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An Analysis of the Value of New Product Multi Cream
Using Choice Experiment
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'Department of Agricultural Economics, Pusan National University
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Abstract The objective of this study is to offer a basic data for the establishment of marketing strategies such
as fixing price of a new product and creation of the development direction of the product through estimating
consumers value by attributes of the newly developed university made multi cream. The Choice Experiment was
used for analysis, and conditional logit model was estimated to derive the marginal willingness to pay(MWTP)
of each attributes of the multi cream. Brand, container type, functionality, price were included as the attributes.
As a result, MWTP were estimated at 21,754 Won/unit for large company product, 11,033 Won/unit for small
company product and 16,178 Won/unit for university product, 7,476 Won/unit for enriched moisturizing, 12,107
Won/unit for enriched improvements in wrinkles. Consumers have a preference for university brand over small
company brand, therefore, if university and small company cooperate and proceed a joint-venture, it will
strengthen the competitive power in the low price brand market. Also, it is essential to develop products with
enriched functionalities such as moisturizing and improvements in wrinkles.
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e G, FER e D, 715 F ReEel in Wrinkls
_ _ 4 Small Co. Tube Regular Enriched | 50,000
Z= 20 4] T 7k} BB spo] otk 7lAL >
FE/i AT =S dgiel 297, 7k 4 [University Tube Regular Regular | 35,000
20,0009, 35,0009°, 50,0009 9] 3HAR FLES}S 5 [Large Co. Pot Regular Regular | 50,000
c}. 5 {Small Co. Pot Enriched Regular | 50,000
74AS sukg] o]Fte] 3ukA R LHSL o9 thow) 5 [University Tube Enriched Regular  |20,000
_ 6 [Large Co. Pot Enriched Enriched | 35,000
pdz i 71 O] FZA7|oly T
o WA A Al Sl S4TI9 et Al 6 [Small Co. | Tube | Emriched | Regular 35,000
7H = R s olskel Ao R YRyt I8 6 [University Tube Regular Enriched | 35,000
71 EL 371 AZET A7 A= 7He] AR} 7 [Large Co. Pot Enriched Enriched | 50,000
7 {Small Co. Pot Regular Enriched |20,000
Wl F2A og B AfoHs Byl vug £ ]
_HT gl t} :'L?" | < ul © 7 [University Pot Enriched Enriched | 20,000
o on Sl AT S 9 W7 Alse 7H4A 8 [Large Co. | Tube | Regular Regular | 20,000
7} 5k ol8lel AIEER st ES 74t 8 {Small Co. Tube Regular Enriched | 50,000
15,0009 Tholz A7), 27}, 171o 3THAE A= 8 [University Pot Enriched Enriched | 50,000
9 [Large Co. Pot Enriched Regular | 35,000
o] M5 9 o AAQs Aoz wrsly
slol A Al A Alom greretin 9 [Small Co. | Tube | Regular Regular | 20,000
9 [University Pot Enriched Regular | 35,000
[Table 1] Attributes and Levels 10 Large Co. Pot Regular Enriched 20,000
10 [Small Co. Pot Regular Regular | 35,000
Attributes Levels 10 [University Tube Regular Regular | 20,000
Brand [Large Co., Small Co., University 11 JLarge Co. Tube Reglﬂar Enn.ched 35000
- 11 [Small Co. Pot Enriched Enriched | 50,000
Container Type Pot, Tube 11 [University Pot Enriched | Enriched | 35,000
Moisturizing Regular, Enriched 12 [Large Co. Tube Enriched Enriched | 50,000
Functionality | mprovements 1 o 12 [Small Co. Tube Enriched Regular | 50,000
in Wrinkles Regular, Enriched 12 [University Pot Regular Regular | 50,000
Price 20, on, 35, on, 504 on 13 [Large Co. Pot Enriched Enriched |20,000
o 000 000 13 [Small Co. Tube Regular Regular | 50,000
13 [University Pot Enriched Regular 20,000
- - _ 14 [Large Co. Pot Regular Regular | 50,000
old ARG 4 U 28 X315 5k ¢
I2A A = ool Tt whet 14 [Small Co. Tube Enriched Enriched |20,000
= AAsteleh ol YR W2 theto] A EY] el 14 [University Tube Regular Enriched 20,000
A /47| (Orthogonal Design)& ©]-&3}o] tjete] 74E 15 [Large Co. Tube Enriched Regular | 20,000
