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These factors have prevented the conjoint approach from
being fully leveraged for the purposes of brand equity and
brand-positioning research. As a result, the research literature
has developed a separate class of techniques to deal with
brand-positioning attributes such as multidimensional scaling
allow
or tree structure analysis. However, such methods dont
the researcher to understand the joint impact of changes in
both concrete attributes and brand-positioning dimensions
upon consumer brand choices. For their impact to become
clear, brand-positioning attributes need to be a part of a trade
off methodology.
A 1993 paper by Swait and colleagues demonstrated that
discrete choice conjoint is a powerful method for measuring
brand equity in terms of what consumers are willing to pay
extra for a brand relative to competing brands. In 1994, Park
and Srinivasan discussed how a self-explicated approach could
be used to measure brand equity and to understand the
of brand equity using attribute-based and nonsources
attribute-based sources. Neither paper, however, discusses how
to assess the impact of changes in performance on soft
attributes or hard measures such as preference and choice. We
have discovered a practical approach to dealing with the issue
that has worked very well in practice.
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rescale the regression coefficients to the same scale as the con
joint utilities. The process of rescaling is relatively simple.

Exhibit 3 Integrating models
-

importances for the conjoint

Attribute

stage

are

calculated

in

the standard way. The importances in the regression stage are
calculated in the standard way, except theyre scaled to sum up

100%
90%

equal the adjusted R2. Once the model integration is com
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input for an integrated decision support tool. We note that the
brand-positioning perceptions dont predict brand utility com
pletely (i.e., the regression equation has an explained variance
of less than 100%). We have found that the predictive power
can range from high (e.g., more than 80% explained variance)
to low (e.g., 20% explained variance). (See Exhibit 3.)
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The technique described here extends conjoint analysis by
allowing for a second set of research questions to be asked.
Through conjoint, we know the answers to questions like
What do respondents want? The technique described here
allows answers to questions like Why do they prefer it? and
What

can we

Our

do

to

approach

attributes and

in

we

more

assessing

be used when

can

a

large

attractive?

the

impact of softer

number of attributes

all be included in the trade-off exercise. It

exists that cant

be extended

make the brand

is useful for

can

several useful ways. First, variables other than

brand could be used

smaller effective base size, anal

important advantages.
impose the assumption
equal across brands. This assumprion,
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example, the utility of Apple/Macintosh may be driven more
by the fact that it fulfills a need or is compatible with other
systems, whereas the utility of Gateway may be more driven
by reliability or performance. Alternatively, the brand equity
of smaller brands might be driven largely by awareness and
familiarity, while larger brands may be driven by brand image.
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model brand equity. One

apply latent class methods or HB techniques to
heterogeneity in the importance of brand-positioning

could also
allow for

attributes. With any of these designs, the basic framework
remains the sameutilities derived from a conjoint are used as
variables in

a second-stage regression-based analy
by applying latent-class or HB techniques we
could use our approach for segmentation purposes. Its very
likely that different groups of consumers are looking for dif
ferent things, not only at the level of concrete attributes hut
also at the level of brand-positioning attributes.
Finally, we could apply our approach to study considera
tion set issues. In complex markets, consumers often screen
wish to evaluate in detail. \Xe
out alternatives they dont
believe that for consumers the most efficient way of screening
out alternatives is using perceptions they already have in their
mind, instead of looking at concrete attributes, since it
requires less mental searching costs than going out and finding

dependent

sis. However,

information

ott concrete

branding research the focus is on just measur
brands
a
ing
position on identified branding variables, such as
image attributes, brand personality, and brand relationship
attributes, without explicit empirical links to how people
make choices and trade-offs. By linking brand perceptions to
brand choices, a researcher is able to develop a framework
that enables a return on investment analysis. Hence, we
believe any brand approach can benefit from the basic notions
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