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Understanding the impact of brand colour on brand image:

A preference disaggregation approach
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6. Conclusion and future work

This paper presents a disaggregation methodology based on the
UTA method that enables the use of non-monotonic additive mod-
els in ranking and other multi-criteria decision problems. The main
difference between the proposed methodology and existing non-
monotonic methods is that our method is capable of obtaining
marginal value functions and the relative importance of attributes
(maximal shares in the comprehensive values) following an LP ap-
proach. Marginal value functions obtained by the proposed method
are free in shape. Over-fitting is prevented by appropriate breakpoints
definition and value functions slope restriction.
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