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9 4 SPSS
Orthogonal Design

brand cpu ram price STATUS CARD
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OLS LOGIT
A 3C ) 3(4 GHz)  1(256 MB)  2(11198 ) 82
B 1(1BM) 2(3 GHz)  3(1 GB 2(11198 ) 88
c 3C ) 1(2 GHz)  3(1 GB 3(13598 ) 75
D 2( ) 1(2 GHz)  2(512 MB)  2(11198 ) 67
E 2( ) 3(4 GHz)  3(1 GB) 1(8798 ) 96
F 1(1BM) 1(2 GHz)  1(256 MB)  1(8798 ) 90
G 1(1BM) 3(4 GHz)  2(512 MB)  3(13598 ) 80
H 2( ) 2(3 GHz)  1(256 MB)  3(13598 ) 70
I 3C ) 2(3 GHz)  2(512 MB)  1(8798 ) 95
K1 258 232 242 281 743
K2 233 253 242 237
K3 252 258 259 225
kI 86 77.33 80.67 93.67
k2 77.67 84.33 80.67 79
k3 84 86 86.33 75
R 8.33 8.67 5.66 18.67
IBM 4 GHz 1GMB 8798
5 K
k SS
=884.22 SS =11355 SS =126.89
R R SS =64.22 SS =579.55
F =1.768
IBM F =1.976 F =9.024 Foos(2.2) =
4GHz 1GMB 19.00

8798
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U = b0+b1x1+b2x2+b3x3+b4x4+b5x5+b6x6

+b7x7+b8x8
x1 x8
SPSS 6
1BM 3.4444 19.53%
-4.8889
1.4444
2 GHz -5.8889 21.87%
3 GHz 2.4444
4 GHz 3.4444
256 MB -2.5556
512 MB -1.8889 16.41%
1 GB 4.4444
8798 10.4444
11198 -2.8889
13598 -7.5556 42.19%

goodness-of-fit

[20 21]
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Conjoint Analysisin Consumer Research

Sun Xiang, Chen Yiwen

(Institute of Psychology, the Chinese Academy of Sciences, Beijing 100101)

Abstract: The conjoint analysisis a quantificational method of studying the consumers preferences. It has been

playing a more and more important role on consumer behavior since its origination, and it has been developing

rapidly in no more than forty years. This paper firstly introduces the basic concept of conjoint anaysis, then

focuses on its principle, process and development, and finally makes a brief summary of its future direction.

Key words: conjoint analysis, preference model, orthogonal design, product simulation.



