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Abstract

A.A. Cerda, L.Y. Garcia, S. Ortega-Farias, and A.M. Ubilla. 2012. Consumer preferences
and willingness to pay for organic apples. Cien. Inv. Agr. 39(1): 47-59. This study provides
marketing data regarding consumer preferences and willingness to pay for organic agricultural
products in Chile. The main objectives of this study were to assess consumer willingness to pay
for organic apples and to determine the main attributes that consumers look for when purchasing
apples. The methodology applied to reach the first objective was the contingent valuation
method using a logistic probability function and a single-bound dichotomous choice format.
Additionally, this study estimates the marginal willingness to pay (WTP) of consumers for
organic apples by using conjoint analysis with ranking procedures. This study was performed
in the city of Talca, Chile, where a total of 400 individuals from a probability sampling were
interviewed. The results of our study show that the estimation of part-worth utilities of each
attribute confirms that the Fuji variety, organic method of production, sweet apples and lowest
price are the most preferred levels of each attribute. However, an analysis of the relative utility
index shows that price and variety are much more important to consumer choice and behavior
than the method of production and flavor. Finally, our study shows a positive willingness to pay
an additional 130 Chilean pesos per kilogram for organic apples and a greater preference for
apples produced organically than by conventional methods. These results provide important
information about market opportunities as well as policy implementation regarding the
production of organic agricultural products.
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Introduction

According to the Office of Agricultural Research
and Policy (ODEPA, 2008), 30,443 ha were certi-
fied as organic, of which 1,052 ha were used to
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cultivate apples during the 2007-2008 production
period in Chile. These data are based on infor-
mation provided by organic product certification
firms. Given that organic products are recognized
as safe, their consumption is growing around the
world and is expected to grow in Chile (ODEPA,
2007). Increasing awareness among govern-
ments and consumers about product quality and
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pesticide-related food safety has generated a need
for studies that address these issues.

There is little information about consumer pref-
erences and their willingness to pay (WTP) for
organic agricultural products in Chile despite the
large number of studies in developed countries
on organic agricultural products (Nadezha and
Mazzocco, 2008; Aizaki and Sato, 2007; Silva
et al., 2007; Nakaweesa, 2006; Govindasamy
and Italia, 1999; Roosen et al., 1998). One of
the most important issues in consumer research
is to determine consumer preferences so that
producers can adapt or generate new products
accordingly. Additionally, the value created
by introducing new attributes is desirable for
companies seeking to be competitive in global
and local markets. For example, many compa-
nies are obligated to use less toxic production
processes to reduce environmental damage to
trade in certain markets.

The literature related to measuring the WTP for
quality and healthy food products, particularly
related to contamination of fruits and vegetables
by pesticides, is considerable. For example, studies
have shown that most consumers in the United
States have a strong risk aversion to pesticide
residues on fruit and vegetables (Govindasamy
and Italia, 1999) and are therefore willing to pay a
premium price for these types of products. Roosenet
al. (1998) studied the valuation of implementing a
restriction on pesticides used on apples utilizing
an auction as an experimental design. In this study,
the WTP for apples not treated by a particular
pesticide was between US$ 0.20 and US$ 0.34
per pound. Baker (1999) used conjoint analysis
in different market segments corresponding to
consumers concerned about the safety of apples.
Loureiro et al. (2002) assessed the mean WTP
for eco-labeled apples using a double-bounded
logic model and found the value to be very small,
around USS$ 0.05. Loureiro et al. (2001) and Lou-
reiro and Hine (2002) estimated preferences and
the WTP for organic products. Govindasamy and

Italia (1998) compared the consumer response
to traditional production systems and integrated
production systems, finding that young people
with higher incomes had a greater probability
of paying a higher price for products coming
from an integrated system of production. Gil et
al. (2000) estimated the WTP for food attributes
in Spain using the contingent valuation method.
Travisi and Nijkamp (2004) combined two stated
preference methods, the conjoint choice experiment
and the contingent valuation, to estimate the value
of reducing the multiple impacts of pesticides.
This study showed a positive WTP. Cerda et al.
(2010) estimated the WTP using conjoint analysis
for organic wine in the Maule Region of Chile
and found that the consumer WTP was close to
zero. Even though some studies have shown a
very low consumer WTP, several studies have
shown the consumer WTP at higher prices for
food products when these products have some
specific attributes (Padilla et al., 2007; Sanchez
and Gil, 1998; Sanchez et al., 2001).

