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This study aimed to analyze consumer preferences toward Mie Gacoan product attributes
in Surabaya using conjoint analysis. The research employed a survey method with 100
respondents selected through non-probability sampling. The attributes examined included
noodle variants, menu completeness, payment method, and ordering type. The results
showed that noodle variant was the most important attribute (42.42%), followed by menu
completeness (28.15%), ordering type (17.83%), and payment method (11.60%). The
highest utility values were found for Mie Gacoan's sweet-spicy flavour, the complete
bundling package, dine-in service, and the cashless payment method. These findings
indicate that product variety and service convenience significantly influence consumer
purchasing decisions. The model demonstrated good predictive accuracy (p = 0.000),

confirming the reliability of conjoint analysis in explaining consumer preferences.
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1. INTRODUCTION

1.1.  Research Background

Indonesia has experienced significant growth in the culinary
industry, particularly in the fast-food sector. This development is
influenced by rapid urbanization, changing consumer lifestyles,
and increasing demand for practical food products that offer
convenience and affordability [1]. The fast-paced lifestyle of
urban communities has encouraged consumers to seek dining
alternatives that provide quick service, innovative menus, and
comfortable dining experiences. As a result, modern restaurant
chains continue to expand aggressively to capture this growing
market segment [2].

One of the most prominent culinary businesses in Indonesia
is Mie Gacoan, a modern noodle restaurant chain that has gained
widespread popularity, especially among young consumers.
Established with a unique concept of affordable spicy noodle

products combined with trendy branding, Mie Gacoan has
successfully positioned itself as one of the leading brands in the
Indonesian culinary market [3]. By 2025, the company had
expanded to more than 280 outlets across Indonesia, with
significant concentration in urban centers such as Surabaya [4].

Surabaya, as one of the largest metropolitan cities in East
Java, represents a strategic market for culinary business
development. The city’s high population density, dynamic
economic growth, and strong consumer purchasing power
contribute to the expansion of modern food-service businesses
[5]. Mie Gacoan’s popularity in Surabaya reflects changing
consumption behavior, particularly among younger generations
who value product innovation, service convenience, and digital
transaction accessibility [6].

Consumer preference plays a critical role in determining
purchasing decisions. According to Kotler and Keller, consumer
preference refers to the tendency of individuals to select products
based on perceived utility and attribute evaluation [7]. In the
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culinary context, product attributes such as taste variation, menu
completeness, payment flexibility, and ordering convenience
significantly influence consumer satisfaction and purchase
intention [8].

The increasing competition in the modern noodle restaurant
industry requires companies to understand which product
attributes consumers consider most important. Identifying these
attributes allows businesses to improve product development
strategies and maintain market competitiveness [9]. Therefore,
evaluating consumer preference structures is essential to support
evidence-based decision-making.

Conjoint analysis is widely recognized as an effective
multivariate statistical method for measuring consumer
preferences for combinations of product attributes [10]. This
method estimates utility values and relative importance levels,
enabling researchers to identify the most preferred product profile
among respondents [11]. By simulating realistic purchasing
scenarios, conjoint analysis provides accurate insights into
consumer decision-making behavior [12].

Based on these considerations, this study analyzes consumer
preferences toward Mie Gacoan product attributes in Surabaya
using conjoint analysis. The findings are expected to provide
strategic recommendations to improve product innovation and
strengthen competitive advantage in the culinary business sector.

1.2.  Literature Review

Consumer preference is a fundamental concept in marketing that
explains how consumers evaluate and choose products based on
attribute utility and perceived satisfaction [7]. Preferences are
influenced by internal factors such as lifestyle, motivation, and
perception, as well as external factors including product quality,
pricing strategy, and service convenience [13].

Product attributes are specific characteristics  that
differentiate a product from competitors. These attributes may
include physical characteristics, functional benefits, service
features, and symbolic value [14]. In culinary products, attributes
commonly evaluated by consumers include taste variation, menu
packaging, ordering flexibility, and payment systems [15].

Previous studies indicate that a single attribute rarely
influences purchasing decisions in the food-service sector.
Instead, consumers simultaneously evaluate multiple attributes
before making final decisions [16]. This multidimensional
evaluation process requires analytical methods capable of
decomposing attribute contributions systematically.

Conjoint analysis is a multivariate technique developed to
estimate consumer utility toward product profiles composed of
multiple attributes [10]. According to Hair et al., conjoint analysis
enables researchers to identify the relative importance of
attributes and simulate consumer trade-offs under realistic
decision conditions [11]. This method has been widely applied in
product development, pricing strategy evaluation, and consumer
segmentation research [17].

