m.m_A An Innovative Conjoint Method for Evaluating and
Optimizing Complex Product Concepts.

Why conjoint evaluation?

Conjoint-Analysis is based on a realistic decision situation as all relevant product attributes have to be
evaluated simultaneously (Considered Jointly). Therefore importance of single product attributes is not
overstated while critical areas like “willingness to pay” are treated in a realistic way because of the holistic
product evaluation.

Why GfK HILCA?

GfK HILCA is the only conjoint method that simultaneously allows the inclusion of many attributes and
consideration of the “not buy” option. This makes it especially suitable for certain area of research —
evaluating complex products & services in areas such as Finance & Insurance, Telecommunications, High-
tech products, Health care and Automotive industry.

Main GfK HILCA advantages are:

= GfK HILCA is able to deal with a large number
of product attributes and attribute levels. This GfK HILCA basic principles
make GfK HILCA the best suited to "high
involvement" purchase decisions.

results with b Obtaining information about
Requirernent precision on predicting preferences on complex
- behavior products with many attributes

= GfK HILCA includes information about
"willingness to buy” which enhances the

predictive validity of the method. Solved by
: . Technical : A Applying principle of
= GfK HILCA is based on an assumption implementation || imitCordnformation lori= tir i

regarding the way consumers process
information. This sets GfK HILCA apart from
widespread methods such as ACA.

= GfK HILCA is able to estimate utilities on an individual level which is the best starting point for further
analysis.

= GfK HILCA can also be used to assess the overall-
utilities of fictitious products while market
SE OB MAARNAD M T i seian simulation enables the optimization of product

D ————— concepts and the estimation of market prospects.

? Selecting analysis

GfK HILCA SIM tool available to client for further analysis
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= GfK HILCA is a fast and reasonably priced

o&z{w_ @ m ) DT AT method to explore the preferences of your
amuoa%awawa:u“ L (which products are offered) customers. It is allows conducting interviews via
B Web (CAWI) or local computers (CAPI).
Defining products e i T : . :
AERAETSES v = With GfK CJSim a Windows-based tool for fast
e and comfortable market simulation is available to
i : : client.

Further Information

To optimize concepts of complex products or services..to assess market prospects of numerous different proposals with
GfK HILCA...start now.

For more information, please email: antonia.gogova@gfk.com
GfK Bulgaria — Market Research Institute, 86 Ekzarh losif Str, 1527 Sofia, Bulgaria
Tel: +359 293086 00 Fax:+359293086 86 Web: www.gfk.bg
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m.m_A MHoBaTMBHA KOHA)KOWMHT MEeTOA0/I0MU4A 3a OLleHsBaHe U
oNTUMU3NpaHe Ha KOMMJIEKCHWU NPOAYKTOBU KOHLLeNUUW.

3al,0 KOHAYKOUHT OLLleHABaHe?

KOHAKOMHT aHanm3bT ce Hasvpa Ha peannuctMyHa CUTyauWs Ha B3eMaHe Ha pellieHune, TbiA KaTo BCUYKM
NPOAYKTOBM XapaKTepUCTMKN Ce oLleHABaT efHOBpeMeHHO (Ha aHrnuicku esnk: Considered Jointly). Mo
TO3M Ha4YMH BaXKHOCTTa Ha JajeHa NpoyKToBa XapakTepmncTika He ce HafLeHsBa, a KIIloHOBY MOMEHTI KaTo
L~KenaHue 3a nokyrnka” ca peanHo oTpa3eHn Nopaam LfnocTHaTa NpoAyKToBa oLeHKa.

3awo GfK HILCA?

GfK HILCA e egmHcTBEHATa KOHOXKOWHT MeTOA0JIOrMs, KOSTO eAHOBPEMEHHO MO3BOJISABa BK/OYBAHETO Ha
MHOIO XapaKTePUCTUKN KakTo U onuusata ,He Oux kynun”. ToBa A MpaBW 0CODeHO Moaxodslia 3a
onpeneneHn cdepu Ha M3cnefBaHe — OLEHsIBaHe Ha KOMIMEKCHW MPOAYKTK W yciyrin B obnacti kato
®unHaHcKM 1 3acTpaxoBaHe, TenekoMyHMKaLWK, BUCOKOTEXHOMOMMYHW MNPOAYKTW, 3hpaBeornasBaHe U
ABTOMOOUHA MHAYCTPUS.