9 Bk ik SASS Proc Optexd ol3fef F 24 3 ISJ’"?“ C_t‘; oo Ef’i‘ﬂlaf ;15"}11: e
. niversi ul egular c] I
A Higks =&stden o5 Aol olgstirtilL]. 16 Large Co. | Tube Regular Enriched | 50,000
E2% k2 Table 2¢} Pt} 16 [Small Co. Pot Regular Enriched | 35,000
16 [University Pot Regular Regular | 35,000
[Table 2] Profiles Used for the SUI’VEy 17 large Co. Pot Enriched Enriched 35,000
17 [Small Co. Pot Regular Enriched | 50,000
Container Functionality Price 17 [University Tube Regular Enriched | 50,000
Set|  Brand Type | Moisturizi Improvements (Won) 18 [Large Co. Tube Enriched Regular | 20,000
8 | in Winkles 18Small Co. | Pot | Fnriched | Enriched | 35,000
1 [Large Co. Tube | Enriched Enriched 20,000 18 [University Tube | Enriched Regular | 35,000
1 Small Co. Tube Enriched Enriched | 35,000 19 [Large Co. Tube Regular Regular | 35,000
1 [University Tube Enriched Enriched |20,000 19 [Small Co. Tube Regular Regular | 35,000
2 [Large Co. Pot Enriched Regular | 50,000 19 [University Pot Regular Enriched 20,000
2 Small Co. Pot Enriched Regular | 35,000 20 [Large Co. Pot Regular Enriched | 20,000
2 [University Pot Enriched Enriched | 50,000 20 [Small Co. Tube Enriched Enriched | 20,000
3 |[Large Co. Tube Regular Enriched | 35,000 20 [University Pot Regular Regular | 50,000
3 Small Co. Pot Enriched Regular | 20,000 21 [Large Co. Pot Regular Regular | 35,000
3 [University Tube Enriched Regular 50,000 21 [Small Co. Tube Regular Enriched | 35,000
4 |Large Co. Tube | Enriched Regular | 50,000 21 [University Tube | Enriched Regular | 50,000
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. Functionality R Middle or High School 29 135
Set| Brand Container Improvements Price Educati Universi 169 78.6
T isturizi ucation niversity X
ype | Moisturizing in Wrinkles (Won) -
22 Large Co. | Tube | Regular | Enriched | 50,000 Graduate Schoo 17 9
22 [Small Co. Tube Regular Regular | 20,000 Less Than 2million won 32 149
22 [University Tube Enriched Enriched | 35,000 Jmillion to less than
23 [Large Co. Pot Regular Regular | 20,000 3.5million won 7 265
23 Small Co. Pot Enriched Regular 50,000 3.5million o less than
23 [University Pot Regular Enriched | 35,000 Monthly Smillion won 70 32.6
24 [Large Co. Tube Enriched Regular | 35,000 Household | sl T
24Small Co. | Pot | FEnriched | FEnriched |20,000 o 24 112
24 University Pot Regular Regular | 20,000 mition won
7million to less than 18 34
oo 14 " Lo o 10million won ’
com A kS Table 33} 72 HEE S
cha 878l HiehE Table 32} 2= e More Than 10million won| 14 65
X]"’Wﬂ AA 0]'0:‘1’% Y2 2R LR g Set -
= o] mop 2497 9ok 2 9 EE shact Housewife 27 12.6
= T2 3 & ° = . .
= ]—]’— b= :' 00 = T}]}‘: e Mi Self-employed Business 23 10.7
2 3714 ot = 744 v Cl 28 NeslE
=01 HAl Higt 5 71 ]‘Eoﬂo S Al ; . Salaricd Employee P 50
sigom, phgol B title] 12 9 HEsA 98 Ovepaion | ———
o FEABEES ShA Professional 25 11.6
Others 23 10.7
[Table 3] Example of the Survey Question Total 215 1000
Container ... Improvements | Price .
Brand Type Moisturizing in Wrinkles | (won) Choice
Large Co.| Tube Enriched Enriched [20,000| [] 4 BEM ziD
ru
Small Co.| Tube | FEnriched | Bnriched |35,000] [J L =4 20
University | Tube Enriched Enriched |20,000| []
No Choice O Aie 2A AR E HIE R sto] dEjA ] gt =
A% 23wy ek olE 1A [Table Sj
et w0 A Al FHo oo 201 BEE SAsA 019 BuSel A A
_ L 1O =X 7} <tk o A
8 sAyE DU ST AAsisgen), 21 M ST A 0 04}“* F
N Hajz o ‘A o > b0 0o
St 2 Asich S5 7|2 EAR- (Tale 419} 2ck INCARI s ‘:“7'04 here 0s
_ — 5 Hafj=o ‘s o | >« /\ ’_Q_
Huo GAWTE 22 ojio] sFEo] THlo] w EOH-| —%—0—;] ;—r dishe 1, H7Id, 7192 0
O Ha= HeEl 5O = 5 o
SRAAMARAR Db R PR T e .
o oF AR ogEgon, HE FEe gEtuyp o= roldtdlen, Vel § Baatet S5 et
78.6%= 7FA wobw, ¥ Wi 7 252 3509k-5004F = HEE 1L AR 28 Fosisink 7442 20,000
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414% 718 wokor] BE AdTel 49 dagew vl
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[Table 4] General Information of The Samples