In the context of culinary research, conjoint analysis has
proven effective in identifying preference structures related to
flavor variation, service method, product bundling, and digital
transaction systems [18]. Therefore, conjoint analysis is highly
relevant for examining consumer preference toward Mie Gacoan
product attributes in Surabaya.
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1.3.  Research Objective

This study aims to analyze consumer preferences toward Mie
Gacoan product attributes in Surabaya using conjoint analysis in
order to determine the utility values of each attribute level
influencing consumer preferences. Furthermore, this research
seeks to identify the relative Importance of product attributes
affecting consumer purchasing decisions and to determine the
most preferred combination of product profiles. The findings are
expected to provide strategic recommendations for product
development and marketing optimization to strengthen Mie
Gacoan’s competitiveness in the modern culinary industry.

2. MATERIALS AND METHODS

2.1. Research Materials

The research materials consisted of a structured questionnaire
designed to measure consumer preferences toward Mie Gacoan
product attributes in Surabaya. The questionnaire was developed
based on selected product attributes relevant to consumer
purchasing decisions, including noodle variants, menu
completeness, payment methods, and ordering types. Each
attribute contained several levels representing realistic
alternatives available at Mie Gacoan outlets. An orthogonal
design was applied to generate a set of product profile
combinations as conjoint stimuli. Respondents were asked to
evaluate and rank these profiles based on their preferences. Data
processing and utility value estimation were conducted using the
Statistical Package for the Social Sciences (SPSS) to ensure
systematic and accurate statistical analysis [10].

2.2. Method

This study employed a quantitative research approach using a
survey method. Data were collected from 100 respondents in
Surabaya selected through non-probability sampling with
accidental sampling criteria. The respondents were consumers
who had previously purchased Mie Gacoan products and were
familiar with its product variations and service systems. Primary
data were obtained through direct distribution of questionnaires
at several Mie Gacoan outlets in Surabaya. Respondents were
asked to assess preference rankings for each conjoint profile
combination. The collected data were then analyzed statistically
to determine utility values and attribute importance levels that
influence consumer purchasing decisions [11].

2.3.  Research Variables and Attributes

This study examined consumer preferences based on product
attributes as independent components in conjoint analysis. The
selected attributes included noodle variants, menu completeness,
payment methods, and ordering types.

The noodle variant attribute consisted of three levels: Mie
Suit, Mie Hompimpa, and Mie Gacoan, representing the primary
flavor alternatives offered by the company. The menu
completeness attribute consisted of Ala Carte, Bundling, and
Complete Bundling, reflecting product package variations
available to consumers. The payment method attribute included
Cash and Cashless payment systems, representing transaction
convenience alternatives. The ordering type attribute consisted of
Dine-in and Take Away services, representing service flexibility
options.
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These attributes were selected based on marketing theory and
previous studies indicating that product variety, transaction
convenience, and service accessibility significantly influence
consumer preferences and purchasing behavior in the food-
service industry [13], [15]. The dependent outcome in conjoint
analysis was consumer preference ranking toward the generated
product profile combinations.

2.4.  Data Analysis

The collected data were analyzed using conjoint analysis to
estimate utility values and determine the relative Importance of
each product attribute. Utility values measured the degree of
consumer preference for each attribute level, while importance
values indicated the contribution of each attribute to purchasing
decisions.

The predictive accuracy of the conjoint model was evaluated
using Pearson’s R and Kendall’s Tau correlation coefficients to
assess the consistency and reliability of the estimated preference
model. A statistically significant correlation (p < 0.05) indicated
that the conjoint model accurately represented respondents’
actual preferences and was reliable in explaining consumer
decision-making behaviour [11], [17].

3. RESULT AND DISCUSSION

3.1.  Preliminary Research

A preliminary study was conducted by distributing 30
questionnaires. Based on the results of the preliminary
questionnaire, the attributes considered most influential on
consumer preferences were identified: noodle variety, menu,
payment method, and dining mode. These attributes were then
broken down into several levels to form product profiles
(stimulus) that would be analyzed using conjoint analysis. The
minimum sample size required for this study was 100
respondents.

3.2.  Validity and Reliability Test

Validity testing was conducted using Pearson Product Moment
correlation with a significance level of 5%. Given that the number
of samples (n) was 100, then the r table was obtained with df =n
-2 =98. An attribute or combination of attributes is declared valid
if it has a calculated r value greater than the r table (0.196) and a
significance value less than 0.05. Based on the results of data
processing using SPSS, the Cronbach's Alpha value was obtained
for all statement items (stimulus 1 - stimulus 9). It is known that
Cronbach's alpha is 0.839, which exceeds the reliability standard
of 0.60. This indicates that all items in the research instrument
have a high level of internal consistency, so they can be declared
reliable.

