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1. Grouping by preference
2. Clustering individual measures




Preference Analysis
1. Self stated importance
Use a scale such as:

“1: of no importance — 7: extremely important”
e.g., 1" st person says: “Effectiveness is much more
important than Gentleness” (7,2)

Then, the preference vector will be like

Gentleness

/

Effectiveness

Preference Analysis
1. Self stated importance
Use a scale such as:

“1: of no importance — 7: extremely important”

if 2’ nd person says: Effectiveness is much less important

than Gentleness (2,6)

Then, the preference vector will be like
Gentleness

Effectiveness
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Aggregating Individual Preference
Weights by

m Cluster Analysis

m Groups individuals on importance of
dimensions, e.g.,

Gentleness
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m China Mike’s Facts about China:
CHINESE CONSUMER MARKET

m http://www.china-mike.com/facts-about-
china/facts-chinese-consumer-market/
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Single i Mass
Segment Selective Matket Product Market
Targeting Targeting Targeting Specialization Specialization

M Mo Mz M My Mg My My Ms M My M; My My Ms

Py Py Py P, P,
P, P P P P
Ps Ps Ps Ps Ps

P = Product Category; M = Market
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