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FOREWORD 

These proceedings are a written report of the fourteenth Sawtooth Software Conference, held 

in Delray Beach, Florida, March 25-27, 2009.  As a new element this year, our 2009 conference 

was combined with the second Conjoint Analysis in Healthcare Conference, chaired by John 

Bridges of Johns Hopkins University.  Conference sessions were held at the same venue, and ran 

concurrently.  The presentations of the healthcare conference are published in a special edition of 

The PatientðPatient Centered Outcomes Research. 

The focus of the Sawtooth Software Conference continues to be quantitative methods in 

marketing research.  The authors were charged with delivering presentations of value to both the 

most sophisticated and least sophisticated attendees.  Topics included designing effective web-

based survey instruments, choice/conjoint analysis, MaxDiff, cluster ensemble analysis, and 

hierarchical Bayes estimation. 

The papers are in the words of the authors, with generally very little copy editing done on our 

part.  We are grateful to the authors who sacrificed time and effort in making this conference one 

of the most useful and practical quantitative methods conferences in the industry. While 

preparing this volume takes significant effort, weôll be able to review and enjoy the results for 

years to come. 

Sawtooth Software 

August, 2009 
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SUMMARY OF FINDINGS 

The fourteenth Sawtooth Software Conference was held in Delray Beach, Florida, March 25-

27, 2009.  The summaries below capture some of the main points of the presentations and 

provide a quick overview of the articles available within these 2009 Sawtooth Software 

Conference Proceedings. 

To Drag-n-Drop or Not? Do Interactive Survey Elements Improve the Respondent 

Experience and Data Quality? (Chris Goglia and Alison Strandberg Turner, Critical Mix): 

Interactive survey elements programmed in Flash are increasingly being used by market 

researchers for web-based surveys.  Examples include sliders and drag-and-drop sorting 

exercises.  Chrisô presentation focused on whether these interactive survey elements affect 

respondent attention, participation and resulting data quality in an online survey. He and his co-

author examined completion speed, statistical differences between responses, stated satisfaction 

with the questionnaire, and verbatim feedback.  Interactive questions took longer, provided 

almost identical responses, and resulted in slightly lower respondent satisfaction.  Chris 

mentioned that many individuals are now accessing the internet via smart phones, but the top-

selling phones currently donôt support Flash.  He expressed concern regarding the drive that 

some clients have to use fancier Flash-style versions of standard question types.  ñJust because 

you can do something doesnôt mean you should,ò he cautioned.  That said, he speculated that for 

certain audiences (especially the young and technologically savvy), sliders and drag-and-drop 

may make sense and be more defensible from a research-quality standpoint.  And, there are other 

ways to increase the polish and engaging quality of interviews (via skins, styles, and perhaps 

even adding a graphic of a person on the page) that may improve the experience for general 

respondent groups without having much impact on data quality and time to complete. 

Design Decisions to Optimize Scale Data for Brand Image Studies (Deb Ploskonka, 

Cambia Information Group, Raji Srinivasan, The University of Texas at Austin): Researchers 

approach common scaling exercises in different ways.  For example, there are different ways to 

ask respondents to rate brands on multiple dimensions, and decisions regarding these scales can 

have a significant effect on the results.  Should a horizontal scale run from low to high, or from 

high to low?  Although a literature review suggested that market researchers tend to orient the 

high point of the scale on the left, the audience at the Sawtooth Software conference (by a raise 

of hands) indicated that right-side placement was more prevalent.  Deb presented results of a 

study showing that respondents complete questions faster when Best is on the Left, but more 

discrimination of the items occurs when Best is oriented on the Right.  Next, the authors studied 

whether the number of brands rated had an effect on the distribution of brand ratings.  Deb and 

her co-authors observed lower scores on average when more brands are presented.  This, she 

cautioned, could have implications for brand tracking research.  The last two topics she 

investigated were the effects of including a Donôt Know category on a scale, and whether it was 

better to ask respondents to rate brands-within-attributes or attributes-within-brands.  Some 

respondents were frustrated by the lack of a Donôt Know category, but Deb concluded that the 

data were not harmed by its absence.  Regarding rotation of brands with attribute or attributes 

within brands, the authors found that  asking respondents to rate brands within an attribute 

(before moving to the next attribute) led to slightly lower multicollinearity and halo (though both 

were quite high regardless). 
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Playing for Fun and Profit: Serious Games for Marketing Decision-Making  (Lynd 

Bacon, Loma Buena Associates and Ashwin Sridhar, ZLINQ Solutions):  Lynd described how 

academics and firms have begun to use games to predict, explain preferences, solve problems, 

and generate ideas.  These games are "purposive;" they have objectives other than entertainment 

or education.  Lynd reviewed recent applications, and discussed game design principles and 

deployment issues.  He mentioned a few of the games that have been devised by other 

researchers to study preferences, including prediction markets (trading conjoint cards or 

predictions of future events like stock), ñconjoint pokerò and performance-aligned conjoint.  

Games can also be useful for generating ideas for products or services.  Lynd showed how an 

online platform might work for running group problem-solving games.  To date, the game he 

described has been used for 56 rounds of the game, studying such problems as brand extensions, 

attribute definition, package design improvement, and web site design. 

Survey Quality and MaxDiff: An Assessment of Who Fails, and Why (Andrew Elder and 

Terry Pan, Illuminas):  Survey response quality has come under scrutiny due to the widespread 

use of internet panels and the suspicion surrounding ñprofessional respondents.ò  Andrew 

described some quality metrics that can identify ñbadò respondents who answer quickly or 

haphazardly.  Those include time to complete, speeding, consistency checks, and straightlining.  

MaxDiff models are especially well-suited for identifying respondents who answer randomly 

because of the fit statistic computed during HB estimation of scores.  Andrew and his co-author 

analyzed numerous datasets to investigate the response characteristics that threaten survey 

quality.  Not surprisingly, they found that respondents who suffer from low fit in MaxDiff also 

tend to exhibit worse performance on other quality measures stemming from non-MaxDiff 

questions.  What may surprise some is that respondents who do fewer surveys per month tend to 

have lower fit in MaxDiff.  The cohort that tends to be the worst offender in terms of survey 

quality is young+male+US/Canada.  The presence of bad-quality responders tends to compress 

MaxDiff scores somewhat (reduce variance).  Even in the presence of a moderate degree of 

quality problems with the data, Andrew and his co-author found that MaxDiff scores are 

generally quite robust. 

A New Model for the Fusion of MaxDiff Scaling and Ratings Data (Jay Magidson, 

Statistical Innovations Inc., Dave Thomas, Synovate., and Jeroen K. Vermunt, Tilburg 

University): A now well-known characteristic of MaxDiff (Maximum Difference Scaling) is the 

fact that since only relative judgments are made regarding the items, the items are placed on a 

relative scale.  Jay illustrated that one can directly compare the relative strength of each item to 

the others within a segment, but it can be problematic to compare scores for individual items 

directly across segments.  The problem stems from potential differences in the scale factor 

between segments and the fact that some segments may feel all the items are more/less preferred 

than other segments (which standard MaxDiff cannot determine).  Jay presented a method for 

combining MaxDiff information with stated ratings in a fused model to obtain scores that no 

longer are subject to these limitations.  Jayôs approach involves a continuous latent variable to 

account for individual differences in scale usage for the ratings, and scale factors for both the 

ratings and MaxDiff portions of the model to account for respondents who exhibit more or lesser 

amounts of uncertainty in their responses.  Using a real MaxDiff dataset, Jay showed that 

inferences for a standard MaxDiff model regarding the preferences for segments are different 

from the model that fuses MaxDiff data with rating data.  Jay noted that the fused model he 

described is available within the syntax version of the Latent GOLD Choice program. 
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Benefits of Deviating from Orthogonal Designs (John Ashraf, Marco Hoogerbrugge, and 

Juan Tello, SKIM): The authors noted that the typical orthogonal designs used in practice for 

FMCG (Fast Moving Consumer Goods) CBC studies often present price variations that are at 

odds with how price variations are actually done in the real world.  Often, a brand has multiple 

SKUs, representing different product forms and sizes.  When brands alter their prices, they often 

do so uniformly across all SKUs.  The authors compared the psychological processes that may be 

at work when respondents to CBC surveys see orthogonal prices that vary significantly across 

SKUs within the same brands vs. CBC surveys if prices vary in step for a brand across its SKUs.  

They described these as tending to promote a ñbrand-focus,ò or a ñprice-focusò in tradeoff 

behavior.  A hybrid design strategy was recommended that blends aspects of pure orthogonality 

with task realism of brandsô prices moving in-step across SKUs.  They compared results across 

different CBC studies, concluding that the derived price sensitivities can differ substantially 

depending on the design approach.  On average, price sensitivity was lower when brandsô prices 

move in-step across SKUs, and hit rates for similarly-designed holdout tasks (which the authors 

argued may better reflect reality) were higher than for orthogonal array price designs..     

Collaborative Panel Management: The Stated and Actual Preference of Incentive 

Structure (Bob Fawson and Edward Paul Johnson, Western Wats Center, Inc.): Keeping 

panelists engaged and satisfied with the research process is essential to managing panels.  

Western Wats employs a compensation strategy that rewards respondents whether they qualify 

for a study or are disqualified.  This reduces the incentive to cheat by trying to answer the 

screening questions in a particular way that might lead to being qualified for a survey.  Paul 

discussed a research initiative at his company that focused on finding effective ways to provide 

cost-effective incentives to panelists who do not qualify for a study.  They used a stated 

preference CBC study to investigate different rewards and (expected value) amounts for those 

rewards.  They observed actual panelist behavior over the next few months to see if the 

conclusions from the CBC would be seen in actual, subsequent choices.  They found that 

respondents reacted much more positively to guaranteed rewards (with a small payout) rather 

than sweepstakes (with a large payout to the few winners).  This confirmed their companyôs 

strategy, as Western Wats currently uses a guaranteed rewards system.  Though there was 

generally good correspondence between CBC predictions and subsequent behavior, there were 

some systematic differences.  Possible reasons for those differences were proposed and 

investigated. 

Achieving Consensus in Cluster Ensemble Analysis (Joseph Retzer, Sharon Alberg, and 

Jianping Yuan, Maritz Research):  Joe and his authors presented an impressive amount of 

analysis comparing different methods of achieving a consensus solution in cluster ensemble 

analysis.  Cluster ensemble analysis is not a new clustering algorithm: it is a way of combining 

multiple candidate segmentation solutions to develop a stronger final (consensus) solution than 

any of the input solutions.  Joe described a few methods for developing consensus solutions that 

have been proposed in the literature, including a) direct approach, b) feature-based approach, c) 

pair-wise approach, d) Sawtooth Software approach.  The comparisons were made using a series 

of artificial data sets where the true cluster membership was known (but where the respondent 

data has been perturbed by random error).  The Direct and Sawtooth Software methods 

performed the best, and the other two methods performed nearly as well.  Joe concluded that for 

ensemble analysis, the quality and diversity of the segmentation solutions represented within the 
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ensemble is probably more important than the method (among those he tested) one chooses to 

develop the consensus solution. 

Having Your Cake and Eating It Too? Approaches for Attitudinally Insightful and 

Targetable Segmentations (Chris Diener and Urszula Jones, Lieberman Research Worldwide 

(LRW)): Urszula restated the common challenge of creating segmentation solutions that contain 

segments that differ meaningfully and significantly on both the ñsofterò attitudinal measures and 

the ñharderò targeting variables such as demographics and transactions.  Often, segments 

developed based on attitudinal or preference data do not profile well on the targeting variables.  

She presented a continuum of methods from purely demographic to purely attitudinal, and 

showed that as one moves along that continuum, one shifts the focus from clean differentiation 

on hard characteristics to clean profiling softer measures.  The intermediate methods along the 

continuum use both types of information to create a segmentation solution that has meaningful 

differences on both hard and soft characteristics.  Examples of those middling methods that 

Urszula showed were Reverse Segmentation, Canonical Correlation, and Nascent Linkage 

Maximization.  She and her co-author Chris concluded that there is no perfect segmentation 

approach.  They recommended that researchers consider the main purpose for the segmentation, 

the business decisions it drives, whether attitudinal or demographic differentiation is more 

important, sample size, missing data, and whether a database needs to be flagged. 

An Improved Method for the Quantitative Assessment of Customer Priorities (V. 

Srinivasan, Stanford University, Gordon A. Wyner, Millward Brown Inc.): Seenu and Gordon 

described a new method that Seenu has developed with Oded Netzer of Columbia University, 

called Adaptive Self-Explication of Multi-Attribute Preferences (ASEMAP), for eliciting and 

estimating the importance/preference of items.  ASEMAP is an adaptive computer-interviewing 

approach that involves asking respondents to first rank-order the full set of items (typically done 

in multiple stages using selection into piles, then drag-and-drop within the piles).  Then, it 

strategically picks pairs of items and asks respondents to allocate (via a slider) a constant number 

of points between the two items.  The pairs are chosen adaptively and strategically to reduce the 

amount of interpolation error of items not included in the paired comparisons. Log-linear OLS is 

employed to estimate the weights of items included in the paired comparisons.  The scaling of 

any items not included in the pairs is done via interpolation based on the initial rank order.  

Seenu and Gordon showed results of a study comparing constant sum scaling to ASEMAP.  They 

found that ASEMAP provided higher predictive validity (of holdout pairs) compared to the more 

traditional Constant Sum (CSUM) method. The mean scores showed differences between the 

methods.  They briefly mentioned that a similar investigation comparing ASEMAP to MaxDiff 

found ASEMAP to be superior, and it takes about the same time to complete as MaxDiff. 

Tournament-Augmented Choice-Based Conjoint (Keith Chrzan and Daniel Yardley, 

Maritz Research): Standard CBC questionnaires follow a relatively D-efficient (near-orthogonal) 

design that does not vary depending on respondent answers.  Such designs are highly efficient at 

estimating all parameters of interest, but they involve asking respondents about a lot of product 

concepts that are potentially far from their ideal. Additional (adaptive) choice tasks can be 

constructed by retrieving and assembling winning (i.e. higher utility) product concepts from 

earlier choice tasks.  These customized tasks can follow a single-elimination tournament until an 

overall winning concept is identified. Such tournaments involve comparing higher-utility 

concepts and thus require deeper thinking on the part of the respondent.  Across two studies, 

Keith and Dan compared standard CBC to a tournament-augmented CBC in terms of a) hit rates 
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for holdout D-efficient choice sets and choice sets comprised of alternatives chosen in previous 

sets, b) equivalence of model parameters.  They found that augmenting CBC with tournament 

tasks leads to very similar (but not equivalent) parameter estimates, with one parameter 

demonstrating a statistically significant difference in both studies. Relative to standard CBC, the 

tournament-augmented CBC predicted the higher-utility tournament holdouts a bit better, and the 

standard CBC holdouts a bit worse. The authors concluded that the possible extra predictive 

accuracy for the tournament augmented CBC was not worth the additional effort. Furthermore, 

respondents required an extra minute on average to answer the same number of questions, so the 

tournament also imposed an added cost to respondents. 