From the validity test results above, it is known that all
question items regarding the attribute level have a calculated r
value > r table. This means that all question items on the attribute
level are valid and suitable for use as research instruments,

https://doi.org/10.29165/ajarcde.v10i2.1072

Table 4.Results of Validity Test of Attribute Level

Combination

IDCard rcount rtable (2-tS;xigl.e d) Information
Stirriulus 0.422 0.196 0,000 Valid
Sumulus o321 0196 0.001 Valid
Stirréulus 0.759 0.196 0,000 Valid
Stinlulus 0.729 0.196 0,000 Valid
Stin;ulus 0.777 0.196 0,000 Valid
Stinéulus 0.776 0.196 0,000 Valid
Stirr;ulus 0.799 0.196 0,000 Valid
Stinéulus 0.639 0.196 0,000 Valid
Sumulus o642 0196 0,000 Valid

Table 5.Reliability Test Results
Research Cronbach’s — Reliability e o on
Variables Alpha Standards
Paees 089 08 Relibl

3.3.  Respondent Characteristics

Understanding respondent characteristics is crucial in
consumer preference research because demographic variables
significantly influence purchasing behavior and product
evaluation [7][13]. Demographic segmentation, which includes
gender, age, occupation, and educational background, is
commonly used to group consumers into groups with similar
purchasing tendencies [14]. The demographic structure of
respondents in this study provides a valid basis for interpreting
consumer preference patterns towards Mie Gacoan product
attributes in Surabaya.

The results of the study showed that female respondents
comprised 75.00% of the research sample, while male
respondents accounted for 25.00%. This finding indicates that
female consumers are the dominant market segment for Mie
Gacoan products in Surabaya. Consumer behavior literature
explains that female consumers tend to show higher sensitivity to
product variety, menu presentation, and dining experience
attributes [15].

Based on age distribution, respondents aged 21-30 years
dominated at 84.00%, followed by the 15-20 years age group at
6.00%, and respondents aged over 31 years at 6.00%. This
confirms that Mie Gacoan primarily attracts young consumers,
especially students and early career workers who are highly
adaptive to culinary trends and digital lifestyles [16].

In terms of occupation, students/pupils are the largest group
at 42.00%, followed by private employees at 40.00%, civil
servants at 3.00%, and the self-employed at 9.00%. This profile
reflects the market segment of the young urban generation who
prioritize practicality, affordability, and innovative culinary
experiences [17].

Based on educational background, the majority of
respondents have a Bachelor's degree (67.00%), followed by high
school graduates/equivalent (21.00%), Diploma (9.00%), Junior
high school/equivalent (2.00%), and postgraduate (1.00%).
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Education level influences consumers' ability to evaluate product
attributes more analytically, especially those related to related to
ease of service and product utility [18].

Table 6.Respondent Characteristics

Category Sub Category Percentage

(%)

Gender Male 25.00

Female 75.00

Age 15-20 years 6.00

21-30 years 84.00

31-40 years 6.00

41-50 years 1.00

51-60 years 3.00

Occupation Unemployed 6.00

Student 42.00

Private Sector 40.00

Civil servant 3.00

Entrepreneur 9.00

Education Junior High School 2.00
Level

High School 21.00

Diploma 9.00

Bachelor 67.00

Post Graduate 1,000

The demographic composition shows that respondents are
dominated by young female consumers with relatively high
levels of education and both student and professional
backgrounds. These characteristics reflect the main market
segment of Mie Gacoan in Surabaya. The diversity of
respondents strengthens the reliability of the conjoint analysis
because diverse consumer perspectives can increase the
accuracy of preference estimates and the predictive validity
of the research model [11], [17].

3.4. Relative Importance Level

The relative importance value indicates the magnitude of each
product attribute's contribution in influencing consumer
purchasing decisions. In conjoint analysis, this value is used
to determine which attributes respondents consider most
influential in evaluating product alternatives [10]. The higher
the relative importance of an attribute, the greater its role in
shaping the consumer's preference structure [11].

The results of the study showed that Noodle Variation
was the most influential attribute with a relative importance
value of 42.424%. This indicates that flavor variety is a
primary consideration for consumers in purchasing Mie
Gacoan products. This finding supports previous research
explaining that flavor is a dominant factor influencing
consumer satisfaction and repurchase intentions in the food
service industry [16]. Consumers tend to prioritize
uniqueness of flavor and sensory satisfaction over supporting
service features.

