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The Marketing managers of organizations and companies have become aware that 

products and services sold should be configured based on the needs and preferences of 

consumers. In this context, the author intended to present and describe the methodology 

Conjoint Analysis, developed specifically to know the structure of consumer preferences. In this 

context, the author illustrate the use of the Conjoint Analysis internationally, the benefits 

associated with its application and its various fields of application. In technical terms, the 

authors identify the various types of Conjoint Analysis and in what context results more 

appropriate to apply each type. Finally, the authors also want to identify some of the limitations 

of Conjoint Analysis application, leaving some recommendations on its application. 
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