Coupling Stated Preferences with Conjoint Tasks to Better Estimate Individual-Level 

Utilities  (Kevin Lattery, Maritz Research): Conjoint estimation of individual level utilities is 

often done as a completely derived method based on responses to scenarios (revealed 

preferences).  In his presentation, Kevin argued that incorporating stated preferences about 

unacceptable or highly desired levels of attributes can offer significant improvement in 

estimating individual utilities.  Incorporating this stated information resulted in higher hit rates 

and more consistent utilities for the CBC dataset he described. Kevin asserted that incorporating 

this stated information can significantly change the findings, most likely towards the truth.  He 

described different methods for incorporating stated preference information into utility 

estimation.  One method involves adding new synthetic choice tasks to each respondentôs record, 

indicating that certain levels are preferred to others.  These synthetic tasks add information about 

stated preferences or a priori information regarding preferences of levels.  This strongly nudges 

(but doesnôt constrain) utilities in the correct direction.  He also described imposing individual 

constraints (via EM), and estimating non-compensatory screening rules.  He concluded with the 

recommendation to augment conjoint models with stated information.  He suggested that the 

stated preference questions should have limited scale points, so as not to force respondents to 

distinguish between levels that really donôt have much preference difference (such as a ranking 

exercise might do).  

Introduction of Quantitative Marketing Research Solutions in a Traditional 

Manufacturing Firm: Practical Experiences (Robert J. Goodwin, Lifetime Products, Inc.): 

Lifetime products is a manufacturing firm that creates consumer products constructed of blow-

molded polyethylene resin and power-coated steel, such as chairs, tables, portable basketball 

standards, and storage sheds.  Bob described the companyôs progression over the last three years 

from using standard card-sort conjoint (SPSS) to CBC, to partial-profile CBC, to Adaptive CBC 

(ACBC), spanning 17 total conjoint projects to date.  He outlined what they have learned during 

that time, and relayed some ñconjoint success stories.ò  First, Bob described how the research 

department involved managers in trust-building exercises with conjoint.  Managers were first 

incredulous that sorting a few conjoint cards could lead to accurate predictions of thousands of 

possible product combinations.  By asking managers to participate in conjoint interviews and by 

showing them the results (including market simulators developed in Excel), Bob was able to 

obtain buy-in to complete more ambitious studies with consumers.  Bob was able to demonstrate 

the effectiveness of conjoint via a series of studies for which results were validated in subsequent 

sales data.  For example, conjoint pointed to price resistance beyond $999 for a fold-up trailer, 

and subsequent sales experience validated that inflection point.  Conjoint analysis revealed a 

consumer segment that recognized the quality in Lifetimeôs folding chairs, and was willing to 

pay a bit more for the benefits.  As managers became more comfortable with the methods, their 



 

6 

demands escalated (particularly in numbers of attributes).  Graphical representation of attributes 

has helped manage the complexities.  Bob discussed how Adaptive CBC (ACBC) has given his 

research department even greater flexibility to handle managerôs requests and led to cost savings 

and greater respondent engagement.  ACBC has allowed them to study more attributes and with 

smaller sample sizes than partial-profile CBC. 

CBC vs. ACBC: Comparing Results with Real Product Selection (Christopher N. 

Chapman, Microsoft Corporation, James L. Alford, Volt Information Sciences, Chad Johnson 

and Ron Weidemann, Answers Research, and Michal Lahav, Sakson & Taylor Consulting): Chris 

and his coauthors summarized an investigation into the comparative merits of CBC and Adaptive 

CBC (ACBC).  At Microsoft Corporation, Chris was recently asked to forecast the likely demand 

of a peripheral device.  He used CBC and ACBC to forecast demand, and both methods 

forecasted well.  Based on later sales data, the ACBC results were slightly better than CBC.   

When conducting market simulations, the scale factor for both methods needed to be ñtuned 

downò to best predict actual market shares.  ACBC required an even lower scale factor tuning, 

implying more information and less error at the individual level than CBC.  Because respondents 

had completed both ACBC and CBC questionnaires, the researchers were also able to make 

strong comparisons.  They found ACBC part-worths to have greater face validity (fewer 

reversals), and price sensitivity to be more diverse and stronger than CBC.  A within-subjects 

correlation showed that part-worths between the methods were similar, but not identical. Even 

though ACBC took respondents longer to complete than CBC (7 minutes vs. 4 minutes), 

respondents reported that it was less boring.  The authors concluded that ACBC works well, and 

they like to use multiple methods to forecast when there is significant cost for wrong decisions. 

Non-Compensatory (and Compensatory) Models of Consideration-Set Decisions (John 

R. Hauser, MIT, Min Ding, Pennsylvania State University, and Steven P. Gaskin, Applied 

Marketing Sciences, Inc.): John and his coauthors conducted an extensive review of academic 

papers dealing with consideration-set decisions.  John stated that for many businesses (such as 

for GM), consideration set theory is key to their survival.  If only a minority of customers will 

even consider a GM car, then it matters little that Buick was recently rated the top rated 

American car by Consumer Reports or that JD Powers rates Buick best on reliability next to 

Lexus.  Research on consideration-set measurement began in the 1970s and continues today 

(with recent dramatic growth in interest). Experiments suggest that the majority of respondents 

employ non-compensatory decision behavior in situations that are detailed in the paper.  

Academics suggest that buyers are more likely to employ non-compensatory heuristics when 

there are more product alternatives, more product features, during the early phases of the 

decision, when there is more time pressure, when the effort to make a decision is salient, and for 

mature products.  The authors examined a few published comparisons between compensatory 

and non-compensatory rules.  They point out that the standard additive part-worth rule is actually 

a mixed rule because it nests both compensatory and non-compensatory decision rules.  Non-

compensatory rules usually outperform purely compensatory rules, but the (mixed) additive rule 

often performs well.  The authors warn that managerial implications may be different even when 

decision rules cannot be distinguished on predictive ability.  And, the more a product category 

would favor non-compensatory processing, the more value is found in models that incorporate 

non-compensatory processing and consideration set theory. 

Using Agent-Based Simulation to Investigate the Robustness of CBC-HB Models 
(Robert A. Hart and David G. Bakken, Harris Interactive): David explained that CBC/HB 
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assumes a compensatory data generation process (it assumes that respondents add the value of 

each feature before making a product choice).  But, research has shown that most respondents 

actually employ choice strategies that do not conform to the compensatory, additive assumption. 

The question becomes how well CBC/HB performs under varying amounts of non-compensatory 

processing among respondents.  To investigate this, David and his co-author used agent-based 

modeling to generate respondent data.  Each respondent was an agent that answered CBC 

questionnaires under different strategies, and with different degrees of error.  The strategies 

included pure compensatory, Elimination by Aspects (EBA), and satisficing (along with a 

mixture of these behaviors).  They found that CBC/HB worked very well for modeling 

compensatory respondents, and reasonably well even when dealing with respondents that used 

strictly non-compensatory strategies. 

Influencing Feature Price Tradeoff Decisions in CBC Experiments (Jane Tang and 

Andrew Grenville, Angus Reid Strategies, Vicki G. Morwitz and Amitav Chakravarti, New York 

University, and Gülden Ülkümen, University of Southern California): Jane and her coauthors 

indicated that the implied willingness-to-pay (WTP) resulting from conjoint analysis is 

sometimes much higher than seems realistic.  A possible explanation they gave was that 

respondents are often educated (via intro screens) about other features, but not necessarily about 

price.  They also reminded the audience that question order and context effects can influence the 

answers to survey research questions.  To see what kinds of elements might affect implied WTP 

in CBC studies, they tested a number of treatments in a series of split-sample studies.  The 

treatment that had the largest positive effect on price sensitivity for standard CBC (resulting in 

lower WTP) was placing a BYO/configurator question prior to the CBC exercise.  Also, they 

found that using Adaptive CBC (ACBC), which includes BYO as its first phase, led to the 

greatest increase in price sensitivity among the methods they tested.  Their results also showed 

the choice of number of scale points (fine vs. broad scale) for questions asked prior to the CBC 

section may also have an impact on the results.  They cautioned that researchers should pay 

attention to the exercises leading into the CBC portions of the study, as they can have an impact 

on the part-worth estimates (and derived WTP) from CBC. 

When Is Hypothetical Bias a Problem in Choice Tasks, and What Can We Do About It? 
(Min Ding, Pennsylvania State University, and Joel Huber, Duke University): Min and Joel 

reminded us that most all conjoint/choice research we do involves asking respondents 

hypothetical questions.  The quality of insights from these preference measurement methods is 

limited by the quality of respondent answers. Hypothetical bias occurs when respondents give 

different answers in hypothetical settings than what they would actually do.  The authors 

reviewed recent research on incentive aligning respondents, aimed to improve data quality by 

ensuring it is in the respondentôs best interest to state truthfully. Some of these methods involve a 

reward system such that respondents receive (or have a chance of receiving via lottery) a product 

directly related to their stated preferences (utilities).  This gives respondents an incentive to 

answer truthfully, as their choices can have practical consequences for them.  Min and Joel 

reviewed studies showing that incentive-aligned respondents lead to greater predictive accuracy 

and different parameter estimates, such as greater (and less heterogeneous) price sensitivity.  For 

many studies, it may not be feasible to incentive align respondents by giving them a product 

corresponding to their choices (e.g. automobiles).  The authors reviewed other techniques for 

engaging respondents and encouraging them to report values that correspond to their actions in 

the marketplace. Adaptive conjoint surveys are seen to keep respondents engaged.  Also, the 
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authors indicated that they think panel respondents are less likely to express hypothetical bias 

than non-panelists.  Such respondents enjoy taking surveys, are good at them, trust that their 

answers are anonymous, are relatively dispassionate, and can be selected to ensure their 

relevance and interest in the topic. 

Comparing Hierarchical Bayes and Latent Class Choice: Practical Issues for Sparse 

Data Sets (Paul Richard McCullough, MACRO Consulting, Inc.): Two common tools used for 

analyzing CBC data are Latent Class (LC) and hierarchical Bayes (HB).  Richard suggested that 

some researchers regard LC as a more effective tool for especially sparse datasets than HB, since 

its aim is not to estimate individual-level parameters.  He noted that past research has shown that 

partial-profile studies may be so sparse that HB is not terribly effective at estimating robust 

individual-level parameters.  Richard compared HB and LC estimation using three commercial 

datasets with varying numbers of parameters to be estimated relative to amount of information 

for each individual.  Overall, LC and HB performed very similarly in terms of hit rates and share 

predictions (after tuning scale for comparability).  Hit rates for LC benefited from an advanced 

procedure offered in Latent Gold software called ñCfactors.ò  Also, for especially sparse datasets, 

adjusting HBôs ñpriorsò helped to improve hit rates.  He suggested that sample size probably has 

more effect on model success than the choice of LC or HB.  Richard concluded by stating that 

for the naïve user, HB is especially robust and actually faster from start to finish than LC.  Also, 

in his opinion, LC (especially with the advanced procedures that Richard found useful) requires 

more expertise and hands-on decisions than HB, at least using existing software solutions.  But, 

if the researcher is interested in developing strategic segmentations, then one could benefit 

substantially from the LC segmentation solutions. 

Estimating MaxDiff Utilities: Dealing with Respondent Heterogeneity (Curtis Frazier, 

Probit Research, Inc., Urszula Jones, Lieberman Research Worldwide (LRW), and Michael 

Patterson, Probit Research, Inc.): A long-standing issue with generic HB (and its assumption of a 

single population with normally distributed preferences) has been whether to estimate the model 

with all respondents together, or to run HB within segments.  Michaelôs presentation investigated 

how problematic the effects of pooled estimation and Bayesian shrinkage to global population 

parameters are.  The conclusion of these authors mimics and confirms earlier (2001) research 

dealing with the same question for CBC data at the Sawtooth Software conference presented by 

Sentis & Li.  They found that segmenting using a priori segments (not necessarily closely linked 

to preferences) and estimating HB within segments actually hurt results.  Even segmenting using 

cluster analysis based on preferences slightly degraded recovery of known parameters for the 

synthetic datasets.  It should be noted that their sample size of 1000 was larger than those used 

by Sentis and Li, but still may not be enough for this type of sub-group analysis.  If the sub-

segment size becomes too small, the possible benefit from running HB within segments is 

counterbalanced by the lower precision of the population estimates of means and covariances, 

and the resulting negative repercussions on individual-level parameters.  

*Aggregate Choice and Individual Models: A Comparison of Top-Down and Bottom-Up 

Approaches (Towhidul Islam, Jordan Louviere, and David Pihlens, University of Technology, 

Sydney): Jordan reviewed the fact that for choice models estimated via logit, scale factor and 

parameters are confounded, making it difficult to compare raw part-worth parameters across 

respondents.  He illustrated the problem by showing hypothetical results for two respondents, 

one who is very consistent and has high scale and another that is inconsistent and has low scale.  

When such is the case, it is foolish to claim that a single part-worth parameter from one 
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respondent reflects higher or lower preference than another, since the scale and the size of the 

parameter are confounded.  He argued in favor of choice models that capture more information at 

the individual level, using techniques such as asking respondents to give a full ranking of 

concepts within choice sets, first choosing the best, then the worst, then intermediate alternatives 

within the set.  With such models, Jordan reports that enough information is available for purely 

individual-level estimation.  Such models he described as ñbottom upò models.  In contrast, ñtop 

downò models are those that estimate respondent parameters using a combination of individual 

choices as well as population-level means and covariances.  Jordan argued that the majority of 

the preference heterogeneity that researchers believe to be finding in top-down approaches is due 

to differences in scale rather than true differences in preference.  Finally, Jordan showed 

empirical results for four CBC datasets, where purely individual-level estimation via weighted 

logit generally outperforms top-down methods, including HB. 

(*Recipient of best-presentation award as voted by conference attendees.) 

Using Conjoint Analysis for Market-Level Demand Prediction and Brand Valuation 
(Kamel Jedidi, Columbia University, Sharan Jagpal, Rutgers University, and Madiha Ferjani, 

South Mediterranean University, Tunis):  Kamel and his co-authors developed and tested a 

conjoint-based methodology for measuring the financial value of a brand.  Their approach 

provides an objective dollarmetric value for brand equity without requiring one to collect 

subjective perceptual or brand association data from consumers. In particular, the model allows 

for complex information-processing strategies by consumers and, importantly, allows industry 

volume to vary when a product becomes unbranded. Kamel described how the model defines 

firm-level brand equity as the incremental profitability that the firm would earn operating with 

the brand name compared to operating without it.  To compute the profitability of a product when 

it loses its brand name, the authors used a competitive equilibrium approach to capture the 

effects of competitive reactions by all firms in the industry when inferring the market level 

demand for the product when it becomes unbranded.  The methodology is tested using data for 

the yogurt industry and the authors compared the results to those from several extant methods for 

measuring brand equity. Kamel reported that the method is externally valid and is quite accurate 

in predicting market-level shares; furthermore, branding has a significant effect on industry 

volume. 
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TO DRAG-N-DROP OR NOT?  

DO INTERACTIVE SURVEY ELEMENTS IMPROVE THE RESPONDENT 

EXPERIENCE AND DATA QUALITY? 

CHRIS GOGLIA 

ALISON STRANDBERG TURNER 
CRITICAL MIX, INC. 

 

For the most part, online survey questions look the same today as they did five years ago.  

And we, as online survey programmers, have encouraged our clients to keep them that way!  

Weôve been concerned about whether or not respondents have JavaScript, the speed of their 

Internet connection, and the size of their screen resolution.  However, there have been 

technological changes over the past five years that give us reason to re-examine this issue.   

