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Abstract

At present, new food product development is considered continuous processes undertaken for
business survival and enhancing competitive advantages. The successful development requires
understandings on products’ attributes which have influences on consumers’ interests in purchasing new
products. Utilizations of the attributes for creating new concept are parts of the product development
processes upon which the business accordingly can develop the new products that are consistent to
needs of consumers. This study presents applications of Conjoint analysis (CA) to develop new food
product concept. The CA was also utilized to identify key attributes having influences on target
consumers, through investigating consumers’ preferences on new product concept. Results of CA is

metaphorically as the descriptive blueprint for creating and developing new food products to the markets.

Keywords: Conjoint analysis, product concept, product development
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