In Chile, few studies have been carried out to
analyze consumer preferences and WTP for
agricultural products. To provide market informa-
tion about environmentally friendly agricultural
products, this study seeks to generate useful
information for apple producers by analyzing
the potential of organic products. The WTP
calculations can help apple producers to perform
a cost-benefit analysis for organic apples for the
local market.

The main objectives of this study are as follows:
i) to assess consumer willingness to pay for
organic apples and ii) to determine the main
attributes that the apple consumers look for
when purchasing apples. We have applied the
contingent valuation method using a logistic
probability function and a single-bound di-
chotomous choice format question. Addition-
ally, this study estimates the consumer WTP
for organic apples by using conjoint analysis
with ranking procedures.
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Materials and methods
Methods for analyzing preferences and WTP

The main methods found in the literature for
analyzing preference and calculating WTP es-
timates are contingent valuation (CV), conjoint
analysis (CA) and experimental auction (Sanchez
etal.,2001; Umbergeret al. 2002; Nakaweesa,
2006). The first two methods are hypothetical
valuation methods that utilize survey responses.
Experimental auction is a traditional experi-
mental design where the researcher interacts
with the respondents to determine a price for
a given product or attribute. The advantages
and disadvantages of each method can be
found in Nalley (2004) and Lusk and Hudson
(2004). Given that the auction method typically
requires interaction with a tangible good and
actual money exchange (Boever, 2006), which
was not feasible in this study, contingent valu-
ation and conjoint analysis methods are used.
It is important to mention that the CA method
complements the CV method because it enables
the breakdown of the stated individual utility
into different attributes. Among these attributes
is the price attribute, which permits a ranking
of the preferences and assigns an economic
value to different attributes.

Therefore, we mainly utilize the CV method to
estimate the WTP for organic apples and the
CA method to estimate the relative importance
of the attributes of the apples. Moreover, we
estimate the marginal willingness to pay using
the CA method.

Conjoint analysis

CA is a multivariate method used to find the
preferences of respondents for certain products
and services (Hair et al., 1999), and it is important
to businesses that are evaluating new product or
service attributes (Green and Srinivasan, 1978).

CA is consistent with Lancaster’s theory of util-
ity maximization, where consumers demand
attributes from a given product (Lancaster, 1971;
Lusk and Hudson, 2004). The first paper on the
applicability of CA to consumers was published
by Green and Rao (1971). Since then, CA has
been widely applied in market analysis. The
CA method is based on the idea that consumers
assess the value of a product by combining the
different amounts of value provided by each
attribute. Thus, it is possible to elicit consumer
preferences regarding the attributes of modi-
fied food characteristics, in this case organic
products, among others. In general, this can
be expressed as U=U(Z), where Z,is a vector
of the attribute value for the alternative # from
the choice set that the consumer is considering
buying (Telser and Zweifel, 2000). There are
three main elicitation techniques: ranking (re-
spondents rank alternative bundles from least
favorite to most favorite), rating (respondents rate
alternative bundles given a scale), and discrete
choice (respondents are allowed to choose only
one option). The first two elicitation techniques
were used in this study. Ranking responses
ostensibly provides more information than a
single choice elicitation technique because it
provides information for all profiles. A rating
scale requires respondents to make judgments
about the level of utility associated with each
profile and assumes that this judgment directly
transfers utility to the rating scale (Champ, et
al. 2003). One limitation of a rating scale is that
it does not provide information about choice.

CA implies the assumptions that the choice behav-
ior of consumers is governed by the maximiza-
tion of utility (Jaeger et al., 2001). To determine
the total utility, the additive model (Green and
Srinivasan, 1978; Steenkamp, 1987) is commonly
used. Considering the four attributes (price,
production method, flavor and variety) that are
evaluated in this study (Table 1), the econometric
representation of the additive utility model is
expressed as follows:
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Table 1. Attributes and levels for the conjoint analysis.

Attribute Attribute level
$314
Price! $ 447
$579
Method of production Convent{onal
organic
Mostly sweet
Flavor Mostly sour
Royal Gala
Variety Fuji

Granny Smith

!Chilean pesos.