Two separate research-on-research studies, one done recently, and one conducted five years 

ago, show that almost all online survey respondents now have high-speed Internet connections 

while only half did five years ago.  Web sites like thecounter.com, which track browser and 

computer information from all sorts of web site visitors, show that respondents are far more 

likely to have JavaScript and large computer displays with high resolution than ever before.  

These types of statistics support that it might be okay to begin using more advanced technologies 

and/or question layouts in online surveys. 

Two of the most common interactive exercises that marketing professionals consider adding 

to online surveys are drag-n-drop card sorts and interactive sliders.  But do respondents 

understand these exercises?  Will respondents recognize these exercises and be comfortable 

using them based on their previous web experiences?  And are there any significant reasons, 

technological or otherwise, why we should continue to not use these in our online surveys? 

To begin to answer these questions we found a list of the 20 most visited web sites in the 

United States and searched each one for the aforementioned types of interactive features.  We 

found drag-n-drop exercises at ESPN and Yahoo, but we found nothing interactive at Google, 

craigslist, Wikipedia, eBay, or Amazon. Our conclusion is that while these interactive capabilities 

do exist, theyôre not prevalent, and itôs not safe to assume that online survey respondents are used 

to encountering them during their normal daily Internet usage. 

We also considered the growing usage of smart phones ð mobile phones with a web 

browser.  We found syndicated research showing that the top-five selling phones in the United 

States are all smart phones, but that none of them support Flash ð a technology often used to 

implement interactive exercises.  What if smart phone users want to take online surveys from 

these devices?  Might there be a recruitment bias if we only interview respondents willing to take 

an online survey from a traditional computer?  The growing usage of smart phones could be a 

significant barrier to the widespread adoption of interactive exercises. 

With that background research in mind, we conducted a research-on-research online survey 

to answer one main question:  Do interactive survey elements have an effect on respondent 
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attention, participation and resulting data quality in an online survey?  We sought to answer this 

question with the following techniques: 

Measuring the speed at which respondents took the survey 

Checking for statistical differences between responses to the same question displayed in 

different formats: traditional vs. interactive 

Evaluating stated satisfaction with the survey experience 

Analyzing verbatim feedback provided by respondents 

We chose a topic that we felt would be particularly engaging to respondents ð the effect of 

rising gas prices on vehicle purchase plans.  To create our sample pool, we recruited over 1000 

respondents from a leading online panel.  Half of the respondents saw interactive survey 

questions and half saw traditional survey questions.  Figure 1 shows the difference between these 

questions. 

 

We found that respondents who saw the interactive slider took 80% longer to answer the 

question than respondents who saw the traditional rating question.  Respondents who saw the 

interactive drag-n-drop took 27% longer to answer the question than respondents who saw the 

traditional sorting question.  While it would be convenient to believe that the longer times 

demonstrate that respondents were so intrigued by the interactive nature of the questions that 

they more carefully considered their responses, it seems just as likely that they encountered an 
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exercise they werenôt use to seeing in other online surveys and elsewhere on the Internet, and it 

just took them longer to figure out what to do.  It may have just taken them longer to provide the 

same answer they would have provided anyway! 

Most agree longer surveys are not desirable as they can lead to increased respondent fatigue 

and data quality problems.  And as survey length increases, youôre also likely to experience 

higher abandonment rates, lower incidence, higher recruitment costs, and higher incentive costs.  

The increased time it took respondents to answer the interactive exercises would only be worth it 

if their responses to those questions were different, and, hopefully better. 

We discovered that there were almost no meaningful differences between data from 

respondents who saw the interactive questions compared with those who saw the traditional 

questions.   In general, the statements being tested were rated or sorted similarly, in the same 

order, and with no statistical differences.  There was one exception in the interactive drag-n-drop 

exercise.  There was a statistical difference with one of the statements, and it was the statement 

that respondents were least sure about.   

Before completing the survey, respondents were asked what they thought about the survey 

experience relative to other online surveys they had taken.  There was no significant difference in 

stated satisfaction between respondents who did and did not see the interactive exercises.  This 

was true with the average ratings, top box ratings, top-2 box ratings, and top-3 box ratings. 

Finally, respondents were given the opportunity to provide verbatim feedback about their 

survey experience.  Respondents who saw the interactive exercises did provide positive feedback 

about them but for every respondent who mentioned an interactive exercise, there were far more 

respondents who commented on the relevance of the topic and the design of the questionnaire.  

Perhaps putting more effort into sampling and questionnaire design could have a far larger 

impact on respondent engagement and resulting data quality than throwing in a couple of 

interactive exercises. 

So do interactive survey elements improve the respondent experience and data quality?  

Interactive question types can require more sophisticated and expensive web surveying software, 

more highly skilled survey programmers, and longer programming times. The data from our 

research-on-research study suggest that interactive questions take longer to complete while 

eliciting the same data from respondents as do traditional survey questions.  And as the use of 

mobile devices like smart phones continues to grow, surveys may need to be made shorter and 

simpler to run on them, instead of longer and more complex.  While there is no simple answer to 

our question, we believe there are many valid reasons for carefully considering whether or not to 

include interactive elements in your next online survey. 
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DESIGN DECISIONS TO OPTIMIZE SCALE DATA  

FOR BRAND IMAGE STUDIES 
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BACKGROUND 

The writing of every survey question requires a plethora of decisions.  Do we ask questions 

or make statements?  Do we detail the scale just in the response options or both the text and 

response options?  Do we anchor scale points with words or only use numbers?  Do we ask 

questions in a grid or one by one? 

Each decision we make, whether active or passive, may have an impact of unknown degree 

on the results we achieve.  In each case we want to: 

maximize the respondent experience (to the extent we care about our respondents both 

giving valid answers and having a positive experience) 

differentiate one respondent from another, one brand from another, one attribute from 

another 

obtain reliable results from one time to the next 

and, bottom line, deliver a story with our data that will contribute to the clientôs success.  

These questions and objectives are not new.  But as we go through our careers from one 

market research company to another ï or supplier-side to client-side and back again ï we may 

accumulate an accretion of unintended biases regarding how we write our survey questions that 

are not tied to objective results but instead to ñthis is how weôve always done it.ò 

This paper undertakes two missions: 

Sample the existing academic literature in four areas to help practitioners make conscious 

those decisions which may previously have been unconscious or assumed 

Through research on research using our own experimental data with brand-attribute scale 

questions, address four design decisions for online studies: 

1. Do we place the best value in a scale at the left or at the right? 

2. Do we offer a ñdonôt knowò response option? 

3. Does it make a difference how many brands respondents rate at once? 

4. In collecting brand image ratings, should we randomize attributes within brands 

or brands within attributes? 
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STUDY 1: BEST ON THE LEFT OR BEST ON THE RIGHT IN A LIKERT SCALE 

In an informal poll of 150 educated research professionals attending the 2009 Sawtooth 

Conference, 100% of those who voted raised their hands to indicate they would put the best 

value in a scale at the right.  Nevertheless, since then the author has seen a number of panel 

surveys and others with the best at the left. 

Initially and at the time of the conference, we would have agreed with the 150 without 

reservation.  Some of our results since are not as straightforward and we encourage researchers 

to continue examining this issue in different industries, with different respondent types, and with 

brand sets that are both similar and others that are quite diverse. 

Prior Work 
The first substantive work we found on this topic presented four to seven-scale point items 

on paper, in person, vertically (Belson, 1966).  Belson reminds us that there is (as yet) no 

evidence which scale direction more accurately reflects the respondentôs mindset é only that the 

scale presentation order influences the results.  They tested ñtraditionalò (high to low) [sic] order 

against the reversed, across respondents.  Among the results they found (n=332): 

Items at the ends of the scale are particularly subject to order effects, in particular the first 

item presented experienced a bump 

The effect was consistent regardless of the length of the scale, or type of scale (approval, 

satisfaction, liking, agreement, interest) 

Belson concludes by questioning if horizontal scales or products or issues where the 

respondent is less familiar or interested would see the same effect.  This topic will be addressed 

later within this paper. 

Holmes (1974) tested horizontal bipolar scales among 240 beer-drinking respondents.  Two 

of his results relate: 

Respondentsô responses were regressing toward the center from the beginning of the 

questionnaire to the end 

Respondents were more likely to choose the response at the left side of the page (that is, 

the first presented for an English reader) 

Holmes notes that our assumption in sampling theory that measurement errors will be 

uncorrelated and cancel each other out may not be so. 

Another variation tested was to include both favorable and unfavorable statements with a 5-

point strongly agree to strongly disagree scale (or SD to SA) (Friedman, Herskovitz and Pollack, 

1994).  The researchers continued to find a bias towards the left side of the scale (n=208 

undergraduates), but only for those statements where the attribute was worded positively.  In 

general the attitudes measured (towards their college) were quite positive and it appeared the 

students would disagree with the unfavorable statements no matter where ódisagreeô was located. 

Our Study  
We intended to evaluate the pros and cons of each orientation so that we can could advise our 

clients on the design of future surveys.  We wanted to be able to evaluate the respondent 
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experience, as these are real people who we want to come back and take our surveys again.  

Indeed, our respondents may be future clients, so offering an intuitive and user-friendly survey is 

paramount to our companyôs current and future success.  We also wanted to measure if either 

orientation increases discrimination between brands and the impact on rating differences. 

Our study differs from the past studies we reviewed in that it was conducted online, with 

ratings of multiple targets or brands on multiple attributes. 

Respondents were administered a roughly 13-minute questionnaire on some aspects of the 

healthcare industry.  Greenfield Online provided the sample, with the following respondent 

qualification criteria: 

Age 18+ 

Covered by health insurance 

Makes health insurance decisions for their household 

Differences in the control and test groups were as follows: 

 Control Test 

Location of best value Left Right 

Interviews (n) 1,047 203 

Field dates June 11 ï July 4, 2008 September 8 ï 16, 2008 
 

Respondents rated three brands with which they were familiar, one brand per screen, on a 

series of 14 attributes, on a grid with a bipolar seven-point scale (the one very top company, 

world class, stronger than most, average, weaker than most, much worse than other companies, 

the one worst company ï and the reverse, followed by donôt know) as seen in Figure 2.   

 

Figure 2 

Control and Test Questions for Left-Right vs. Right-Left Study 



 

18 

Results 
Our results were consistent with past studies conducted on paper:  Given the negative end of 

the scale first, respondents were significantly more likely to choose the negative attributes than 

when those scale points were placed to the far right of the screen as in Chart 1. 

 

Chart 1 
 

Twelve out of 14 of these attributes showed significant differences for bottom 2 box.  The 

two attributes that did not show differences also had the lowest bottom 2 box ratings when best 

was on the right, but otherwise were not especially distinctive from the 12 that were significant.  

Top 2 box was unchanged, statistically, whether it was presented first or last. 

Four statements had significantly higher means when best was on the left: 

helping people get the care they need  

helping people live a healthy lifestyle  

selling products and services in all segments of the market  

demonstrating ethical financial practices 

These statements may differ from the others in being less operationally-defined, or at least 

less likely for the respondent to have had personal experience with the brand for that aspect.  It is 

possible that the scale may have more of an impact on the respondentsô choices when they have 

no capacity to measure the behavior of the brand themselves. 

As for respondent experience, respondents who received the best on left format completed 

the questionnaire significantly faster (10%) than those who received the best on right format, 

trimming time to completion by 2%.  It appears to be more of a cognitive burden to read across 

and choose when best is on the right.  Regardless of the scale orientation, the majority of 

responses were on the positive end of the scale. 

In addition, the standard deviations were consistently higher when the best was on the right, 

significantly so for five of the 14 attributes.   
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We then considered how well respondents were able to differentiate between brands.  

Stacking the data by attribute shows that at least on a gross level (grand mean), respondents are 

separating the brands more distinctly when best is on the left, in particular between Brand 3 and 

4 (Chart 2).    Means could be masking differences occurring on a more granular level.  

Moreover, using discriminant analysis, measuring the Euclidean distance from the origin for 

centroids, shows 3 brands are undiscriminated when the best value is on the right, as in Chart 3. 

 
Charts 2 and 3 

 

It would appear that while best on the right produces more variance within brands using this 

Euclidean distance algorithm, best on the left produces more variance between brands, for our 

limited dataset with four brands only, and one quite different from the rest.  The means, on the 

other hand, demonstrate Brand 3 aligning with Brand 1 in one case and with Brand 4 in the other.  

The story told by this is therefore not clearly about differentiation but instead about a change in 

scores following a change in presentation style. 

Comparing regression coefficients using ñlikelihood to recommendò as the dependent 

variable resulted in insignificant results using the Chow test.  However, multicollinearity in all 

four studies is quite high. 

Conclusion  
Our results of a survey conducted online support past results from paper surveys:  The 

orientation in which a scale is presented will influence the outcome, and the negative end of the 

scale is more likely to be selected when presented first.  It might be further hypothesized that 

seeing the most negative end first gave respondents implicit permission to choose it.   

Past results did not delve into the differentiation of the items being measured, only the 

difference in means.  Simply looking at means leaves the differentiation unclear.  Using a 

Euclidean algorithm, with only four brands we see more differentiation between brands with the 

best on the left.  This result deserves further exploration ï would the results repeat with different 

questions, sample, brands, or context?   
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Furthermore, we hypothesize that repeating these tests with languages that are read in a 

different direction would show similar effects for primacy and not just for absolute orientation. 

STUDY 2: NUMBER OF BRANDS RATED 

In this study we looked at how many brands respondents rated at a time and if this impacted 

the results.  The null hypothesis would be that there is no difference, and we were able to reject 

this hypothesis. 

Prior Work 
Exhaustive secondary research uncovered only one somewhat related study.  Working off the 

classic study by Miller (1956), Hulbert (1975) applied the information processing rule of thumb 

of ñseven units (plus or minus two)ò to scale usage.  This rule of thumb briefly summarized: 

researchers have found that humans have the ability to hold or evaluate seven individual items in 

mind at once, whether that be remembering a sequence of numbers, counting dots on a screen, 

perception of speech variations, et cetera.  After seven (+/- two) items, we must organize the 

material into chunks in order to continue to retain or evaluate it. 

Hulbert wanted to assess whether this principle would be true in scale ratings. And so rather 

than presenting respondents with a preset scale, they were allowed to assign any positive number 

they wished in rating the stimuli, on three different scales [ñscaleò used here in the test 

construction sense], each over 50 items each.  He hypothesized the number of distinct 

assignments respondents would use would be less than or equal to 10. 

Indeed, respondents (97 salesman) used between 6 and 10 ratings, on average, to express 

their opinions of dissatisfaction, motivation or satisfaction with their job.  Hulbert writes, 

One of the goals of scale design is generally to avoid preventing the respondent from 

expressing his true feelings because of some property of the scale itself. Thus, a necessary 

though not sufficient condition to attain measurement at some level equal to or higher 

than ordinal is that the scale used should enable preservation of strict monotonicity 

between obtained measures and the underlying (latent) continuum.  This condition is met 

simply by ensuring that the number of categories in the scale is greater than the number 

of stimuli to be rated. 

In applying his results to market research, he suggests that the small number of items (often 

brands) usually rated should avoid measurement error, but due to information capacity limits, 

rating more could lead to more measurement error.  
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Our Study  
In our study we asked respondents to rate either up to three brands or up to six brands on a 

five point scale (the one very top firm, world class, stronger than most, average, weak), for 

sixteen attributes regarding brands in the financial industry, as in Figure 3.   

