brand)

H ¢ = (Brand Name) My Essential (Store Brand)
Organic Valley (Organic Brand)
Darigold (Unfamiliar Brand)
‘Whole milk
2% fat milk
1% fat milk
Fat Free milk

2] - 3+ (Fat Content)

Regular sugar
%} heF(Sugar Content) Reduced sugar

Sugar free

Organic

715 (Organic Claim)

Conventional
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3. 7t EM(Kano Analysis)
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7he BEL a0 R i E ofdA Wolzolof  TFQlE A O] EE of 7)o s el ol Al
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One-dimensional
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AoV A 48 RS T A SE
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Consumer segments by their purchase
habit
Feature Frequent label Non-label readers
readers (n=324) (n=165)

Total Calorie Must have One dimensional

Fat content Must have One dimensional

Sodium content Must have One dimensional
Vitamin content Attractive Indifferent
Mineral content Indifferent Indifferent
Protein Content One dimensional Indifferent
Sugar content Must have Indifferent
Cholesterol Must have Indifferent
Ingredient list Must have Indifferent
Carbohydrate Must have Must have
Salt content Must have Must have
Fiber content One dimensional Indifferent




4, 719 EM(Expectation Analysis)
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5. Z% Z%(Emotion Measurement)

I SN AR AL A JA(L
vl e e, Qe o
AYHAN Aoz, 4

Agasta g 995 (2013)
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