3 2 > 3
Rp = ﬁo + Zﬁ]iD]x + zﬁZjDZj + Zﬁsszk + 2:341[)41 +&;
i=1 j=1 =1 =1

where R, represents the independent variable
measured by ranking from 1 to 9 the nine product
profiles,and 3, B, B> Baare the coefficients
associated with the characteristics of each at-
tribute, i=price (three), j=system of production
(non-organic and organic), k=flavor (mostly sweet
and mostly sour), and I=variety (Granny Smith,
Royal Gala, Fuji), while £, is the error term.

The estimations were performed using the ordinary
least squares method by the SPSS, Inc. (2006)
conjoint routine. The marginal WTP (MWTP)
for each attribute can be calculated as the ratio
between the negative of the coefficients of each
attribute and the price attribute (Gan and Luzar,
1993). Therefore, the MWTP of organic apples is
calculated as MWTP=-[Organic apple utility / ).
Additionally, CA enables the calculation of how
influential each attribute is in the utility of the
consumer (Green and Wind, 1975). The relative
utility of each attribute is calculated according to
Halbrendtet al. (1995). The importance of each
attribute is estimated as follows:

Utility Range, =|max(8)-min(B)| Vi=l..] ¥j=1...k

because each attribute will increase in impor-
tance as the difference in absolute value between
the highest and lowest part-worth utility grows
(Pedretet al., 2000). Therefore, the relative im-

portance of each attribute is calculated by the
following expression:

RI=100x [Utility Range I/ 2 Ranges of all attributes].

Construction of attribute profile

The product used in this study is the apple, a
general consumption product and the third-largest
organic crop in the country, according to ODEPA
(2008). The attributes selected to carry out this
study are obtained from an exploratory stage in
which interviewees chose their top four preferences
from a list of main attributes of apples. The list is
constructed on the basis of personal interviews
and the literature. The selected attributes are
price, variety, flavor and method of production.
The levels and characteristics of each attribute
are presented in Table 1. The lowest price for
the average per-kilogram price of apples is at
the farmer’s market, the highest average price
is at the supermarket, and the middle price is
the average of both of these prices. One of the
steps in a CA is to create combinations of factor
levels that are represented as product profiles to
the subjects. A small number of attributes and
several levels for each attribute would lead to
an unmanageable number of potential product
profiles; therefore, it was necessary to generate
a representative subset known as an orthogonal
design. In this case, a total of 36 hypothetically
possible combinations or product profiles (3x2x2x3)
can observed from the main attributes and their
respective levels. This number is considered to
be too many combinations for an individual to
manage. Using a computer program (SPSS 10),
we generate a set of nine profiles or cards that are
in the final interviews with respondents (Table 2).

Contingent valuation
CV is widely used for valuing environmental

programs because of its ability to estimate WTP
due to changes in environmental amenities and
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Table 2. Orthogonal design for apple profiles.

Card Price Flavor Variety System of Production
1 579 Mostly sour Fuji Non-organic

2 579 Mostly sweet Royal Gala Organic

3 447 Mostly sweet Fuji Organic

4 447 Mostly sweet Granny Smith Non-organic

5 447 Mostly sour Royal Gala Non-organic

6 314 Mostly sweet Fuji Non-organic

7 314 Mostly sweet Royal Gala Non-organic

8 579 Mostly sweet Granny Smith Non-organic

9 314 Mostly sour Granny Smith Organic

services, mainly for public goods or non-market
goods, by hypothetical markets (Cerda et al.,
2007; Boyle and Bishop, 1998). However, CV
can also be used to estimate WTP for changes
in food attributes (Maynard and Franklin, 2003;
Campiche et al., 2004). It has also has been used
for pesticide-free fruits and vegetables (Boccaletti
and Nardella, 2000) and organic products (Gil
et al., 2000).

The model applied in this study is based on the
Utility Difference Model (Hanemann, 1984). The
utility function is defined as:

u,=v,(P,1,q,)+¢€;

where j=0 represents the initial situation (without a
change in the good characteristics), j=/ is thefinal
situation (the case with organic apples), P is price, /
is Income, ¢ represents the apple attribute (organic
and non-organic) and g is the random error.

Individuals who want to consume organic apples
must pay an additional amount of money, where
t represents different values offered to different
individuals, called the bid vector. Therefore, the
probability of paying for an organic apple is given by:

Pr(yes) =Pr[v,(P,I=b;q)+¢& >v,(P,1;q9,)+&] »
or alternatively,
Pr(yes) =Pr(Av >n) = F, (Av)

where Av=v,(P,I-b,;q,)—v,(P,1;q,)+1n and
n=¢,~¢- F, represent the cumulative distribu-

tion function of 5, which is assumed to be a
logistic probability function expressed as G(b)=

[T+exp (AV)]".