 

Figure 3:  

Control and Test Questions for Number of Brands Rated Study 
 

To qualify for this study, respondents needed to have voted, attained a certain minimum level 

of investments and income, and be actively involved in expressing their opinions publicly on 

financial issues. The screener averaged three minutes to complete, followed by a six-minute 

questionnaire, half of which was the brand rating series.  The e-Rewards panel provided the 

online sample. 

Differences in the control and test groups were as follows: 

 Control Test 

Number of brands rated Up to 3 familiar with Up to 6 familiar with 

Interviews (n) 272 of which 222 qualified for 

more than three brands 

155 of which 127 qualified and 

were asked more than three brands 

Field dates November 5 ï December 2, 2008 December 5 ï 12, 2008 
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Results 
If respondents are indeed constricted by information processing capacity, or simply 

overwhelmed or fatigued by an increased requirement to process and provide information, what 

may happen?  Measurement error.  While we canôt necessarily label it error, we can definitely 

label it ñdifferentò ï respondents gave lower responses when presented with more brands: 

 

Chart 4 
 

However, this difference could have been driven by familiarity.  Brands the respondents rated 

were those with which they were ñvery familiarò or ñsomewhat familiar,ò with those with which 

they were ñvery familiarò receiving priority.  Chart 5 shows that brands with which a respondent 

is very familiar received consistently higher scores than those brands with lower familiarity. 

 

Chart 5 
 

As it turned out, familiarity did not impact the results.  For the key client brand respondents 

were more likely to give lower ratings for that brand when asked in the context of more brands, 

even when controlling for familiarity.  Chart 6 shows the differences in ratings for the main 

brand, according to levels of familiarity.  Observe the six brand very familiar line (long dashes).  

It is noticeably offset (and significantly different) from the three-brand very familiar distribution. 
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Chart 6 
 

Finally, comparing apples to apples, the client brandôs mean ratings (see Hays note above) 

were statistically higher on 11 out of 16 brands when compared to a smaller group of 

competitors.  This was evaluating specifically those who would have rated more brands had they 

had the opportunity in the control group vs. those who did rate more than three in the test group. 

 

Chart 7 

Conclusion  
We cannot willy-nilly change question structure even if it appears on the surface to be 

collecting the same information.  If we want to track results over time or compare against other 

studies, we need to ensure that the question is formatted in the same way consistently from time 

period to time period or from study to study.  This also has strong implications for the client 

brand.  The results could be unintentionally manipulated just by adding or subtracting a brand to 

the brand list.  A shorter list leads to higher ratings é are respondents more thoughtful, less 

overwhelmed, feeling more favorable towards the brand or the questionnaire when not asked to 
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rate as many?  Or in view of a larger list does the entire industry look the same?  The ówhyô is 

missing without further investigation. 

STUDY 3: OFFERING A DONõT KNOW 

Your company or university may already have a standard for whether to allow a ñdonôt 

knowò response option or not with image rating questions.  Regardless, it is worth a review of 

some of the literature to date, which is extensive.  Our own expectation going into the study was 

that a donôt know response option should be included, but some of the readings as well as some 

of the results from our research have challenged that assumption. 

Prior Work 
Two types of errors may occur with donôt know (DK).  One ï a respondent not offered a DK 

may give a response not reflecting his or her true opinion (or lack thereof).  Two ï a respondent 

offered a DK may choose it even when they do have an opinion.  Of course, there is no guarantee 

that with or without a DK respondents will give or even be able to give 100% valid and reliable 

responses. 

Feick (1989) in his own review helps us think about where the DK might be coming from ï 

qualities of the respondent vs. qualities of the questionnaire.  Older, less educated, nonwhite, 

lower income categories and women are more likely to use DK.  Questions that are: more 

complex, require the respondent to think far ahead, poorly constructed, or on a topic of little 

interest or familiarity to the respondent all may increase the incidence of DK.  To avoid the 

nonrandom bias introduced by a DK, one solution he suggests is to eliminate them altogether. 

Feick notes other authors have seen a halo effect where respondents answer based on their 

general feelings rather than specific attitudes, including giving opinions on non-existent entities.  

Feick went further into DK with latent class analysis but for our paper we just want to extract 

elements of his lit review.   

Opposition to Donõt Know  
Not every author agrees that DK should be included.  This is part of what makes it 

interesting.  Krosnick and a host of distinguished co-authors (2002) ran nine experiments in three 

household surveys to test respondentsô use of DK, questioning if adding a DK would only draw 

those who were otherwise giving meaningless data or if it would also entice those who might 

have an opinion and would have otherwise given it.  They note: 

If offering a no-opinion option reduces non-attitude reporting, it should strengthen 

correlations between opinion reports and other variables that should, in principle, be 

correlated with them. If non-attitude reports are random responses, then offering a no-

opinion option should reduce the amount of random variance in the attitude reports 

obtained. 

Krosnickôs theory of satisficing suggests respondents may be unmotivated to answer 

particular questions, especially complex ones, and so may choose ñdonôt knowò simply as a way 

to continue the interview, especially when cued that this option exists.  Krosnick hypothesized 

that omitting the no-opinion option would cause the strong ñsatisficersò to give their substantive 

answer instead and eliminate this shortcut to cognitive laziness, as it were. 
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Nine studies later, they concluded that including a no-opinion option did not increase the 

quality of the data, but instead that the respondents drawn to no-opinion options ñwould have 

provided substantive answers of the same reliability and validity as were provided by people not 

attracted to those options.ò  One suggestion they make to researchers who still wish to include a 

no-opinion response is to probe respondents who say DK with whether they lean one direction or 

another.  This would reduce the satisficing (if it is happening) in encouraging the respondent to 

think and not allowing an easy out. 

In favor of  includin g Donõt Know  
In early work, Converse (1970) suggests that respondents will give random responses if they 

donôt know but donôt want to appear ignorant. 

Stieger, Reips and Voracek (2007) notes that if we force a respondent to respond, we may 

induce reactance ï and that this is a possible outcome of the (relatively) new mode of online 

surveys.  Reactance is an emotionally triggered state in response to excessive control where the 

individual feels their freedom is threatened, and therefore attempts to re-establish their freedom 

by acting in the opposite mode of what the situation requires or requests.  Reactance theory was 

first proposed by Brehm (1966), and is the idea behind the popularized reverse psychology.  

Stieger et al. hypothesize the lack of a DK will lead to respondents deliberately giving 

misleading or inaccurate responses, or to simply dropping out of the study altogether. 

In Stiegerôs methodology with 4,409 University of Vienna students, test group respondents 

who attempted to advance without filling in a question on the infidelity questionnaire would 

receive an error screen asking them to completely fill in the questionnaire.  The event was logged 

for later analysis.  Control group respondents did not receive the error page. 

Instructionally, 394 respondents dropped out immediately after receiving their first error 

page, particularly on the ñdemographicsò page (it appears all demographics were collected on 

one screen).  Another 121 dropped out later.  Only 288 received an error page and still completed 

the questionnaire.  The dropout rate of those who did not attempt to skip a page was 18.6% vs. 

64.1% of those who did so at least once.  In addition, the authors did find indicators of reactance 

ï the data for respondents after receiving an error page was significantly different from the data 

for those same questions for respondents who did not.  In addition, Stieger found men dropping 

out faster than women in the forced-response condition (this author supposes it might have 

something to do with the content material and might not be a finding with less provocative 

questions). 

In their discussion, Stieger et al. would like to distinguish between ñgood dropoutò and ñbad 

dropout.ò  If respondents are not going to give us quality data due to poor motivation then we 

wish them well but donôt want to include them in our study.  Bad dropouts may be due to 

inadequate questionnaire design, programming errors, lack of feedback on progress, et cetera.  A 

very low dropout rate may in fact be a bad thing if weôre keeping óbadô respondents in our data. 

Finally, Stieger suggests criteria for forced-response design: 

1. It is necessary to have a complete set of replies from the participants (e.g., semantic 

differentials, multivariate analyses, pairwise comparisons, required for skip patterns) 

2. A high response rate is expected and so dropout is not a concern 
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3. The distribution of respondentsô sex is not a main factor in the study 

Friedman and Amoo (1999) propose that if subjects are undecided and have no óoutô they will 

probably select a rating from the middle of the scale, biasing the data in two ways: ñ(a) it will 

appear that more subjects have opinions than actually do (b) the mean and median will be shifted 

toward the middle of the scale.ò They also remark on the usefulness of % donôt know, especially 

in political polling where the previously undecideds can change an election.  Note the probably 

italicized above, as Friedman did not back this assertion up with data. 

In favor of  including Donõt Know , delineated  
In an intriguing bit of research on online surveys, Tourangeau, Couper and Conrad (2004) 

investigate the placement on the screen of ñnonsubstantiveò response options such as donôt know 

in relation to their substantive counterparts. 

Tourangeau et al. present results for three different interpretative heuristics they believe 

respondents are using that may lead to misreadings of survey questions: 

1. Middle means typical 

2. Left and top mean first (either worst or best) 

3. Near means related 

Note that prior research (cited by Tourangeau) already supports the first heuristic, and must 

be taken into account when delivering closed-ended range questions to respondents in lieu of 

open numeric questions.  An implication of ñnear means relatedò is higher correlations in items 

presented as a grid than those presented on separate screens.     

The authors ran two surveys testing the middle means typical in 2001 and 2002, through 

Gallup, with 2,987 interviews of 25,000 invitations in the first study and 1,590 of 30,000 in the 

second study. Respondents received an attitude question with a vertically presented scale, five 

substantive points ordered high to low (ófar too muchô to ófar too littleô), followed by both a 

ñdonôt knowò and a ñno opinion.ò  Test groups had a short divider line, a long divider line, or a 

space between the five and the two.  The control group saw all seven options contiguously. 

In all cases, the means are statistically closer to the ñfar too littleò point when there is no 

separation between the substantive and non-substantive responses.  However, a side effect of 

setting apart the non-substantive responses in this case led them to being chosen more often. 

Tourangeau followed up with an experiment simply adjusting the spacing in the scale 

question, horizontally, either visually crowding some of the responses to one side or spacing 

them evenly.  Again, the means moved towards the visual center, not the labeled center of the 

scale. 

They conclude,  

Our results indicate that [respondents] may also make unintended inferences based on 

the visual cues offered by the question.  Basing their reading on the questions' visual 

appearance, respondents may miss key verbal distinctions and interpret the questions in 

ways the survey designers never intended. 
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Our Study  
We had four questions to answer with allowing (or disallowing) a donôt know response 

option: 

Did we intolerably increase the level of noise in the data by removing it? 

Were those who used DK different from those who didnôt, thus possibly biasing the data? 

How would our respondents behave if they did not have DK? 

How would our multivariate applications look in the non-DK situation? 

Respondents rated three brands on a five point scale (the one very top firm, world class, 

stronger than most, average, weak) with or without donôt know for sixteen attributes regarding 

brands in the financial industry.  Figure 4 presents the questions used in both parts of this study. 

 
 

Figure 4: 

Control and Test Questions for Donôt Know Study 
 

To qualify for this study, respondents needed to have voted, have a certain minimum level of 

investments and income, and be actively involved in expressing their opinions on financial 

issues. The screener averaged three minutes to complete, followed by a six-minute questionnaire 

(half of which was the brand rating series).  The e-Rewards panel provided the online sample. 

Differences in the control and test groups were as follows: 

 Control Test 

Donôt know Absent Present 

Interviews (n) 272 155 

Field dates November 5 ï December 2, 2008 December 5 ï 12, 2008 
 

Samples differed insignificantly on age, income, education, gender. 
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Results 
If our goal had been to avoid frustrating responses, removing DK would have caused us to 

miss the target.  Of respondents not given the option to select DK, over 20 commented on it 

negatively when asked at the end of the survey to evaluate the questionnaire, for example: 

There was no option to say I don't know, forcing me to make choices on some questions I 

was not qualified to answer. 

Just because I indicated I was 'familiar' with some companies doesn't mean that I'm in a 

position to answer such detailed questions about them. I often felt that 'don't know' or NA 

should have been an option. 

There should always be an opt-out response on questions as the respondent may not have 

a response and then is forced to respond if there is no opt out response.  This is very basic 

stuff. 

When DK was present, over half the test group respondents took advantage of it at least once 

in the 16-attribute section (and none complained).  But what about those who didnôt have DK -  

what did they do? 

A Series of Hypotheses  
First letôs compare actual results in allowing a DK or not (stacked data across all attributes). 

Chart 8 
 

The respondents without a DK response option did select ñaverageô slightly more often than 

those who were provided a DK option.   To understand the dynamic more deeply, we then used 

several simulation designs in an attempt to replicate analytically the process that these 

respondents were going through mentally. 

What if they plumped for the most neutral response of ñaverage,ò as Friedman and Amoo 

(1999) suggested they might?  As Chart 9A below demonstrates where the DK value has been 
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replaced by ñaverage,ò thatôs clearly not happening.  What if the respondents just randomly 

chose one of the five responses, as Converse (1970) says might happen when respondents would 

prefer not to appear ignorant?  Chart 9B replaces the DKs with random responses.  This 

simulation is closer to the actual responses, but still varies by a significant degree. 

 

 

Charts 9A and 9B 
 

Another possibility is respondents restrict their choices to the middle values.  Weôre not 

providing a graph illustrating this as the standard deviations were virtually identical between the 

DK and No DK group, thus allowing us to discard it as a hypothesis. 

Finally, as Feick and other authors suggest, the respondents may infer (or impute) from what 

they know generally about the brand to score an attribute.  Using a simplistic imputation, 

replacing the DKs with the integer nearest to the mean score of all other attributes for that 

respondent, we obtain the results shown in Chart 10. 

 

Chart 10 
 

As you can see, populating the DKs from the ñAllow DKò group with what they generally 

knew about the brand lines up very closely with the No DK group.  And this was not a small 

percent; 28% of the observations (brand x attribute) were DK. 
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These simulations give us more confidence that when DK is not available as a response 

option, respondents will act in good faith and impute reasonably.   

Back to Real D ata  
We then looked at how respondents with access to the DK response option behaved.  Do they 

also act in good faith? 

 

Chart 11 
 

As seen in Chart 11, respondents used donôt know significantly more often as the series of 

grid questions progressed (p<.001 for linear contrast), at almost a 40% increase compared to the 

beginning.  And both groups gave answers with less and less variance as time went on.  

Respondents allowed a DK do not always act in good faith.   

In addition, we saw some differences in means, even when controlling for familiarity.  The 

mean value was lower for the DK group than the non-DK group six out of sixteen times when  

ñsomewhat familiarò with the brand and four out of sixteen when ñvery familiarò with the brand.  

Two possible explanations come to mind: 

As we know the financial industry did not have a very good 2008, either financially or in 

the public perception.  Our test group was fielded a bit later than the control group 

and may have had exposure to even more bad news at that point. 
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The DK response option was placed contiguous with all other points, with no 

distinguishing visual features whatsoever.  Corresponding to Tourangeau and co-

authorsô findings (2004), this unfortunate placement may have visually shifted the 

mean in respondentsô minds towards the right, the lower level of the scale.  (As an 

aside, Cambia intentionally uses an unbalanced scale as our clients really only want to 

be ñThe one very top firmò but this may throw off panelists who expect the middle 

point to be average.) 

 
Figure 5: 

Revisiting the scales 
 

As one of our goals was to compare the impact of DK on the variables that mattered, we 

correlated the attributes (stacked) with several outcome variables.  Note that this methodology 

was chosen over regression as the multicollinearity made regression comparisons untenable.   