The second most important attribute is Menu, which
contributes 30.303% to consumer preference decisions. These
results indicate that consumers value practical menu
combinations that offer more product variety and higher
economic benefits. Bundling menu packages are often
associated with convenience and better value, thus increasing
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consumer purchasing interest [17].

The Dining mode attribute ranks third with an importance
value 0f24.242%. This finding indicates that consumers view
service flexibility as an important supporting factor in their
purchasing decisions. The preference for dine-in service
reflects consumers' desire for social interaction, direct
product enjoyment, and a more optimal dining experience
[18].

Meanwhile, Payment Method is the attribute with the
lowest influence, namely 3.030% on the overall preference
decision. Although this percentage is lower than other
attributes, this result still reflects the importance of
transaction convenience in modern culinary purchasing
behavior. The increasing use of digital payment systems has
shifted consumer expectations towards faster and more
practical transaction methods [15].

These findings indicate that core product attributes,
particularly flavor variety and menu composition, have a
stronger influence than supporting service attributes such as
payment systems and ordering flexibility. This confirms that
consumers essentially evaluate product quality first before
considering operational convenience factors [13].

Table 7.Relative Importance of Attributes

Product Attribute Relative Importance (%)
Noodle Variant 42,424
Menu 30,303
Payment Method 3,030
Dining Mode 24,242

The dominance of noodle variants as the most important
attribute shows the strategic importance of continuous
product flavor innovation. Maintaining strong product
differentiation through flavor development and menu
creativity is very important to maintain consumer interest and
strengthen Mie Gacoan's competitiveness in the dynamic
Surabaya culinary market [12], [16].

3.5. Highest Utility Value

Utility values represent the level of consumer preference for
each attribute level in conjoint analysis. Positive utility values
indicate that an attribute level is preferred by respondents,
while negative utility values indicate a lower level of
preference [10]. Utility estimation is important because it can
reveal a product's characteristics. makes the greatest
contribution to consumer purchasing decisions [11].

The results of the conjoint analysis showed that the Mie
Gacoan variant had the highest positive utility value, 1.444,
among all alternative noodle variants. This result indicates
that respondents have a strong preference for the distinctive
spicy-sweet taste of Mie Gacoan compared to the Mie Suit
and Mie Hompimpa variants. This finding is in line with
previous research which stated that flavor variation is the
most dominant determinant in food product selection because
taste directly influences consumer satisfaction and repurchase
intentions [16].

In terms of menu, the Complete Bundling package
showed the highest utility value of 0.111, followed by
Bundling, while Ala Carte obtained the lowest utility
estimate. This indicates that consumers tend to prefer
practical and complete menu combinations because they
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provide a higher perceived value. Menu offerings in the form
of bundles are often associated with convenience and
economic efficiency which positively influence consumer
preferences [17].

For the dining mode attribute, takeaway service yielded
the highest positive utility value of 0.667, compared to dine-
in, which had a negative utility value. These results indicate
that respondents tended to prefer the takeaway ordering
method. This preference may be influenced by factors such as
practicality, time efficiency, and convenience.flexibility in
enjoying food according to their needs and desired location.
This finding aligns with consumer behavior theory, which
states that consumers tend to choose alternatives that offer
convenience and efficiency in the purchasing process,
especially for culinary products that prioritize speed of
service.[18].

Table 8.Product Attribute Utility Value

Attribute Level Utility
Variants Mie Suit -0.889
Mie Hompimpa -0.556
Mie Gacoan 1,444
Menu A la Carte -0.556
Bundling -0.556
Complete Bundling 1,111
Payment Cash 0.083
Non-Cash -0.083
Dining mode  Dine In -0.667
Take Away 0.667

For the payment method attribute, the cash payment
system yielded the highest utility value of 0.083, while non-
cash payments had a negative utility value. These results
indicate that respondents tended to be slightly morelikeCash
payments versus non-cash payments. However, the relatively
small difference in utility values indicates that both payment
methods are still generally acceptable to consumers. This
finding suggests that payment method is not the most
important attribute in purchasing decisions, although cash
payments provide a slightly higher utility level.[15].

Conjoint utility estimation shows that respondents prefer
a product profile that combines Mie Gacoan flavor variants,
Complete Bundling packages, takeaway services, and cash
payment systems, which indicates that product quality and
ease of service jointly influence consumer purchasing
behavior.