This logistic model is estimated using the maxi-
mum likelihood method (Capps and Cramer, 1985)
with the CVM Program (Cooper and Hellerstein,
1994), which produces a logistic calculation for a
dichotomous choice contingent valuation method
specifically using the method of scoring (Judge et
al., 1988). A linear utility function is assumed, and
the difference with and without changes in apple
attributes can be expressed asAy = o — g, Typically,
the expected mean of WTP is calculated as the
ratio of a/f3 (unrestricted Hanemann measure). In
this study, we also calculate the restricted mean of
WTP with the expression In(1+exp(®)/J because
it is consistent with theoretical constraints (Lee
and Mjelde, 2007). Additionally, an expanded
model and the WTP of consumers were estimated
by adding the income variable as an explicative
variable, as suggested by Cooper and Hellerstein
(1994) and following the procedure of Cerda et
al. (2010) to estimate the WTP.

The optimal bid vector (b)) is obtained using the
recommendation of Cooper (1993), and a pre-
liminary survey of 100 individuals were asked
an open question about their WTP for organic
apples. After describing the characteristics of
organic apples, the individuals were asked the
contingent question, “How much are you willing
to pay ‘additionally’ for a kilogram of organic
apples compared to non-organic apples?” The
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bid distribution with equal area bid selection
(DWEABS) routine (Cooper, 1993) is applied to
this data. This is an iterative technique for finding
the mean square error, minimizing sample design
for a dichotomous choice contingent valuation
model survey. In addition, the DWEABS pro-
cedure generated the optimal sample associated
with each optimal bid value that minimizes the
mean square error of the welfare measures (Table
3). The final survey used these optimal bid values
in a single-bound dichotomous choice format
question to obtain the WTP.

Table 3. Optimal bid vector of additional willingness to
pay for kg of organic apple and sample size.

Bid Sample size
9 34
29 43
45 41
60 36
75 38
89 38
104 40
121 42
141 44
169 20
Total 378

Research design

The data analyzed in this study were obtained
from in-home, face-to-face surveys applied to
apple consumers in Talca, Chile. The surveys
(preliminary and final surveys) were applied to
individuals 18 years and older and were catego-
rized by socioeconomic segments according to
the Chilean National Census (2002). Thus, they
were divided into the segments ABC1, C2, C3,
D and E (high, middle high, middle low and low
income, respectively), from the highest income
to the lowest, with the following sample percent-
ages: 4.7, 14.5,23.8,40.4 and 16.6%. It is assumed

that most of the population consumes apples, as
was observed in the preliminary survey, and a
probabilistic sampling was estimated with an er-
ror of 4.9% maximum variance and a confidence
level of 95%.

The first part of this study is exploratory. The
relevant variables are identified through a bibli-
ography review and personal interviews with 100
individuals to obtain the most important attributes
and characteristics for apple consumers and the
initial bid value of the WTP through an open-ended
format (individual direct response of WTP), which
represents the maximum price that each individual is
willing to pay for a kilogram of organic apples. The
preliminary survey used for the personal interviews
included questions to identify preferences and the
WTP for regular and organic apples.

With this information, a final survey is constructed
that included the relevant questions for applying the
conjoint and contingent valuation methods. Prior to
application of the final survey, a pilot survey is applied
to verify that the instrument are understandable to
the interview subjects. The final survey is applied
by three researchers to 400 individuals in face-to-
face interviews between June 27 and July 3, 2009.

Results
Sample description

This study used 378 valid interviews from a to-
tal of 400. Twenty-two surveys were discarded
because they were incomplete. Table 4 presents
a summary of the sample characteristics. The
socioeconomic segments were grouped into three
levels: low income (E + D), medium income (C2
+ C3) and high income (ABC1).

Conjoint analysis and consumer preferences for
organic apples

The internal and predictive validity of the ranking
model was estimated by Kendall’s tau statistic,
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Table 4. Sample description.

Variable Percentage
Gender

Female 54
Male 46
Age

Between 18 and 34 26
Between 35 and 54 61
Older than 55 14
Family Income (Chilean pesos)

Less than $399.999 76
Between $400.000 and $1.699.999 19
More than $1,700,000 6
Education

Primary Education 6
Secondary Education 51
Undergraduate Education 41
Graduate Education 1.6

which provides measures of the correlation be-
tween the observed and estimated preferences
(Hair et al., 1999). Kendall’s tau statistic shows
that there is a strong correlation between the
observed preferences and those estimated by
both models, which suggests a high predictive
validity of the models given the value obtained
for this statistic and their respective p (Table 5).