 3 brands  

No DK 

3 brands 

DK 

6 brands 

No DK 

How likely are you to recommend this firm to a 

professional colleague who is looking to do 

business with a firm in this industry 

.620 .601 .621 

How likely are you to invest with this firm .581 .582 .623 

Extent to which you want to see firm succeed .443 .381 .373 
 

Table 1: 

Correlations of Attributes (as composite) with Outcome Variables 
 

The results showed that allowing respondents a DK response option did not strengthen the 

correlation with outcome variables; if anything, it decreased the correlation.  This was similar to 

Krosnickôs findings.  For further comparison, the 6 brand test is also shown, and the results are 

parallel to the DK set. 

To round out the analyses, we looked at the demographics of those who used DK and those 

who didnôt.  As mentioned in Feick (1989), women used donôt know more often than men (33% 

to 26%).  Other demographic variables did not follow published outcomes for DK: 

Those more highly educated used donôt knows more often than those with less education 

(Krosnick, 2002 had the reverse) 

Higher income respondents used more donôt knows 

Age was virtually unrelated to use of donôt know (again, Feick had younger using donôt 

know more often) 

Note that as a set of (older) panelists with $100K+ in investments our sample is not 

representative of the general population. 
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Conclusion  
We came into this research effort with an expectation that, in general, providing a donôt know 

response is advantageous over omitting it. However, for this study, for this context, this sample, 

this time period, this content areaé taking away DK  

did not increase noise,  

did not change the distribution across attributes (though some means were affected), and  

did not negatively impact the relationships with outcome variables.   

Respondents seemed to do a fine job of self-imputation. Had the variables been less 

intercorrelated so that we were able to do multivariate analyses with the data, we would have had 

an easier time with the non-DK group than the DK group, avoiding the need for imputation.  

Some respondents with the DK response option clearly used it when they did not ñneedò to, if not 

at the beginning of the series then certainly by the end. 

But, one must weigh the relative benefits of having a clean data set with the drawbacks of 

potentially frustrating respondents (who also may be prospective clients).  The questionnaire was 

so short that we did not have an appreciable number of partials to contrast if the DK absence 

were leading to greater dropouts.  But our questionnaire feedback question provided them an 

opportunity to vent, and vent they did.   

We also saw some demographic differences in DK usage which could lead to unintentionally 

biased data. 

Our takeaway is to graphically alter where we place the DK so it is clearly visually separated 

from the grid (and perhaps in a smaller font to de-emphasize it).  And should we have a request 

to omit DK, we can feel marginally more comfortable this will not negatively affect the results. 

STUDY 4: RATING BRAND WITHIN ATTRIBUTE OR ATTRIBUTE WITHIN BRAND 

Although randomizing brands within attributes is often accepted as the best approach for 

gathering comparative data in image ratings, not all agree.  In fact in our literature review we 

found at least one strong argument for also randomizing attributes within brands.  Nevertheless, 

our attributes are strongly intercorrelated and it was our hypothesis that they might be less so if 

the question were formatted to ask the respondent to rate a group of brands for one attribute 

before proceeding to the next attribute.  You will see as you read ahead that we did succeed, but 

only minutely. 

Prior Work 
Ninety-four years ago, Edward Thorndike observed that respondents had difficulty separating 

their ratings of individual attributes for a person from that of their overall perception of the 

person.  As a result, correlations between attributes were higher than reality.  The term ñhalo 

effectò comes from this study, published in 1920. 

As researchers, we generally find halo effect to be a bad thing.  We want respondents to be 

able to distinguish brands one from another, to distinguish attributes one from another, and in the 

end provide data that allow us to identify which attributes are distinctive drivers of success for 

our clients. 
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It is possible to take another viewpoint, though.  The óhaloô itself can be extracted as a single 

dimension and treated as brand reputation (Laroche, 1978) or brand equity (Leuthesser, et al., 

1995, Dillon, et al., 2001) ï with the remainder examined for differences.  Leuthesser suggests 

double-centering the data to make it ipsative and then running analyses on it.  Other authors 

(McClean and Chissom, 1986) suggest this is unwise.  Rossi, Gilula, and Allenby (2001) have 

followed up with a Bayesian alternative to ipsatization, Dillon et al. with a decompositional 

model ï we recommend these resources to you for a more detailed explanation and examination. 

However, for the purposes of this research we sought to diminish the halo effect, and we 

believe that randomizing brands within attributes is a better way to achieve this than randomizing 

attributes within brands.  But before we jump to conclusions, Torres and Bijmolt (2009) found  

é when the association between brands and attributes is measured asking brand-to-

attribute associations, which is a non-comparative format, the stronger links from the 

brands to the attributes dominate the associations. On the other hand, if a researcher 

measures brand image asking attribute-to-brand associations (a comparative format), 

stronger links from the attributes to the brands will determine the perceptions of the 

consumerséwe suggest that both directions of associations should be considered when 

brand image is assessed to make managerial recommendations. 

To translate this to plain English, think of a brand in a particular category, for example cars.  

What attributes come to mind?  Now, think about just one of those attributes.  Which cars come 

to mind when you think of this attribute?  The order in which the question is asked may result in 

an asymmetrical correspondence between brands and attributes, depending on the strength of the 

brandôs personality and the impact of the particular attribute. 

Our Study  
In our study we hoped to evaluate the level of halo effect in our data, and decrease it by 

randomizing brands within attributes in comparison to the control group where attributes would 

be randomized within brands. 

In addition, pre-tests showed a shorter study time when one brand was asked at a time for all 

attributes.  We would monitor and report on this as well. 

Similar to the left-right vs. right-left study, respondents were administered a roughly 13-

minute questionnaire on some aspects of the healthcare industry.  Greenfield Online provided the 

sample, with the following respondent qualification criteria: 

Age 18+ 

Covered by health insurance 

Makes health insurance decisions for their household 
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Differences in the control and test groups were as follows: 

 Control Test 
Randomization Attributes within Brands Brands within Attributes 

Interviews (n) 1,047 266 

Field dates June 11 ï July 4, 2008 September 8 ï 16, 2008 
 

Respondents rated three brands with which they were familiar, one brand per screen, on a 

series of 14 attributes on a grid with a bipolar seven-point scale (the one very top company, 

world class, stronger than most, average, weaker than most, much worse than other companies, 

the one worst company, donôt know) as in Figure 6.   

 

Figure 6: 

Screen shots of Brand within Attribute vs. Attribute within Brand questions 
 

Results 
In brief, we found that the mean is higher in the ñacross brandò (Test) condition, as is top 2 

box (by 9% on average) and standard deviation.  These results strongly indicate that it would be 

unwise to switch formats from one wave of research to the next. It actually remarkably changes 

the order of the means é the ranking of the attributes only correlates .44 from one group to 

another (compared to .92 for the left-right, right-left study). 

Again, Chow tests of differences in regression coefficients across the two samples using the 

rating variables are not significant, using likelihood to recommend as a dependent variable.  We 

advise caution due to the high multicollinearity. The average inter-correlation for attribute within 

brand was .81.  For brand within attribute the average inter-correlation was .76.  We cannot say 
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that we succeeded in reducing multicollinearity. A rule of thumb suggesting the presence of a 

halo effect is an intercorrelation between .60 and .70.  We beat that handily. 

The differentiation analysis performed earlier for the left-right, right-left study is repeated on 

the rotation order data below.   

 

Chart 12 
 

While at first there appears to be better differentiation asking attributes within brand, it 

makes sense that one could be reducing multicollinearity at the expense of discrimination.  This 

leads us back to Torres and Bijmolt (2009)ôs advice é we may be provoking a different response 

and gathering a different (and yet still valid) story in changing how the question is asked. 

One interesting finding was in applying the ipsative approach suggested by Leuthesser, et al.  

With the normalized, standardized healthcare data we derived two very interesting varimax 

factors, each easily labeled on a bipolar scale and very intuitive.  The financial data was not as 

amenable to our attempts to reduce the multicollinearity this way, however. 

Finally, there was no statistical difference in the time to complete the survey. 

Conclusion  
The halo effect is very high, and only slightly less so when brands are asked within attribute.  

The means changed and the mean order changed.  Brands were rated more highly when they 

were compared with other brands.  

We will continue exploring the ipsative and other approaches to multicollinearity.   
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FINDINGS ACROSS STUDIES 

With timestamps on every screen, we were able to assess respondentsô behavior on the 

financial studies and discovered they were flat-lining after about six attributes: 

 

Chart 13 
 

Have they just learned the task really well?  Are they tired, bored?  We might say this shows 

the learning curve for the task, but if you remember the previous charts, not only are the 

respondents going faster but they are using donôt know more often and straight-lining (lower 

variance) more often. 

Moreover, in any regression we were only able to fit at most five or six attributes before 

signs began to flip and the multicollinearity flags were being tripped. 

Given the enormous óreliabilityô of our data acting as one construct loading very nicely on 

one factor, eight statements would have done as well as 16.  But if client requirements need all 

16 it may be worthwhile to ask the respondents no more than six at a time.  This will be tested in 

future studies. 
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INTRODUCTION 

Much of marketing research concerns organizing activities of consumers so as to enable 

inferences about their attitudes, beliefs, values, or preferences.  Traditional procedures like 

surveys, interviews, experiments, and focus groups structure the activities of participants, and 

constrain what they do by way of explicit requirements and implicit rules of interaction.  Games 

are a more natural form of organized activity for people than are conventional research 

procedures, and are in fact a type of activity that people engage in energetically of their own 

volition.  When properly implemented in regard to organizational learning objectives, games 

have advantages that include being able to motivate participants, or ñplayers,ò to produce desired 

results. They also provide a framework for rewarding players in proportion to their contribution 

to desired outcomes, as has been illustrated by recently published academic research.  In this 

paper we: 

review the characteristics of games and game play; 

summarize who plays electronic and online games, and what the underlying technologies 

are; 

describe the growing areas of serious and purposive games; 

summarize games recently developed to address marketing issues; 

describe design and implementation issues, and  

wrap up by describing a linguistic game platform we developed and deployed. 

GAMES AND PLAY 

To grasp how and why games are useful for marketing research purposes, it's important to 

understand what a game is, and what the nature of play is.  A reading of the game design 

literature yields a wide array of definitions for what a game is.  Saleen and Zimmerman (2006) 

distill several definitions.  We prefer ours, a synthesis of various authors' definitions, as general 

and flexible enough for research applications: 

ñA game is an activity engaged in individually or in groups that is played by rules and 

with intent to achieve a particular outcome.ò 

Huizinga (1950) provided an often-cited definition of ñplay.ò  According to Huizinga, the key 

attributes of play are: 
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1. Participation is voluntary 

2. Pretending is involved 

3. The experience is often immersive 

4. It's done in a particular time and place 

5. It is based on rules, but the rules may only be implied 

6. It is often social, and can create groups 

ñPretending,ò above, refers to imagining some circumstance.  ñImmersiveò suggests 

engrossing, or perhaps ñflow-likeò experience, perhaps in the sense described by 

Csíkszentmihályi (1990).  Rules may only be implied.  When tossing a ball back and forth, for 

example, one implied rule is ñdon't drop the ball.ò  Uncertainty about outcomes is another, oft-

noted, feature of play.  In any case, play is something other than ñwork.ò 

Caillois (2001)  studied the cultural significance of games, and perceived gameplay 

experience as being an mixture of improvisation, joy, and gratuitous difficulty.  He defined four 

types of games: 

Competitive 

Chance 

Simulation 

Vertigo 

Games of chance are gambling games, like blackjack or the lottery.  Simulation games 

include role-playing games.  Vertigo games are games that cause dizziness, such as the kind of 

playground games children invent that alter their balance by spinning around.  Note that these are 

game types of which most games are hybrids.  Of Caillois's four types, ñVertigoò games seem the 

least adaptable for research on consumers, at least at the present time. 

WHO IS PLAYING ELECTRONIC GAMES? 

Using games to accomplish objectives like problem solving, idea generation, or forecasting is 

not a new practice.  A recent example is Ethiosys's ñInnovation Gamesò (Hohmann, 2007), a 

structured collaborative play activity in which groups, sometimes in competition with each other, 

create new product ñartifactsò using common stationary and art materials.  Ethiosys's game and 

most other games for business purposes require that players be physically co-located, and they 

aren't very scalable due either to the nature of player activities and interactions, or because 

analysis of their results isn't easily (or even feasibly) automatable.  

We believe that on- or off-line electronic games offer the best opportunities for innovation in 

research practice.  Our reasons include their potential scalability, and the possibility of 

embedding certain kinds of games in existing data collection contexts such as online surveys or 

focus groups.  The prospect of using such games begs the question of who is likely to find 

playing them at least tolerable.   
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The Entertainment Software Association (ESA; www.theesa.com) conducts an annual survey 

of U.S. households to find out who is playing computer games, and how they are doing it. The 

ESA's 2008 study included the following findings: 

1. Computer games are played by 65% of U.S. households 

2. The average player age is approximately 35 years 

3. 40% of players are female 

4. Adult computer game players average 13 years of game-playing experience 

5. 26% of adults older than 50 years of age play computer games 

6. 36% of players said they played with others present 

7. 36% of responding heads of households reported playing on wireless devices such as 

phones and PDAs 

It would appear from the ESA's results that computer games are not solely the province of 

adolescent males, and that playing them is prevalent in U.S. households.  Given their ubiquity, 

research participants should not find games too off-putting, assuming that they are adequately 

executed.  It's our guess that the proportion of players who play games on wireless and mobile 

devices will increase as the power and flexibility of mobile computing platforms continues to 

evolve, and as game applications that run on them become more numerous and more 

sophisticated. 

Theories about motives for playing computer games abound in the game design and 

development literatures.  In some cases, purportedly causal explanations for game play are 

tautological, e.g. players play a game because they enjoy it, and because they continue to play 

they must enjoy it.  There are some more thoughtful perspectives, however. Bing Gordon and his 

colleagues at Electronic Arts, perhaps the largest manufacturer of computer games, believe that 

the fundamental motives for playing games vary with age and gender (Moggridge, 2007, Chapter 

5).  Pre-teenage boys, for example, seek power and freedom from authority.  As a result, sports 

and combat games are likely to be preferred by them. Teens seek to explore their identity and so 

tend to prefer rich and engrossing role-playing fantasy games.  Adults seek mental stimulation 

and self-improvement, and so will prefer games like puzzles or the famous Flight Simulator that 

allow knowledge or skills development. 

WHAT MAKES GAMES GO? 

Over the years, advances in computing hardware, user interface and communication 

technologies have shaped developments in the computer gaming industry. There has been a 

steady increase in the level of sophistication of games through application of these technologies, 

and players can now choose from a wide variety of platforms to play games on, including 

dedicated gaming consoles, general-purpose personal computers, as well as hand-held devices 

and mobile phones.  

The user interface of a game depends on the platform on which the game is played. Most 

modern games take advantage of high-resolution graphics capabilities of display devices such as 

television sets, computer monitors or dedicated LCD screens built into gaming devices. Game 
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consoles have dedicated input devices designed specifically for the console, typically with 

buttons providing specific game actions and a joystick to facilitate navigation. A computer 

keyboard and mouse serve as input devices on a personal computer. Special purpose input 

devices are often available to enhance playability on a computer.  These devices typically 

connect to the computer via standard interfaces such as USB, serial or parallel ports. Hand-held 

gaming devices vary in their level of sophistication. They are self-contained units combining a 

display device, input device and a mechanism to incorporate the game module, which enables a 

single device to play multiple games. Modern mobile phones including smartphones, with 

increasingly more processing and graphics capabilities and are gaining popularity as devices for 

playing games.  