The results of this study confirm that taste variation
remains a primary consideration for consumers in
determining purchasing decisions, while service-related
attributes serve as supporting factors that increase overall
purchase satisfaction. These findings provide strategic
implications for product development and service innovation
to strengthen Mie Gacoan's competitive position in the
Surabaya culinary market [12], [17].

Stimulus 2 obtained the highest utility value of 3.305,
indicating that the combination of the Mie Gacoan variant, the
Noodles + Dimsum + Drink menu, cash payment, and
takeaway ordering is the most preferred combination of the
nine stimulus tested. Conversely, Stimulus 9 had the lowest
utility value of -2.029, making it the least preferred
combination by respondents. Based on the utility values at
each attribute level, the combination that theoretically has the

https://doi.org/10.29165/ajarcde.v10i2.1072

highest utility is the Mie Gacoan variant, the Noodles +
Dimsum + Drink menu, cash payment, and takeaway ordering
with a total utility of 3.305.

Table 9.Calculation of Utility of Each Stimulus

ID

Car Utility Value Total
d

Varslant Menu Payment Order

1 1,444 0.556 -0.083 0.667 1472
2 1,444 1.111 0.083 0.667 3,305
3 0.556 0556 -0.083 -0.667 1.862
4 -0.556 1.111 0.083 0.667 1,305
5 -0.556 0.556 -0.083 0.667 0.528
6 -0.889 1.111 -0.083 0.667  0.806
7 -0.889 0556 -0.083 0.667 0.861
8 1,444 0.556 0.083 0.667 1,638
9 -0.889 0.556 0.083 -0.667 2,029

3.6. Model Accuracy

Model accuracy in conjoint analysis is evaluated to
determine the consistency between respondents' actual
preferences and the preference estimates generated by the
statistical model. The predictive validity of conjoint analysis
is generally measured using Pearson's R and Kendall's Tau
correlation coefficients [10]. A high and statistically
significant correlation value indicates that the estimated
utility model is able to accurately represent the respondents'
preference structure [11].

The results of this study indicate that the Pearson's R
value is 0.892 with a significance level of 0.001, which
indicates a very strong positive correlation between the
observed respondent preference rankings and the model
predictions. This value indicates that the conjoint estimation
successfully explains the consumer evaluation pattern of the
Mie Gacoan product profile. According to Hair et al. [11], a
correlation value above 0.90 indicates very good predictive
accuracy and strong internal consistency of the conjoint
model.

Similarly, the Kendall's Tau coefficient is 0.609 with a
significance value of 0.015, which confirms a very high level
of agreement between the actual ranking preferences and the
model's predicted results. Kendall's Tau is very useful for
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assessing the consistency of a preference ordering because it
directly measures the ordinal relationship between the
observed and estimated orderings [17]. This significant result
confirms that the rankings generated by the conjoint model
are statistically reliable.

The statistical significance of both correlation
coefficients (p < 0.05) indicates that the conjoint model has
strong explanatory power and can be used confidently to
interpret consumer preference behavior. This confirms that
the selected attributes—noodle variants, menu, dining mode,
and payment method—effectively capture the main factors
influencing consumer purchasing decisions for Mie Gacoan
products in Surabaya [18].

These findings indicate that the conjoint model provides
a valid representation of the actual consumer decision-making
process. Therefore, the utility value estimates and relative
importance levels generated by this model can serve as a
reliable basis for formulating product development strategies
and marketing optimization [12].

Table 10.Model Accuracy Level

Correlation Correlation Significance
Type Value

Pearson's R 0.892 0.001
Kendall's Tau 0.609 0.015

The model's strong predictive performance indicates that
conjoint analysis is highly suitable for evaluating consumer
preferences in the culinary sector. The reliability of this
research's results strengthens its practical relevance in
supporting evidence-based decision-making and developing
competitive strategies for Mie Gacoan Surabaya [16], [17].

4. CONCLUSION

Based on the results of the conjoint analysis, it can be concluded
that noodle variants is the attribute that has the most influence on
consumer preferences in choosing Mie Gacoan products in
Surabaya, followed by menu, dining mode, and payment method.
Consumer preferences tended toward a combination of Mie
Gacoan, the Complete Bundling package, takeout orders, and
cash payments. Furthermore, validity test results indicated that
the conjoint analysis model had good predictive power in
explaining consumer preferences.The findings of this study
indicate that developing product tastes, providing more complete
menu packages, and improving service quality take away. This is
an aspect that needs to be prioritized to increase product appeal.
Furthermore, while cash payments remain the primary choice for
respondents, providing digital payment options is essential to
accommodate diverse consumer needs and support Mie Gacoan's
competitiveness in the Surabaya culinary market.
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