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COMPONENTIAL SEGMENTATION BASED CONJOINT
ANALYSIS vs CLUSTER ANALYSIS

Amedeo De Luca1

Department  of Statistics, University of Milan - Cattolica, Milan, Italy

Abstract. In Componential Segmentation interest focuses on the interaction effect of person
and product attribute levels to produce a response (overall evaluation) for various product
descriptions. A person’s reaction to a product is broken into the sum of two components:
1) the average part-worth utilities due to the attribute levels of the product and  2) the
interactions between the person’s background variables and the attribute levels. In this
paper we adopt the dummy-coded parametrization of the model, which provides two
baselines.
Two segmented methods of performing conjoint analysis, clustered and componential
segmentation, are compared with each other. The predictive power of the clustered
segmentation model is higher than that of componential segmentation.

Keywords: Componential segmentation, Clustered segmentation, Metric Conjoint Analysis,
Predictive power.

1. INTRODUCTION

1 Amedeo De Luca,  amedeo.deluca@unicatt.it

rosariaromano
Casella di testo
doi.org/10.26398/IJAS.0032-007 



106 De Luca A.

2. THE MAIN APPROACHES TO COMPONENTIAL SEGMENTATION
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3. COMPONENTIAL SEGMENTATION: ESTIMATION METHOD
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4.1 COMPUTATIONAL ASPECTS

4. ALGEBRAIC FORMULATION OF THE CS MODEL
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5. APPLICATION OF THE CS MODEL: DATA AND RESULTS
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Tab.1: Background variables and levels, product attributes and levels
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Tab. 2: Estimation results for CS model in relation to various profiles of smartphone and
socio-demographic characteristics of the evaluators
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Tab. 3: Interaction in Compenential Segmentationa

6. COMPONENTIAL AND CLUSTERED SEGMENTATION MODELS:
AN EMPIRICAL COMPARISON
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Tab. 4: Estimation results by two levels of aggregation
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6.1 PREDICTIVE VALIDITY

Tab. 5: Comparison of predictive powers of two models
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