Networking and communication technologies are also taking on an increased supporting role 

in gaming. Internet connectivity is being exploited not only as a means of delivering the game to 

players, but also to shape the interactions among players. Early forms of multiplayer games only 

allowed multiple, typically two, co-located players, each with their own input devices to interact 

competitively within a game. This social aspect has evolved, through use of high-speed Internet, 

and development of multiplayer and massively multiplayer online games, to where players can 

be geographically dispersed, and still interact cooperatively or competitively within long-running 

games. Such interactions among players are coordinated through servers on the Internet, which 

host games and also serve as a  more general ecosystems for online interactions among gamers 

and enthusiasts. 

Developing modern, sophisticated games across multiple platforms requires a complex, 

multidisciplinary approach sometimes taking years to take a single game from concept to market. 

The team often comprises of producers, game designers, artists, programmers, engineers and 

testers. There are, however, some common components that are required by nearly all games. 

Game engines provide such reusable software components and can be used to facilitate relatively 

rapid game development. They enable game-specific artifacts to be developed in their entirety 

and used along with customized, reusable components related to such aspects as rendering, 

sound, animation, networking etc. Game engines also abstract the platform layer, enabling a 

more streamlined development of code that can be targeted at multiple platforms. Special 

purpose engines, also called middleware are available for specific applications such as massively 

multiplayer online games.   

Even with advances in game engines and the availability of reusable components, 

development of modern games for consoles and personal computers remains complicated and 

expensive. A class of infrastructure targeting game development on new platforms such as 

mobile phones and web browsers has emerged. Platforms such as Shockwave and Flash are 

increasingly being used since they can be used to enable games directly within web browsers 

using plugins. There is also increased focus on diverse and higher level development languages 

such as Java, Python, and PHP. 

Targeting the browser as a platform has yielded a class of games, simpler than modern 

console based games, but with characteristics that are similar in a number of ways with more 

general purpose Rich Internet Applications. They are hosted on a web server, often store game 

and player data in a database and enable interaction of the player with server-based components 

as well as other players. Input devices for such games tend to be computer keyboards and mice. 

In the simpler cases, the web interfaces can be constructed using popular web technologies such 
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as dynamic HTML and Javascript, and techniques such as asynchronous Javascript and XML 

(AJAX) can be employed to enhance user experience. More sophisticated interfaces can be built 

using technologies such as Shockwave and Flash. Such games can still be developed quite 

rapidly, embedded within multiple websites simultaneously and can be accessed using a personal 

computer with Internet connectivity. 

Mobile phones have seen a surge in being used as simple gaming devices. Games for these 

devices are developed to target the specific operating system or platforms supported on the 

phone. They need not necessarily be networked, however, availability of Internet connectivity on 

such devices can easily be exploited to deliver games that behave much like the ones in a web 

browser.  Games for mobile devices are, however, designed to make effective use of the limited 

hardware and processing capabilities. Multiplayer capabilities are also somewhat limited in such 

mobile devices.  

SERIOUS GAMES 

It should be obvious to the reader that the kind of games we're discussing are designed with 

objectives in mind other than the sole entertainment of the player.  Developers and educational 

researchers have been combining computer game design and learning principles to grow a class 

of games referred to as ñserious games.ò  Serious games have ñan explicit educational objective, 

and are not intended to be played primarily for amusement.ò (Michael & Chen, 2006, p. 21).  

Given that serious games are designed with the intent to bring about change in beliefs, attitudes, 

perceptions, knowledge, or behaviors, they are a kind of ñpersuasive technologyò as defined by 

Fogg (2003). 

Despite the newness of serious games, a number of good examples of them can be found.  

HopeLab of Palo Alto CA (www.hopelab.org) has been developing games that help people cope 

with various kinds of health issues.  Their Re-Mission game is designed to help minors cope with 

cancer by shaping good health behaviors and attitudes.  

As another example of a serious game, America's Army (www.americasarmy.com) is 

considered by some to be one of the most highly visible serious games to date.  The game was 

developed with both recruiting and entertainment objectives in mind.  Based on its popularity it 

was ported for use on consumer game consoles. 

Humana Inc. launched an initiative in 2007 called games for health 

(www.humanagames.com).  Their games, and the research program underlying them, are 

intended to promote physical and mental well-being.  Their premise is that you can ñplay your 

way to better health.ò 

The emerging importance of serious game applications has been noted by the academic 

community.  A number of U.S. universities that include Michigan State, University of Southern 

California, Wisconsin, and Simon Frasier have graduate level curricula or degree programs on 

serious games.  Each year there are conferences held around the world about serious games that 

facilitate the growth of a global interest community. 
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PURPOSIVE GAMES 

The focus of serious games is on change in the player.  What we call ñpurposive gamesò are 

designed with the intention of satisfying organizational learning objectives.  Examples of such 

objectives include making predictions, and taming unstructured data in order to provide better 

discovery and decision support services.  The distinction between serious games and purposive 

games can be fuzzy, since games designed for a purpose other than player pleasure can be 

intended to achieve multiple goals.  America's Army is an example of this. 

Purposive games are being deployed in a variety of domains.  Hopelab has RuckusNation, a 

community-based on-line game designed to fight childhood obesity by generating new ideas for 

leading more active lifestyles.  The Institute For The Future (www.iftf.org) has launched 

SuperStruct (www.superstructgame.org), a massive multiplayer online game (ñMMOGò) 

designed for forecasting.  Free Rice (www.freerice.org) is a vocabulary game for ending world 

hunger and also providing some free education. 

Louis (ñBig Louò) von Ahn and his colleagues at Carnegie Mellon University (CMU) have 

developed a series of games that have been implemented by Google and elsewhere.  They are 

generally about solving difficult computing and machine intelligence problems by harnessing 

human perceptual and cognitive abilities.  They embed what we call ñhuman computing tasksò in 

games for generating labels for images, for dealing with semantic ambiguity, and for other 

problems that computers have difficulty with as compared to humans.  Google's implementation 

of some of von Ahn et al.'s games can be found at www.gwap.com.  CMU versions are currently 

at www.espgame.org. 

As far as we can tell, a widely accepted taxonomy of purposive game types has yet to 

emerge.  We currently classify them as follows. Note that in each case, the primary intention is to 

generate some kind of new information or knowledge for the main stakeholder in the game, its 

sponsoring organization.  Also, note that the boundaries of these categories are fuzzy, and that 

any single game may have the DNA of more than one type. 

Labelling games. these are games used to classify or label exemplars.  Von Ahn and 

Dabbish (2008) provide several examples of games we consider to be of this type. 

Prelec's (2001) Information Pump is an example applied in the marketing research 

arena. 

Prediction games.  These are for forecasting or predicting events that have yet to occur. 

Accuracy/consistency games.  These are games in which players are rewarded for the 

precision or reliability of their responses.   

Content Generating games.  In these games, players generate new content.  The nature of 

the content is constrained by the rules of the game.  

PURPOSIVE GAMES IN MARKETING SCIENCE 

Academic researchers have begun to develop and test a variety of purposive games.  Of 

them, predictive markets, also called ñvirtual stock markets,ò may be the best known.  A 

predictive market is one in which participants, or ñtraders,ò buy and sell ñcontracts,ò or shares, 

based on an event that has not yet been observed (Spann & Skiera, 2003).  The contracts express 
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some future event, such as a particular team winning a championship, or a product achieving 

market share dominance by a particular date.  Wolfers and Zitziwitz (2004) provide a useful 

summary of common types of contracts.  But suppose, for example, that the objective was to 

predict whether Boston Red Sox would win the 2009 World Series. You could define a stock, or 

contract, for this prediction that would be worth $1 per share if the Red Sox actually did win, 

with an initial offer price of, say 10 cents a share.  When this stock is traded in an efficient 

enough market, the trading price per share is arguably the best predictor of the probability of a 

Red Sox win that can be had.  The market would close when it was possible to know with 

complete certainty whether the Red Sox would win the Series.  If they didn't make the play-offs, 

for example, the market would close then.  The many issues to be considered in designing and 

running predictive markets are reviewed by Spann & Skierra (2003) and Wolfers and Zitziwitz 

(2004). Pennock (2004) proposes a procedure for dealing with inadequate liquidity and ñthinò 

markets. 

In the arena of marketing research, Ely Dahan and his colleagues have described different 

kinds of predictive market applications.  Dahan and Hauser (2002) and Dahan, Lo, Poggio, Chan 

and Kim (2007) describe using markets to evaluate concepts.  Dahan and Spann (2006) describe 

using them to evaluate concepts as well as product attributes.  Note that in the applications of 

these authors to the case of product concepts, few or none of the concepts treated may ever be 

turned into real products.  The markets for them are closed at a pre-defined time, and they are 

usually run for not more than 60 minutes.  The prices at market close are the measures of 

interest.  Gruca and Goins (2008) have examined the influence of social network characteristics 

on how traders price contracts in predictive markets.  Not surprisingly, we consider prediction 

markets as prediction games. 

Drezen Prelec (2001; Dahan & Hauser, 2002) has described a game that is a kind of labeling 

game.  His ñInformation Pumpò is a game that consists of players viewing images and asking 

each other ñtrue or falseò questions about them.  Their interactions occur over a network.  One 

player sees a scrambled, undecipherable image, and functions as the ñdummy,ò or control.  

Prelec claims that the Information Pump can be used for generating consumer language about a 

product or concept.  Matthews and Chesters (2006) have done conceptual replications of Prelec's 

procedure while having their players interact face-to-face.  We consider the Information Pump to 

be a type of labeling game, but the case can be made that it's a content generating game. 

Min Ding (2007) and his colleagues (Ding, Grewal & Liechty 2005) have extended 

conventional conjoint tasks into what they call ñincentive-aligned conjoint.ò  The objective is to 

improve the reliability of preference measurement.  Their procedure creates a real financial 

incentive for research participants to provide their most accurate and reliable responses by 

offering them an opportunity to obtain a real product in a true economic exchange, the specific 

terms of which are determined by their modeled responses in the conjoint task.  Ding and Ding et 

al.'s results unequivocally indicate that the financial incentives they used significantly improved 

data quality. 

Ding, Park and Bradlow (2009) describe an alternative to traditional conjoint measurement 

they call ñbarter markets for conjoint analysisò in which players are assigned specific concept 

and cash, and over a series of rounds in which they are randomly paired and in which they can 

exchange their concepts and cash.   Subsequent to this play, a round and a player are randomly 

selected, and the player is given the cash and concept they have at the end of that round.  Ding et 
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al.  demonstrated that barter markets can produce results with  better external validity than 

choice-based conjoint, and that the advantage they observed persisted at least two weeks after the 

tasks were performed.  We classify barter markets as an accuracy/consistency game, since as is 

the case with incentive-aligned conjoint, consistent responding on the part of players is what is 

rewarded in them. 

Toubia (2006) designed and evaluated a kind of group ideation game in which players 

address a particular issue or problem, making contributions to generated content that is organized 

in an interface that is like a outliner.  He experimented with how game points for contributions 

by players are allocated, and demonstrated that he could vary the extent to which particular ideas 

are elaborated by changing the balance of points allocated to individual contributions versus 

those given for contributing content that other players built from.  Toubia's method is being 

applied to commercial applications by the firm Applied Marketing Science, Inc. (www.ams-

inc.com) under the moniker ñIDEALYST.ò  This game is a content generating game.  We discuss 

an application that is similar in spirit in the section ñDiscussion Games,ò which follows below.  

In our application, we used rules based on linguistics theory, a player interface metaphor 

consisting of a discussion forum, and incentives aligned with performance in the form of game 

points that converted into cash, chances to win prizes, or other rewards. 

Some very recent developments include Ding and Hauser's (2009) ñSleuth Game,ò and 

Toubia et al.'s ñproduct pokerò (Toubia, Stieger, De Jong &  Fueller, 2009).  Ding and Hauser's 

game is a game of clues with a survey built into it.  The players have either the role of sleuth or 

clue-giver, with the former having the task of inferring the preferences or other responses of the 

latter.  Incentives are aligned with performance in these games, with the payoff for both roles 

depending on the accuracy of inferences made by the sleuths.  Toubia et al.  have adapted the 

game of poker to define a purposive game that has incentives aligned with measurement 

outcomes and that produces results analogous to conjoint measurement.  Ding and Hauser's and 

Toubia et al.'s procedures are accuracy/consistency games. 

GAME DESIGN AND IMPLEMENTATION ISSUES 

The superordinate goal is to define a game activity that will produce the knowledge that is 

sought.  Accomplishing this in an effective while practical way requires addressing a number of 

different issues.  Following is an enumeration of some of the significant issues that we have had 

to consider in developing game applications, or that are discussed in the game design or human-

computer interaction literatures.  They pertain to games that are electronic and that mostly are 

played over networks. 

1. It must be possible to define game rules that will enable the desired observations or 

inferences.  One implication of this is that explicit measurement objectives must be 

specified. The essential question is, ñWhat is it that the game is supposed to allow us to 

learn?ò  This seems like an obvious point, but even if so it's not necessarily an easy 

objective to satisfy.  It can be a challenge to design an activity that people will engage in.  

It can also be difficult to design an effective measurement task.  The intersection of the 

two can be at least doubly difficult.  It's useful to think of a purposive game as a new 

product.  Successful launch and productive play require care in design and testing. 

2. The intended players should be likely to possess the skills and knowledge that make it 

possible for them to play ñsuccessfully.ò  At least some players should be able to 
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experience some modicum of success, and if not in terms of winning, at least in the 

process of playing.  If the game is too hard, players won't attempt it for long.  If it is too 

easy, they also won't play it for long. 

3. If the process or outcomes of the game itself are not going to be rewarding enough to 

compel the desired behaviors and outcomes, rewards external to the game itself should be 

implemented.  We'll discuss this issue further in the section that follows that is about 

motives and incentives.  In some cases you may need to, or want to, pay players for 

participating or based on their performance. 

4. For games in which the rules and measurement objectives require players to interact, 

rather than playing independently, the nature of possible player interactions should at 

least do no harm to accomplishing the game objectives, and in best case it should 

promote accomplishing them.  Depending on the nature of the game, the desired 

interactions between players may be competitive, cooperative, or both.  In some kinds of 

games, such as Ding et al.'s ñbarter markets,ò predictive markets, and the Information 

Pump, players benefit by being able to observe the in-game behavior of other players, but 

behind-the-scenes collusion between players in these games would be injurious to the 

quality of the game results.  On the other hand, in other kinds of games, like Toubia's 

(2006) ideation game or in the Discussion Game to be described below, players can 

benefit by working together in ways constrained by the prevailing rules.  In some 

circumstances it may be very difficult to prevent collusion behind the scenes. 

5. The nature of the knowledge generation process underlying the design of a game 

determines when a game reaches its ñend state,ò i.e., when it is finished.  Some games 

end naturally or by design, e.g. the predictive market for a contract on the occurrence of 

some event by a particular time, Ding et al.'s incentive-aligned conjoint measurement. 

Other games, such as the discussion games described below, end when the players stop 

playing.  In this case it can be difficult to predict with any precision how long it will take 

for a game to complete.  

