
What market research 
technique allows you to 
find the answers to…
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 Estimating and forecasting demand
 Optimizing a product offering
 Finding the revenue maximizing price
 Measuring customers’ willingness to 

pay for product
 Segmenting customers



CONJOINT 
ANALYSIS

Optimize Product and Pricing Using 
Conjoint Analysis and MaxDiff



Hello!
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My name is Miklos Kremser, I represent 
Sawtooth Software, the world’s best-known 
Conjoint Analysis software company.
For the past decade, I have been helping 
marketers and market researchers around 
the world answer some of the toughest 
questions – using Conjoint Analysis.



Industry leading expertise
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Sawtooth Software executives (Bryan Orme and 
Keith Chrzan) have been among the most 
published experts in the area of Choice-Based 
Conjoint Analysis and they lead the field with 
continuous experimentation and improvement.  



What is conjoint analysis?
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Conjoint analysis is an advanced, quantitative 
marketing research method, popular for 
product and pricing research, that quantifies 
the value consumers place on the attributes 
of a product or service.

Conjoint analysis has become extremely 
popular over the past years mainly because 
the conjoint survey questions mimic the 
tradeoffs people make every day in the real 
world.



How does conjoint analysis work?
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Conjoint analysis is a 
survey-based approach. 

The first phase is what is 
called the ‘choice task,’ 
where survey 
respondents are shown 
different product options. 
They are asked to 
evaluate each and select 
the one they prefer the 
most.



Attributes and their levels
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Respondents evaluate 
the product options 
based on several key 
(and relevant!) attributes. 

Product 
Attributes

The products vary on the 
attributes. Each attribute 
can have many ‘levels.’ 



Attributes and their levels
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Respondents evaluate 
the product options 
based on several key 
(and relevant!) attributes. 

The levels 
of the 
attributes

The products vary on the 
attributes. Each attribute 
can have many ‘levels.’ 



It’s not a product concept test! 
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The survey choice task 
‘trains the data’ as 
hundreds of survey 
respondents select 
among thousands of 
product combinations. 

The product 
combinations may or 
may not be realistic. The 
purpose here is to ‘learn’ 
how customers tend to 
select in that particular 
category.   



From choices to data
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Thousands of respondents’ choices get recorded in 
a database, ready for conjoint analysis to take place.



Quantifying preference:
The utility scores
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Based on the patterns 
in the choices, 
conjoint analysis 
quantifies 
preference
for each 
level for each attribute 
for each respondent 



An example
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Adding up the utility 
parts, this product has a 
total utility of 1.3

Attribute: 
Brand
Level: 
BMW
Utility: 
0.8

Attribute: 
Color
Level: 
yellow
Utility: 
-0.2

Attribute: 
Engine type
Level: 
gasoline
Utility: 
-0.5

Attribute: 
Capacity
Level: 
4-seater
Utility: 
0.7

Attribute: 
Financing
Level: 
Yes, available
Utility: 
0.5



An example
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Attribute: 
Color
Level: 
grey
Utility: 
0.3

Attribute: 
Capacity
Level: 
4-seater
Utility: 
0.7

Attribute: 
Brand
Level: 
BMW
Utility: 
0.8

Adding up the utility parts, 
this product has a higher 
total utility of 1.8

Attribute: 
Engine type
Level: 
gasoline
Utility: 
-0.5

Attribute: 
Financing
Level: 
Yes, available
Utility: 
0.5



Preference share
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Total Utility: 1.3 1.8 0.7

Preference 
Share: 31% 52% 17%

The total product utilities can be used to calculate ‘preference share’ or 
the probability that particular product would be selected out of a set of 
product choices. Preference share is a good indicator of potential 
market share.  



Now… if observing how 
customers choose allows us to 
measure the value they place 
on each product attribute,
what all can we use it for?
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The sky is the limit!
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ESTIMATING AND 
FORECASTING 

DEMAND SEGMENTING 
CUSTOMERS

OPTIMIZING A 
PRODUCT OFFERING FINDING REVENUE 

MAXIMIZING PRICE

FINDING CUSTOMERS’ 
WILLINGNESS TO PAY 

FOR PRODUCT



The market simulator

Sawtooth
Software

Having the utility scores for each 
product attribute and their levels 
allows us to create a ‘market 
simulator’ and evaluate what-if 
scenarios if any of our product’s 
or competitor product’s attribute 
changed: whether it’s changing 
price, changing packaging, 
flavor, etc… 



Optimizing a product offering
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Conjoint analysis allows us to optimize our product offering 
by selecting the attribute levels that maximize total utility. 



The power of conjoint analysis
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This was only a short introduction into 
the seemingly limitless power of using 
conjoint analysis – an increasingly 
powerful market research technique that 
is being used by leading corporations to 
gain deeper insights into their customers’ 
purchasing habits. 

I encourage you to look deeper and find 
out more about the possibilities of 
conjoint analysis at 
Sawtoothsoftware.com 

On the site you can sign in to a trial 
version of Discover, the online conjoint 
analysis tool. 