Category Respondents | Percentage
Female 154 71.6
Gender
Male 61 284
20s 92 428
30s 38 177
Age
40s 41 19.1
50s or Older 44 20.5

[Table 5] Definition of The Variables

Variable Definition
Large Co. Large Co.’=1 ’Small Co.’=0 ’University’=0
o]
5 Small Co. Large Co.’=0 ’Small Co.’=1 ’University’=0
(=%
University | Large Co.’=0 ’Small Co.’=0 ’University’=1
Container Type Pot’=1 ’Tube’=0
o]
% Moisturizing "Regular’=0 ’Enriched’=1
g.
2 | Improvements
= E lar® *Enriched’=1
Z| in Wrinkles Regular’=0 ’Enriched
Price 20,000 35,000 50,000
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[Table 6] Estimation Results of Conditional Logit Model

Variable Coefficient | Standard Error| P-Value
o | Large Co. 09696 025041 0.0001
£ Small Co. 0.49177" 0.25431 0.0531
= University 07211"" 0.25339 0.0044
Container Type| Pot | 001147 009284 | 09017
'11 Fokok
% Moisturizing 033323 0.0923 0.0003
g.
5 |Improvements in -
&0
3 Wrinkles 0.53963 0.09387 <.0001
Price 00000446~ | 421E06 | <0001
Log Likelihood Ratio : 230.46 (<0.0001)
*** Denotes significance at the 1 percent level.
* Denotes significance at the 10 percent level
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[Table 7] Marginal Willingness To Pay by Attributes

Attributes MWTP (won)
Large Co. 21,754
Brand Small Co. 11,033
University 16,178
Container Type Pot -257
L Moisturizing 7476
Functionality 1= ements in Wrinkles 12,107
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J E

&X £ A A EJAEF N (Marginal Willingness To
Pay)S =23}9ck 1 Ay gi7|de] A9 21,7549/,
Z27)00] AL 11,0339/70, tiste] AL 16,1782/74
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