6. Whether a game in which players interact is designed to be played in ñreal timeò or 
asynchronously should depend on the nature of the player's task.  Play in real time can 

encourage player engagement, and promote excitement.  A good example is Von Ahn's 

ESP game (www.espgame.org).  When coupled with a short play duration, real time play 

may also discourage complex problem-solving behavior and creative ideation.  A sense of 

urgency may be imparted in asynchronous play scenarios if there are enough players 

involved.  In our Discussion Game, for example, a typical game is run for two to three 

days, and players do not need to be logged in on a continuous basis.  It is clear to us that 

players' perceptions of the rate of competitive activity of other players motivated many to 

log in often.  This has been particularly apparent in cases in which the rewards for 

performance were zero sum, or when they were unconstrained. 

7. What kind of analyses will be enabled (or required) by the data produced by the game. 

The kinds of data produced vary greatly as does the difficulty in analyzing them.  Games 

like incentive-aligned conjoint and barter markets produce utility measures comparable to 

conventional conjoint procedures.  Conventional modeling procedures can be used to 

analyze them.  Predictive markets produce aggregate level estimates, e.g. of the 

probability of an event occurring, as a direct result of trading activity, but little in the way 
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of data that can be used to understand player heterogeneity.  Toubia's ideation game and 

our Discussion Game produce poorly structured text data.  They require the most use of 

ñhuman computingò to make the best use of it, and as a result are the least scalable from 

the perspective of knowledge extraction. 

8. What kind of feedback can be provided during and after the game.   Game players benefit 

from, and usually appreciate, feedback on their performance, as a general rule. Feedback 

during play can increase engagement and encourage completing a game. 

9. Whether adequate usability and system performance can be attained.  The player 

experience is important for purposive games to be as effective as possible.  When games 

are intended to be played over networks by players using their own technologies, it is 

critical to design and engineer for the lowest level of capability their technologies should 

adequately support, or to define the player universe in terms of what their technologies 

are.  There are both client side and server side issues for game implemented across the 

Web.  Client side constraints include the processing capacity of players' computers and 

the capabilities of the various browsers they might be using.  On the server side, 

bandwidth, processing speed, response time, and reliability (e.g. in terms of up-time) are 

the major concerns.  Security is also an important consideration, given that the code and 

the data generated by using it are likely to be proprietary.  These issues are not 

qualitatively different than those pertaining to online survey platforms, but they will 

generally be more critical to successful implementation. 

10. Whether the case for implementation can be made based on development cost and 

expected useful lifecycle.  Complex game systems like predictive markets and our 

Discussion Games require significant investment in development, and so it's important 

that an adequate business case can be made for them.  Other, simpler games, like 

incentive-aligned conjoint, can be run without developing special technology, albeit at the 

cost of some additional administrative overhead and human effort as compared to choice-

based conjoint. 

11. Can the benefits be demonstrated?  Marketing researchers and decision-makers often 

hesitate to adopt measurement or idea generating procedures that are new or unfamiliar.  

And clients are unlikely to fund controlled experiments to assess a game's efficacy, or 

even to have the patience to see them done.  But it still may be necessary to provide 

empirical evidence that a particular game ñworks.ò  

12. Is it legal?  It may or may not be; whether it is depends on what and how players win, and 

where they play.  See the next section. 

GAMES CAN GET YOU INTO TROUBLE: LEGAL ISSUES
1 

When implementing purposive games where as incentives in the form of money or other real 

assets are at stake, it is essential to ensure that the regulations and legal requirements of where 

they are to be played, are taken into account.  Different legal jurisdictions have different rules 

regarding games in which money or other assets can be won.  They all make a distinction 

                                                 
1 The authors are not attorneys and are not in this section offering legal advice.  The sole purpose is to summarize some issues that may be 

sources of risk for those who may implement purposive games.  Readers who have particular game implementations in mind should seek the 
counsel of an attorney for a review of the issues relevant to their intended application. 
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between games of chance and games of skill.  The key differentiation between these two types of 

games is what predominantly determines who wins, skill or chance.  The distinction is often 

blurry and it varies across locales.   

What defines predominance is often based on legal precedent and the decision-making of  

local court systems.   For example, poker is considered to be a game of skill in some jurisdictions 

(e.g. South Carolina), and so where money is involved it may or may not be gambling.  In other 

places, e.g. Illinois, any game, skill or chance, that is played for money or other winnings is 

considered to be gambling and is illegal.   In Canada, only the ñpurestò of games of skill (i.e., 

games without chance playing any role in who wins) are arguably legal.  Anything else may be 

considered to be a game of chance, and illegal.  In many countries and all U.S. states, games of 

chance are illegal or are highly regulated. 

One tactic to consider when implementing purposive games with money or other real assets 

as prizes is to mention language like ñvoid where prohibited by lawò in a terms of participation 

document that all players must agree to before playing.  A terms of participation agreement that 

players must indicate acceptance of is an essential component for games implemented for 

commercial or research purposes.  It should make explicit game rules, how prizes will be 

awarded, who owns what at the end, and other features of a game and its purposes. 

The distinction between lotteries and sweepstakes may also be relevant in some 

circumstances.  A ñlotteryò requires a purchase. Lotteries are illegal in all 50 U.S. states (unless 

they are run by the states themselves, of course), and in many countries.  A sweepstakes is a 

game of chance in which winners are determined by some kind of drawing.  Sweepstakes are, 

strictly speaking, only legal when there is no ñconsiderationò (payment or significant expenditure 

by the player).  Generally, consideration may be monetary in form, or in terms of effort made, 

e.g. playing a game or answering survey questions.  Most U.S. states (Michigan is one exception) 

have adhered to a monetary definition of consideration.  So, purposive games in which 

participants have to pay or make a purchase in order to play and in which chance will determine 

winnings,  can be expected to be seen by the authorities as illegal, while those in which their 

investment is effort are less likely to be so.  In the case where payment or a purchase is required, 

a common tactic is to allow some alternative means of free chance to win.  Hence the frequent 

use of the language ñno purchase requiredò in contest rules. 

Another legal issue is whether what players do in return for monetary or real asset winnings 

is ñwork for hire.ò If players receive incentives for ñmakingò their responses in a game, then it's 

possible that what they win is subject to tax withholding and perhaps payment of some kinds of 

employment benefits will be required.  Game winnings of any sort are taxable as income, of 

course, at least they are in the U.S.  A related issue is who owns the ñwork productò of 

participants.  Ownership of the results, as well as confidentiality terms, should be spelled out in 

the participation agreement, as should the understanding that the player will not be entitled to 

any additional compensation beyond the specified prizes, and that the player is responsible for 

any required tax payments.  
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òWHAT'S IN IT FOR THEM?ó MOTIVATIONS TO PLAY AND  

PERFORMANCE-ALIGNED INCENTIVES 

People play games for a variety of reasons, as suggested above.  In the case of purposive 

games, whatever enjoyment or fame
2
 may be had by playing them may be insufficient to 

motivate enough players to do what is needed, like trying hard and being truthful.  In such cases, 

monetary rewards may be required to inspire adequate levels of play.  The work by Ding (Ding 

& Hauser, 2009; Ding 2007; Ding et al. 2005), Toubia et al. (2006) and others demonstrates that, 

not only do monetary incentives have a beneficial impact on player performance, but particularly 

so when the amount of incentive received by players is proportional to the extent to which they 

contribute to the desired outcomes of the game.  Ding et al. refer to their conjoint procedure as 

ñincentive-aligned conjoint.ò  We refer to games in which cash or other real assets are awarded 

based on player performance as having ñperformance-alignedò incentives.  The impact of 

financial incentives on the behavior of individuals participating in experiments can be complex 

(Cammerer and Hogarth, 1999), and so their use in purposive games should be given careful 

deliberation.  More research is needed on this issue in order to derive a set of practical guidelines 

for use. 

A  PURPOSIVE GAME EXAMPLE:  

A  MULTIPLAYER LINGUISTIC PROBLEM-SOLVING AND IDEATION GAME SYSTEM 

Beginning in 2005 we developed and then deployed a purposive game system designed for 

solving hard problems and generating new ideas by leveraging the collective efforts of 

participants.  At the core of this system is supported a multiplayer activity that we call a 

ñDiscussion Game.ò  In a Discussion Game, players address a problem statement, or ñgame 

topic,ò by making contributions consisting of a type label and explanatory text.  These 

contributions are a player's ñmoves,ò and what they can be and where they are made in the game, 

are constrained by rules.  A Discussion game is an asynchronous activity that is not moderated by 

a leader.  Players receive points for their various contributions, and for the extent to which their 

contributions are built upon by others.  The allocation of points is adjustable to emphasize 

different kinds of results as described by Toubia (2006).  

The contribution types and some of the game rules are derived from Speech Act Theory 

(Searle, 1969).  In Figure 1 is the state space diagram for the linguistic rules used.  It shows the 

allowable types of contributions in the ovals, e.g.  ñAnswerò or ñQuestion,ò and the allowable 

relationships between them as arrows.  As an example of the latter, by referring to Figure 1 you 

can see that an Argument can be made for or against an Answer, but neither kind of argument can 

be made in response to a Question.  These state-space rules are enforced by the system, which 

only allows players to use legal types for their contributions.  Adaptations of versions of them to 

organizing collaborative problem solving efforts have been made by others (Conklin & 

Begeman, 1988; Kunz & Rittel, 1970; Rittel, 1980; Wittes Shlack, 2006).  

                                                 
2 In some kinds of games, leader boards, or public rankings, have proved to be powerful motivators for some players. 
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The linguistic rules are just one kind of rule used in a Discussion Game.  Another type of 

rule, which we refer to as ñsoft rule,ò is enforced by the players themselves.  One kind of soft 

rule, for example, is that what a player contributes to a game must be new and relevant to the 

discussion topic or problem statement.  To enforce rules such as this one, we use a ñchallenge 

systemò that would reward players for detecting rule violations committed by other players.  It 

uses a process similar to that described by Toubia (2006).  Such challenges are adjudicated by a 

ñdiscussion manager,ò a person whose role is to monitor game progress and to be the ñadult at 

the wheel.ò  The discussion manager has complete authority over all game activities, including 

ending games and getting rid of any misbehaving players.  Her word is Law.  Other kinds of soft 

rules are the contribution type and text entered to explain it must agree, and what is added as a 

contribution must make sense to other players; it can't be just gibberish.  

Here is how a game is run.  First, players are recruited if the desired type and number of them 

is not already registered on the game system.  Next, the problem statement or discussion topic for 

the game is created.  It typically consists of a couple of sentences given some background 

information, and a statement of the issue to be addressed.  The issue may be in the form of a 

question, such as ñWhat kind of movie plot would make for a blockbuster?ò  The discussion 

topic may include supporting content such as images or references.  The game is begun by giving 

the players selected to play it access to it by making it visible to them when they log in to the 

system.  Each player can then make contributions following the game rules.  This is done using 

pull down menus and dialog boxes available in the game interface.  The interface looks like an 

online discussion forum 
3
, but it also includes contribution typing menus, help and instructions, 

and game discourse navigation tools.  Players log in and contribute at will until the game is 

ended by its Discussion Manager.  This is usually when activity in the game ceases, or when 

there is no more time to let it run. 

                                                 
3  The premise behind a discussion forum as the interface metaphor is that new players' familiarity with online discussion forums will inspire 

some confidence in them.  

 

Figure 1: 

State space for Discussion Game linguistic rules. 

For details, see text. 
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This games system as a whole is run from a multiprocessor internet server, which when 

properly configured is securely accessible by players and game managers from anywhere on the 

Internet using only a common web browser.  It is built on open source components that include 

Linux, Apache, Javascript, Java, Tomcat, and PostgreSQL, and can support multiple game 

instances running simultaneously.  The names of the contribution type that players see in a game 

can be customized on a per game basis.  For example, the ñArgument Againstò contribution type 

can be shown to players as ñDisagree.ò  Other interface elements are configurable, as well.  The 

system provides each player with an account page for tracking activities and their game points, 

and provides all players with tutorials about how to play, example games, and games for fun.  It 

also provides some complementary game types for summarizing and scoring the results of 

discussion games, and player and game management functions for assigning players to particular 

games, player communications, managing rich media content, and so on. 

Since we began to use this system for commercial purposes in 2006, we have run over 50 

rounds
4
 of games with applications to issues that included brand extension opportunities, product 

attribute definition, web site improvement, and event design and planning.  The individual games 

have involved from a dozen to approximately 900 players.  Most have run over a two to three 

day period.  The incentives used have ranged from cash prizes based on both points earned and 

drawings, to discount coupons with levels of value corresponding to game points earned, to 

weights for votes on what charities should receive cash contributions. 

OUTSTANDING ISSUES AND CONCLUSIONS 

Purposive games in marketing research are a recent innovation, and there are many issues to 

be addressed regarding using them most effectively.  One of these is how to choose players.  For 

some kinds of games, like for incentive-aligned conjoint, what's probably most important is that 

they are a sample that the required generalizations can be made from, and that they are 

competent enough to understand and perform the task.  For games like the Information Pump, 

Toubia's (2006) ideation game, or our Discussion Game, diversity and depth of topic-related 

knowledge and opinions may be relatively important.   

Another issue is the design of incentives.  It's clear (at least anecdotally) that in some 

applications, non-monetary rewards like recognition on leader-boards, championships, and 

donations to worthy causes can be effective.  But from a practical perspective, and in particular 

where financial incentives are involved, it's not obvious how much is enough to attain results that 

are better in the sense of leading better policy decisions than might be obtained using 

conventional methods.   

All in all, and despite the questions that remain to be answered about purposive games, we 

believe that the evidence of their efficacy is accumulating.  We expect to see purposive games 

continue to get attention in academia as a worthy research topic.  Given that there are examples 

like incentive-aligned conjoint that require no investment in new technology, we also expect 

them to be adopted by practitioners seeking to improve the quality of their results, or to generate 

data that otherwise couldn't be produced. 

                                                 
4 A ñroundò is a sequence of usually three or four games that are related by an overarching learning objective. 
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SURVEY QUALITY AND MAXDIFF: 

AN ASSESSMENT OF WHO FAILS, AND WHY 
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INTRODUCTION: SURVEY QUALITY TO THE FORE 

The topic of survey response quality has come under renewed scrutiny as online panels have 

become the de facto sample source in many sectors of the marketing research industry.  The 

increased reliance upon online surveys has brought about industrialization of respondent 

recruitment, and with it an increased awareness of the types of individuals who feed the survey 

production line.  Professional Respondents, Quick Responders, Late Responders, Straightliners, 

Hyperactives, Cheaters é donôt people take surveys for the good of society any more? 

Concerns over online survey and polling quality are merely the latest representation of a 

historical tug-of-war between the difficulties of reaching a target audience and the adaptation of 

survey methods.  The public failure to predict Trumanôs presidency in 1948 came at a time when 

social participation was greater than it is today, but with relatively limited channels for surveying 

individuals.  In 2009, we are at the other end of that spectrum, and face challenges aligned with 

technologically-advanced survey tools that are applied to a fragmented and uncooperative 

general public. (Figure 1) 

Figure 1. 

The evolving environment for survey research 
 

 

The difference in the quality discussion today versus 10 or 20 years ago is that it is grounded 

in an unprecedented amount of information available for analysis, regarding respondents and 

survey topics.  These forces were reflected in the 2008 US Presidential election which featured 

ongoing meta-analysis of polls from Nate Silverôs 538.com tracking website and popular 
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discussion of voter segments, under-representation, and other heretofore esoteric methodological 

topics. 

