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Faculty Profile 

 Dr. Rian Beise-Zee joined the School of Management of AIT as an Assistant 

Professor for Marketing in January 2006. He is teaching international 

marketing,  marketing research and product development. 

 He was a senior researcher at the Center for European Economic 

Research (ZEW) in Germany from 1994 to 2003.  

 Post-doctoral fellow at Kobe University,  Japan.   

 Doctoral Degree and Master Degree from Technical University of Berlin.  



Research Focus 
Methodology-based:  

• Experiments on Consumer preference and consumer 

choice, in particular Choice-based Conjoint Measurement 

Examples: 

• Service Encounters and Satisfaction in Health Care: 

Consumer perceptions of healthfulness and quality,  

Determinants of Patient satisfaction 

• Comparing alternative implementations of Corporate 

Social Responsibility and Consumer Preference 

• Greenness of products and Consumer Choice 

 



Research overview   

The Science of Consumer Preference and Consumer Choice 

 

 The problem: Preference leads consumers to choose 

specific products and services, but they cannot quantify 

their preferences for specific product attributes to 

researchers because of trade-off relationships between 

attributes  

 Solution:  Design an experiment and force consumers to 

choose just like in reality.  The design of the choice 

situation must enable us to estimate the preference for 

each product attribute  

 



Design of Consumer Choice 

Experiments 

• It is assumed that potential users have a set of preferences that guide 

their choices. 

• Preferences are expressed as the order of product/service alternatives 

preferred. 

• Products/services are bundles of attributes (Lancaster Theory): The 

order of products results from the aggregation of utilities for each 

attribute of the product (multi-attributes utility model). 

• Each specific product/service need to be described as a set of attributes 

with discrete and precise levels. 

• A set of products/services are selected with orthogonal attributes levels   

• A representative sample of consumers makes recurring choices or ranks 

the selected products/services. 

• Utilities for each attribute level can be estimated.  



The Multi-attribute Utility Model 

 Utility of a profile as the sum of attribute 

vectors X and taste weight vectors β  
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Example: How do consumers 

judge the quality of food? 

An UNFAO project in collaboration with 

 College of Food Science and Technology,  Yunnan 

Agricultural University, Kunming, China  

 Institute of Policy and Strategy for Agriculture and Rural 

Development (IPSARD), Hanoi, Vietnam 

 Faculty of Agriculture, National University of Laos, 

Vientiane, Laos 

  

 



Food Scares have made consumers 

uncertain about food quality 



How do consumers judge the quality of 

food? 



How can Consumer Research help? 

Market research empowers food producers to 
understand consumer judgment of the quality of food 
products and identify what consumers trust most 
(trust agents). 

 

Which are the ‘trust agents’? 

 Government certificates 

 Brands 

 Vendors such as Supermarkets 
 



Are Food Quality certificates 

instilling trust? 



Setting up the conjoint experiment  



A set of 10 cards is given to respondents to 

be sorted by individual quality perception 



Example Card for Pork:  

Packaged, unbranded, certfied, super market 



2nd Example Card for Pork: Packaged, 

branded, uncertified, mobile vendor 



Field Research: 500 Consumers randomly 

selected around Thailand sort the ten cards 



Results: Overall Quality Impression of Attributes of Pork 

strongly favors supermarkets as trust agents.  Runner ups are 

Brands.  Government certificates increase trust only a little.  
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Research Outcomes: Capacity building  



      Thank you…….. 

 

If you would like to highlight your research 
activities do send in your inputs to 
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