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Abstract

Employing conjoint analysis, this research aimed to explore Facebook content preferences
among Generation Y and Z consumers in Myanmar. One thousand six hundred fifty-seven
participants responded to an online questionnaire. Findings showed that including a photo of a
commercial model was the most important attribute when viewing Facebook content. The content
layout was second with layouts featuring illustrations preferred over layouts featuring text. The
third was the comparison photo attribute; no photo was preferred over a before-and-after
comparison photo. Finally, the fourth attribute was the key ftext. In this case, the use of concise
selling points was preferred over a long description of benefits. In addition, cluster analysis was

also performed. Based on participants’ preferences, results showed 6 segments.
Keywords: Consumer Preferences, Contents, Facebook
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