OcHoBHUTe npeammMcTBa Ha GFK HILCA ca:

= GfK HILCA paBa Bb3MOXHOCTTa fla ce onepupa
C ronsim 6pou NPoAyKTOBU XapaKTepPUCTUKMU OcHOBHM NpUHLMNYK Ha GFK HILCA
M TexHuTe HuBa. ToBa npaBu GfK HILCA
0cobeHo noaxoasaLLa Npw peLleHns 3a Nokyrnka,
KOWTO Ce B3MMaT cllef, Mo-Abro 0OMUCnsHe.

W3ucksanna

= GfK HILCA cbabp>ka MHdopMaLms 3a Kputepus
LKenaHue 3a noKynka', KoeTo yBenn4yaBa

BaNMAHOCTTA Ha pe3ynTaTuTe Npu To3u MeTOf. MocrurnaTh upes
= GfK HILCA ce 06a3vpa Ha npegmnosioXXeHue I e T
OTHOCHO Ha4uHa, Mo KOWTO mnoTpebutenmte usnBAHeHMe RRE Ao oin ity

obpaboTBat MHpopMauus. ToBa pasrpaHMyaBa
GfK HILCA oT wmpoKkopa3npocTpaHeHn MeToam
kato ACA.

= GfK HILCA paBa Bb3MOXHOCT fja Ce OLEHAT Mon3nTe Ha UHAUBUAYAJNIHO HUBO, KOETO e Hal-fgobpaTa

oTMpaBHa Touka 3a Apyrv aHanm3u.
= GfK HILCA moxe fa ce U3non3Ba 1 3a onpegensHe

Ha O@_._._.m._.m MoJ13a Ha U.Vom_umv_nmm-s_\_ npoAaykKTu,

GfK HILCA SIM MHCTPYMEHT AOCTBMEH 3a KNWeHTUTE 3a HOKaTo nasapHata cumMmynauus No3BOJIABa
AOITEHUTRIHW AHANH onTMMM3aLMaTa Ha MpPOAYKTOBM KOHUenuuu u
He R Vew Charge Widee e
e e e i oLeHsBaHeTO Ha Na3apHU Bb3MOXHOCTU.
T
e e | - . = GfK HILCA e Obp3 3a u3NbiHeHUe MeTo[, Ha
o B T W36op Ha aHanu3n = -
e il el S pasymHa LUeHa, kouTo Bu mno3Bondea [da
(2= . — = ncnepnBate  npepnoyuMtaHuATa  Ha - Bawwute
o BedunHnpare Ha P
Gﬂnﬁ”ﬂ;ﬁ“nzhs ;m (xow npoaykT! ce npepnarar) KITMEeHTW. [To3BonsBa npoBexXxgaHeTo Ha
o T N R nHTepsiota npes WutepHetr (CAWI) wnu nanton
SEES | Dedwmupane na s ow (CAPI).
1 NpoAyKTH b
b scrom " .
= oo _ — = 3a knveHTUTe e poctbrneH u Windows 6a3uvpaH
e % i g : nHctpymeHt GfK CJSim 3a Obp3o u ynobHo

CYMynMpaHe Ha nasapa.

JonbnHutenHa uHpopmauusa

3a onTUMM3MPaHe KOHLEMNUMMTe Ha KOMIMIEKCHN MPOAYKTU W YCIIYrU... 3a OLleHABaHe Ha Ma3apHMTe Bb3MOXHOCTW Ha
MHO>eCTBO pa3nunyHun npeanoxeHusa ¢ GFK HILCA... cBbp>keTe ce ¢ Hac cera.

3a noBeye MHpopPMaLLMs, MoNa N1LLeTe Ha: antonia.gogova@gfk.com
GfK Bulgaria — MIHCTUTYT 3a MpKeTUHIroBU nscneasaHus, yn. ,,Eksapx Mocnd” Ne86, Copusa 1527, Bbnrapus
Ten.: +359 293086 00 dakc: +359 293086 86 Web: www.gfk.bg

GfK HILCA. The Advanced Conjoint Method.