Table 5 shows the utility (part-worth) scores for
each factor level. Higher utility values indicate
greater preference; therefore, the Fuji variety,
organic method of production, sweet apples and
the lowest price are the most preferred combina-
tion of attribute characteristics to the consumers.
The inverse relationship between price level and
utility also shows the consistency of the models
with reality.

Table 5. Conjoint analysis estimations of utility for ranking.

Attribute Level Utility ranking model
Flavor Mostly sweet 0.337
Mostly sour -0.337
Variety Royal Gala -0.047
Granny Smith -0.502
Fuji 0.549
Price 314 -4.495
447 -6.399
579 -8.289
Method of Production Conventional -0.865
Organic 0.865
Constant 11.571
Price Coefficient -0.014
Pearson’s Rho statistic 0.997'
Kendall’s tau statistic 0.8732

'P=0.000, *P=0.0001.

Given that preferences are usually expected to
be linearly related to price, a linear relationship
for preferences was assumed. For example, the
predicted utility for the lowest price of $314
was listed as -4.495 for the ranking case in
the utilities table. This is the value of the price
level, $314, multiplied by the price coefficient,
-0.014 (utility/$). The presence of organic apples
implies a higher utility level with respect to
the conventional method of production, as
anticipated.

The relative importance index (R/) was computed
by taking the utility range for each factor separately
and dividing by the sum of the utility ranges for
all factors. Table 6 presents the relative utility of
each attribute. The method of production occupies
third place, indicating that price and variety are
much more important in determining consumer
choice behavior despite the fact that individuals
are willing to pay an additional amount for a
kilogram of organic apples.
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Table 6. Relative importance of attributes
for the ranking model.

Variable Percentage
Price 44.63
Variety 24.07
Method'of 20,56
production

Flavor 10.75

Contingent valuation estimation for a kilogram
of organic apples

Using the maximum likelihood procedure, the
coefficients of the CV logistic model were esti-
mated after five iterations (Judge et al., 1988). The
confidence intervals around the welfare mean-
measure were obtained using the Krinsky and
Robb approach (Park et al., 1991) and Cameron’s
approach (Cameron, 1991). These approaches
suggest that the methods for evaluating welfare
measures for non-market resources should examine
not only differences in mean willingness-to-pay
measures but also the confidence intervals for the
point estimates of WTP.

The model is significant with a chi-squared value of 58
and the coefficients required to estimate WTP (Table
7). Additionally, the sign of the bid value variable,
which represents the additional willingness to pay
for a kilogram of organic apples, is consistent with
the theory that the consumer probability of paying a
premium price for organic apples is inversely related
to the bid value. The expanded model estimation also
shows that the income level positively affects the
probability of WTP, as is expected from theoretical
considerations. According to conventional criteria,
the estimate coefficients and the model are considered
to be statistically significant.

Willingness to pay for organic apples

In general, this study shows through both CV and
CA that the individuals interviewed have a positive

Table 7. Contingent valuation model estimation.

Coefficients
traditional Coefficients
Variables model expanded model
2.8355! 2.7101!
(0.3218) (0.3315)
i -0.02111" -0.2305!
Bid=b (0.0030) (0.03237)
Ingl - 1.3854*
(0.3939)
Ing2 - 2.6914!
(1.0604)
Log likelihood -196.0196 -183. 6162
Chi-squared test 58.4070! 83.2140!

'P=0.0001, 2P=0.0005, °P=0.0116. Between parenthesis
standard error.

Ingl=family income between $400,000 and $1,699,999;
Ing2=family income greater than $1,700,000.

Critical Chi-squared=39.67.

WTP for organic apples, which is consistent
with previous studies in other countries (Baker,
1999; Govindasamy and Italia, 1999; Roosen et
al. 1998; Loureiro et al., 2002). Additionally,
the results show a positive preference among
Chilean consumers for organic apples.

