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Given the increase in brand products in the Chilean food market, a survey was administered to a sample of 400
people in Temuco, Araucania Region of Chile, with the aim of distinguishing consumer segments according to
the importance assigned to the attributes brand, packaging and price in the purchase of milk and the attitude
towards national (Nestlé and Surlat) and store brands. A questionnaire was used with closed questions about the
purchase of milk and socio-demographic classification. Respondents ordered twelve combinations of levels of
each attribute according to their preferences in a conjoint analysis design. To distinguish consumer segments,
hierarchical clustering was used. Using a conjoint analysis and cluster analysis, Six consumer segments were
distinguished: four of which assigned the greatest relevance to brand (63.0% in total), a segment for whom the
packaging was most important (22.1%) and a group who considered price the most significant (14.8%). Two
segments preferred Nestlé and the four remaining groups favoured Surlat. Only one segment did not reject the
store brand (9.7%). Most groups preferred tetra pack packaging and rejected the bag. Therefore, the highest
proportion of consumers prefers to buy milk national brands

Given the increase in brand products in the Chilean food market, a survey was administered to a sample of 400
people in Temuco, Araucania Region of Chile, with the aim of distinguishing consumer segments according to
the importance assigned to the attributes brand, packaging and price in the purchase of milk and the attitude
towards national (Nestlé and Surlat) and store brands. A questionnaire was used with closed questions about the
purchase of milk and socio-demographic classification. Respondents ordered twelve combinations of levels of
each attribute according to their preferences in a conjoint analysis design. To distinguish consumer segments,
hierarchical clustering was used. Using a conjoint analysis and cluster analysis, Six consumer segments were
distinguished: four of which assigned the greatest relevance to brand (63.0% in total), a segment for whom the
packaging was most important (22.1%) and a group who considered price the most significant (14.8%). Two
segments preferred Nestlé and the four remaining groups favoured Surlat. Only one segment did not reject the
store brand (9.7%). Most groups preferred tetra pack packaging and rejected the bag. Therefore, the highest
proportion of consumers prefers to buy milk national brands

Given the increase in brand products in the Chilean food market, a survey was administered to a sample of 400
people in Temuco, Araucania Region of Chile, with the aim of distinguishing consumer segments according to
the importance assigned to the attributes brand, packaging and price in the purchase of milk and the attitude
towards national (Nestlé and Surlat) and store brands. A questionnaire was used with closed questions about the



purchase of milk and socio-demographic classification. Respondents ordered twelve combinations of levels of
each attribute according to their preferences in a conjoint analysis design. To distinguish consumer segments,
hierarchical clustering was used. Using a conjoint analysis and cluster analysis, Six consumer segments were
distinguished: four of which assigned the greatest relevance to brand (63.0% in total), a segment for whom the
packaging was most important (22.1%) and a group who considered price the most significant (14.8%). Two
segments preferred Nestlé and the four remaining groups favoured Surlat. Only one segment did not reject the
store brand (9.7%). Most groups preferred tetra pack packaging and rejected the bag. Therefore, the highest
proportion of consumers prefers to buy milk national brands

https://rebiunoda pro.baratznet.cloud: 28443/OpacDiscovery/public/catal og/detail/b2FpOmNIbGVicmF0aW9uOmV zL mJhcmF0ei 5yZW4vMzM 4M zgyNj E

Titulo: Actitud diferenciada de los consumidores hacia marcas nacionales y propias de leche en laregion dela
araucania, Chile electronic resource]

Editorial: 2012

Tipo Audiovisual: marcas nacionales marcas propias leche segmentacién de mercados Temuco Regién deLa
Araucania Chile national brands store brands milk market segmentation Temuco Araucania Region Chile marques
national es marques de distributeur le lait la segmentation du Marché Temuco Région de I'Araucanie le Chili

Documento fuente: Revista agroalimentaria, ISSN 1316-0354, Vol. 18, N°. 35 (julio-diciembre 2012), 2012, pags.
131-140

Nota general: application/pdf
Restricciones de acceso: Open access content. Open access content star

Condicionesde usoy reproduccion: LICENCIA DE USO: Los documentos a texto completo incluidos en Dialnet
son de acceso libre y propiedad de sus autores y/o editores. Por tanto, cualquier acto de reproduccién, distribucién,
comunicacion publicay/o transformacion total o parcia requiere el consentimiento expreso y escrito de aquéllos.
Cualquier enlace a texto completo de estos documentos deberd hacerse através de la URL oficial de éstos en
Dianet. Més informacion: https://dialnet.unirioja.es/info/derechosOAl | INTELLECTUAL PROPERTY RIGHTS
STATEMENT: Full text documents hosted by Dialnet are protected by copyright and/or related rights. This digital
object is accessible without charge, but its use is subject to the licensing conditions set by its authors or editors.
Unless expressly stated otherwise in the licensing conditions, you are free to linking, browsing, printing and
making a copy for your own personal purposes. All other acts of reproduction and communication to the public are
subject to the licensing conditions expressed by editors and authors and require consent from them. Any link to this
document should be made using its official URL in Dialnet. More info: https://dialnet.unirioja.es/info/derechosOAl

Lengua: Spanish

Enlace a fuente deinformacion: Revista agroaimentaria, ISSN 1316-0354, Vol. 18, N°. 35 (julio-diciembre
2012), 2012, pags. 131-140

Baratz | nnovacion Documental

e Gran Via, 59 28013 Madrid
e (+34) 91 456 03 60
e informa@baratz.es