Furthermore, the point-restricted and unrestricted
consumer WTP means are 137 and 134 Chilean
pesos, respectively (Table 8). Following Krinsky
and Robb, consumers have a positive probability
of paying between 119 to 167 pesos (US$ 0.20 to
USS$ 0.32) more for organic apples with the confi-
dence interval construction at 99% of confidence
for each kilogram of apples. The value found in
our study using CV is quite similar to the value,
in current monetary terms, found by Roosen et
al. (1998) when using an auction procedure to
calculate WTP for organic apples.

It was obtained the negative ratio between the
utility of organic apples and the price coefficient
and the MWTP was calculated for the ranking
model (CLP61.78=-0.865 utility/-0.014 utility/$).
These results indicate that consumers would be
willing to pay approximately 61 pesos more for
a kilogram of organic apples.
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Table 8. Willingness-to-pay estimates from contingent valuation and conjoint analysis.

Contingent valuation Conjoint analysis

traditional Hanemann model Expended model ranking model
136.9696! 137.2210! 5
WTP() 134.26912 135.34612 61.78

'Restricted mean WTP. *Unrestricted mean WTP. *Marginal WTP.

55

Discussion

The findings suggest that the CV WTP values are
higher than the CA WTP values. This difference is
partly because the CV WTP represents the mean,
and the CA WTP represents the marginal value of
WTP for organic apples. Additionally, the literature
recognizes the advantages and disadvantages of
both methods used in our study (Nalley, 2004;
Lusk and Hudson, 2004). For example, CA is
less focused on specific attributes, in this case
organic apples, while CV does focus on specific
attributes. Some authors state that difference may
be due to the possible occurrence of hypothetical
bias in CV (Loomis et al., 1997, Cummings et
al., 1995; Kanninen, 1995). However, this study
takes into consideration the suggestions of Arrow
etal. (1993) for applying and obtaining valid and
reliable estimates using the CV method, such as
the consideration of substitutes and budget restric-
tions, among other issues that were considered
in the survey.

Additionally, given the sample design, there is
an important concentration of respondents (77%)

with income below 400,000 Chilean pesos, which
may reduce the consumer WTP and consequently
the profitability of organic products. Therefore,
further research regarding this type of product
should focus on socioeconomic segments where
there is likely to be a higher consumer WTP, as
recognized in the literature for typical goods
and services.

Estimation of the part-worth utilities of each
attribute confirms that the Fuji variety, organic
method of production, sweet apples and the low-
est price are the most preferred characteristics of
each attribute. However, an analysis of the relative
utility index shows that price and variety are much
more important for predicting consumer choice
behavior than production method and flavor.

Finally, our study showed a positive willingness to
purchase organic apples and consumer preference
for apples produced organically relative to those
produced using conventional methods. These
results may provide important information about
product attributes to agribusiness management as
a way to identify new market segments.

Resumen

A.A. Cerda, L.Y. Garcia, S. Ortega-Farias y A.M. Ubilla. 2012. Preferencias y disposicién a
pagar por manzanas organicas. Cien. Inv. Agr. 39(1): 47-59. Este estudio provee informacion

de comercializacion, con respecto a las preferencias y disposicion a pagar por manzanas

organicas. Especificamente, los objetivos de este estudio fueron determinar la disposicion

a pagar de los consumidores por manzanas organicas y determinar los principales atributos

que ellos buscan en las manzanas; fue realizado en la region de Maule de Chile (ciudad de
Talca), en donde fueron entrevistados con un total de 400 individuos, obtenidos de una muestra
probabilistica. El primer objetivo fue alcanzado, aplicando un método de valoracion contingente,

usando una funcién logistica, con un formato dicotomico simple de eleccion. Ademas, este
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estudio también determina y compara la disposicion a pagar marginal de los consumidores
para las manzanas organicas, usando analisis conjunto, con procedimientos ordenacion y
calificacion. El segundo objetivo es logrado usando analisis conjunto. Los resultados muestran
que la variedad Fuji, el método organico de produccion, las manzanas dulces y el precio bajo
son preferidos. Aunque, analizando el indice de utilidad relativo, muestra que el precio y la
variedad son mas importantes en la eleccion y comportamiento de los consumidores, que el
método de produccion y el sabor. Finalmente, el estudio muestra que los consumidores tienen
una disposicion a pagar adicional por kg de manzanas organicas de alrededor de 130 pesos
chilenos. Estos resultados proporcionan informacion importante sobre los atributos deseados a
los productores de manzanas como manera de identificar nuevos segmentos de mercado.

Palabras clave: Analisis conjunto, atributos de manzanas, disposicion a pagar, valoracion

contingente.
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