For many companies, the speed and cost-effectiveness of online survey methods has enabled 

research to become an ongoing process that touches multiple stages of a product or corporate 

lifecycle.  If studies donôt produce consistent results, this creates obvious problems for both 

research supplies and consumers.  Such was the case in 2006, when Kim Dedeker (then a VP at 

Proctor & Gamble) presented her companyôs issues with respondent quality at the Research 

Industry Summit on Respondent Cooperation.  She later summarized her comments in writing: 

ñThere are many examples I could share of what can happen when research quality is 

compromised. Instead, Iôd like to tell a story about the real pain for P&G. Itôs something 

that weôve seen time, and time again across businesses and across geographies. Itôs when 

we field a concept test that identifies a strong concept. Then our CMK manager 

recommends that the brand put resources behind it. The marketing, R&D and research 

teams all invest countless hours and make a huge investment in further developing the 

product and the copy.  Then later, closer to launch, we field concept and use tests and get 

disappointing results. And rather than finding an issue with the product, we find that the 

concept was no good. We realize that the data weôd been basing our decisions on, was 

flawed from the start.ò (Dedeker 2006) 

With this call to action, the industry quickly focused on two key aspects of online survey 

quality ï panels and respondents.  Panels have long been the subject of scrutiny regardless of 

mode, questioned for their ability to represent audiences based solely on self-selected 

participants.  In the Internet age, those participants are able to generate more survey responses 

with less validation than in days when a mailing address or landline telephone provided slower 

response but some semblance of identity. 

To be fair, there are other aspects of quantitative survey methodology that have as much if 

not greater impact on the overall quality of the research. (see Figure 2)  These ñusual suspectsò 

are the most visible link in the quality chain and the easiest to quantify, so in some respects they 

warrant the attention.  Without holding all other components constant, any discussion of survey 

quality is necessarily incomplete. 

Figure 2. 

Elements of survey quality 
 

Å Target definition (understanding the market)

Å Sample frame (panels, lists, intercepts, modality)

Å Sampling (consistency in access, management)

Å Survey design (asking the right questions)

Å Survey implementation (asking the questions right)

Å Survey administration (programming, quotas)

Å Survey response (understanding, authenticity)

Å Survey results (interpretation, validity)
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Nonetheless, a renewed focus on sample sources and respondent activity has yielded 

substantial industry progress as panel providers and researchers delve into the behavior that 

defines our primary product.  Conferences and monographs dedicated to the subject have focused 

on three aspects of quality control: 

Respondent validation and sample management 

Survey design considerations 

Data review 

The first element is largely under the purview of sample providers, who are in the primary 

position to manage respondent recruiting, validation, and relationship management.  For the 

typical research supplier or client, items 2 and 3 are proximate elements of survey quality that 

can be addressed immediately. 

Survey design in the online environment has experienced the inertia of standards and 

practices ingrained through years of paper and telephone surveys.  Checkboxes and grids have 

not only survived but flourished, veiled behind the illusory simplicity of automated skip patterns 

and piping.  The mechanics of computerized interviews put quality at risk when ease of survey 

implementation is summarily equated with attention to survey response.  Researchers have 

pointed out that simply forcing response and shortening the omnipresent grids have tangible 

benefits to survey quality (Cartwright 2008). 

Looking beyond the incongruity between online and offline surveys, there are varying 

opinions about how to leverage the particular benefits of the web-enabled survey environment.  

Since the browser enables an interactive survey environment, even basic visual cues can improve 

survey quality when they imply interaction analogous to a moderated interview (Miller and 

Jeavons 2008).  The use of real-time chat moves beyond implied observation to actual 

interaction, with additional quality benefits. 

How far should survey design go to incorporate all the possibilities offered by a web-based 

interface?  Flash-based surveys use animation and interactive elements to make surveys more 

graphically appealing and engaging than the traditional radio buttons and check boxes.  

Proponents argue that such advances are the realization of what online surveys should be, and 

that departing from the old paradigm brings a new vitality to the survey experience, all of which 

presumably translates to higher quality information.  Others point out that very few web 

destinations actually integrate graphical elements such as slider bars or drag-and-drop, and that 

these survey innovations actually remove the respondent from their comfortable norms (Goglia 

and Turner 2009). 

MEASURING SURVEY QUALITY 

Regardless of whether you are a traditionalist or innovator regarding survey design, the 

impact of quality is ultimately measured in the responses obtained.  In this arena, there is greater 

continuity across researchers as to how to approach the quality issue.  To varying degrees, data 

quality is measured by a series of metrics that attempt to capture aberrant and undesirable 

activity within the survey ï laziness, inattentiveness, inconsistency, exaggeration, and outright 

lies.  Figure 3 provides examples of metrics and the aspects of quality we hypothesize that they 

reflect. 
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Figure 3. 

Quality metrics and proposed dimensions 

 

While there are various categorization schemes relating metrics to the underlying behavior, 

there seems to be general agreement upon a core set of quality indicators.  After assessing the 

state of online research quality, the publishers of ñPlatforms for Data Quality Progressò (RFL 

2008) recommend implementing ñtrapsò to identify the following types of quality violations: 

Speeding ï moving through the survey too fast to provide legitimate attention 

Straightlining ï repetitive use of scale positions  

Contradictions ï providing inconsistent or false information 

Collecting metrics is only half the battle: What is to be done with the results?  When quality 

reviews have been published, the metrics are used to generate a scoring system that associates 

poor quality with greater incidence of springing the various ñtrapsò (Baker and Downes-Le Guin 

2007).  This approach reflects research into respondent behavior that reveals individuals engage 

in various forms of ñsatisficingò to simplify the cognitive process of wading through surveys 

(Krosnick 1995).  Some elements of satisficing are captured directly through metrics while 

others are implied based on assumptions about how a particular metric relates to quality.  For 

example, straightlining is a specific form of satisficing, while speeding is likely indicative of 

cognitive shortcuts in general. 

The primary issue confronting any quality assessment is the identification of cut-off criteria 

that separates low quality respondents from those providing acceptable survey data.  This task is 

daunting given the multi-dimensionality of the quality issue.   

Fraudulent respondents should ideally be purged, but lies and mistakes are not always 

indistinguishable within a data stream.  Many respondents will invariably falter at a particular 

question type or in the latter stage of a survey, setting off quality alarms although taking the 
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survey in good faith.  There is seldom a bright line of performance that tells us when a 

respondent is unreliable enough to warrant exclusion.  Ultimately it is up to the analyst to define 

their own standards of fraud and their own tolerance for inconsistency. 

Those standards must necessarily change across studies, which place varying demands upon 

respondents and provide varying opportunities for validation.  Various methods for standardized 

validation include a periodic ñcheck questionò in which the respondent is asked to select a 

particular value (e.g. ñselect 2 to continueò), or consistency checks across questions that are 

repeated at the beginning and end of the survey.  Failure to perform such tasks is assumed to be 

indicative of fraud or extreme inattentiveness. 

While such overt validation has the benefits of simplicity and consistency across studies, it is 

a blunt instrument that can frustrate legitimate respondents and alert illegitimate ones (Baker and 

Downes Le-Guin 2007).  Additionally, these tasks contain little analytic content that can be 

compared against other metrics for multivariate consistency.  A preferable quality measure would 

be one that evaluates consistency in a more complex fashion that overcomes these limitations.  

Fortunately, there is such a measure widely available in marketing research surveys. 

ENTER MAXDIFF 

Maximum Difference Scaling (MaxDiff) has become a widely used method to gauge 

differing levels of response (importance, association, etc.) across list items (Finn and Louviere 

1992, Cohen 2003).  The technique has many benefits over traditional rating scale measurement, 

primarily the elicitation of greater differentiation and elimination of various scale usage biases. 

Through the course of a MaxDiff exercise, the participant will see any given list item 

multiple times, and compare it against other list items both explicitly and implicitly.  For the 

purposes of data quality, this provides an interesting test of consistency within a self-contained 

experimental context.  In effect the respondent is asked to replicate their preference, but the 

context of a MaxDiff design is not as heavy-handed as a value selection test or question 

repetition. 

The responses to MaxDiff are typically analyzed using Hierarchical Bayes (HB) to estimate 

individual-level coefficients associated with each list item.  Modeling with HB leverages 

parameters from the entire sample to produce each respondentôs coefficients, and produces a fit 

statistic indicating how well the resulting model fits their observations (Orme 2005). 

Turning this perspective around, the Root Likelihood (RLH) fit statistic is indicative of 

consistency ï a person who answers at random will score a very low RLH while the person who 

answers with extreme consistency will score a very high RLH.  Theoretically the RLH score can 

range from 0 to 1.0 (reported * 1000 in Sawtoothôs tools), but in practice the low end will be 

dictated by the MaxDiff design.  In a typical MaxDiff showing 5 items per set, responding at 

random should yield an RLH in the low-to-mid 200ôs (Sawtooth 2005). 

Those familiar with HB estimation of conjoint data will know of the RLH statistic.  It is 

important to note that in a choice-based conjoint, RLH may not be indicative of quality as the 

respondent may adopt a response strategy that appears consistent but in fact represents the very 

simplification we are trying to eliminate.  For example, a respondent who simplifies a 

motorcycle conjoint by always selecting the ñblueò option to the exclusion of model and 

performance may yield a high RLH while producing spurious coefficients.  This scenario is not 
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applicable in MaxDiff, as the rotating combination of list items confounds a simplification 

strategy predicated on repeatedly favoring one or two items.  Thus satisficing in MaxDiff is 

much more likely to appear as random responses, and low RLH. 

Another benefit of MaxDiff is that it typically relates directly to the content of interest in the 

survey.  Quality metrics that stem from ñtrapò questions might well be expected to suffer greater 

attention lapses to the degree that they tangentially related to the topic of interest, and thus seem 

less deserving of the respondentôs attention.  A MaxDiff exercise that is a core survey component 

should be less susceptible to transitory quality lapses associated with off-topic material.  

Consider this effect in comparison to straightlining metrics compiled from rating scales 

across an entire questionnaire.  In a typical product- or brand-oriented survey, it is not 

uncommon to have rating scales that pertain to the core topic (e.g. importance) supplemented 

with ratings for profiling product usage, category engagement, personality types, past or intended 

behavior, concept assessment, or attitudinal assessments.  Rating ñgridsò (multiple rating 

questions stacked together) are known contributors to survey fatigue and satisficing, 

compounded through repetition and declining content relevance.  In comparison to straightlining 

metrics, a focused MaxDiff exercise might be more indicative of quality of consequence rather 

than quality from fatigue or design. 

IMPLEMENTING MAXDIFF AS A QUALITY METRIC 

At Illuminas, we have long taken the issue of survey quality to heart, and incorporated a 

series of quality assessments into each survey to help identify ñbadò respondents.  Those who 

answer too quickly, too haphazardly, or too intransigently are jettisoned from the research.  Yet 

lacking external validation, our approach has typically been conservative, only removing those 

who exhibit the most extreme combination of speeding, straightlining, and inconsistency. 

The increasing popularity of MaxDiff assessments and individual-response models courtesy 

of HB have provided a fresh perspectives on survey quality.  We have the opportunity to 

integrate MaxDiff performance, specifically we attempt to determine whether there is a 

relationship between poor MaxDiff model fit and standard quality assessment metrics.  With this 

combined perspective, we hope to establish guidelines that incorporate multiple aspects of 

response quality, and understand the specific response characteristics that are most likely to 

contribute to poor data quality.  Given the inherent consistency of the RLH fit measurement, this 

analysis can incorporate multiple studies of different content and subject matter. 

Over the course of our assessment, we seek to evaluate several questions related to quality: 

Can MD serve as a validation of quality? 

Does the presence of MD moderate or add to quality issues overall? 

How does MD perform in the presence of ñtraditionalò quality issues? 

Does MD performance tell us anything about how traditional quality metrics can identify 

problem responders? 

Does MD suffer from any unique quality issues that should be monitored? 

Who does ñwellô at MD, who fails, and why? 
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META-ANALYSIS 

Over the past few years, Illuminas has developed an extensive database of historical projects 

that track the following quality measures: 

Time to survey completion 

Propensity to ñopt outò of questions
1
 

Propensity to ñstraightlineò grid questions
2
 

Various metrics of survey satisfaction
3
 

Number of surveys completed in the last 30 days (self-explicated) 

From this combination of characteristics, we systematically eliminate a portion of 

respondents who exhibit multiple questionable survey behaviors.  Rejected individuals are most 

notable for the tendency to complete surveys far faster than average and have a greater 

propensity to straightline. 

We selected eight studies from 2008, representing a broad cross-selection of 10,604 

respondents, to evaluate MaxDiff and historical quality measures.  These studies consist of 

consumers and commercial influencers in North America, Europe, Asia Pacific and Latin 

America.  While Illuminasô client base is predominantly technology-oriented, the survey content 

spanned a relatively broad combination of software, IT infrastructure, media, lifestyles and 

leisure.  Most respondents were sourced from panels, although some commercial studies were 

split between panels and customer-provided lists. 

For all subsequent analysis, previously-rejected individuals have been reclaimed to ensure 

full representation of suspect quality data. 

Looking at the traditional quality metrics, the respondents in these eight studies largely took 

their time, answered questions responsibly, and left the survey with positive evaluations.  The 

range of metrics does show that dramatic extremes are present for every aspect of quality 

tracked, although in very small numbers.  Notably the MaxDiff studies did not differ appreciably 

from the entire research portfolio, other than being slightly longer overall. 

                                                 
1 The ñopt outò variable is the sum of all ñNoneò and ñDonôt Knowò responses divided by the total number of such response opportunities. 

2 The ñstraightliningò variable is the sum of all grid questions sharing the same response within a grid divided by the total number of grid 

questions. 
3 Survey satisfaction represents the average of four ratings related to the survey experience; interesting, efficient, relevant, and time well spent. 
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Figure 4. 

Quality metrics aggregated across studies 
 

 

If we look at the compilation of the ñgoodness of fitò metric (RLH) from MaxDiff across 

these same eight studies, the distribution is immediately notable for the tiered clustering around 

poor performance.  Several factors play into the RLH, which can fluctuate depending on the 

number and complexity of attributes tested and the number of choices shown per task.  In all 

eight studies, respondents evaluated 5 attributes at a time, although the total number of attributes 

ranged from 12 to 22 within 6 to 12 tasks. 

Figure 5. 
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Even after standardizing RLH by study, this group of low performers remained apparent in 

the distribution.  Since standardization should have nullified much of the design effect (number 

of attributes, number of tasks), it may be that many MaxDiff studies will be subject to a 

persistent group of individuals who do poorly at the task. 

Lower-tiered respondents (more than 1 SD below average RLH) demonstrated features that 

are comparable to our low-quality stereotype ï completing surveys quicker than average and 

exhibiting greater tendency to straightline grid questions.  Notably, this group was no more likely 

to opt out of questions and did not take more surveys, disputing two stereotypes of ñprofessional 

respondentò behavior. 

While most of these findings conform with our expectations of response quality, the 

magnitude of the correlations (while significant) was quite small.  This lower-than-expected 

impact, coupled with the clustering of poor MaxDiff performers, led to exploring the non-linear 

relationship between RLH and the quality metrics. 

Distributing respondents according to common percentiles allowed us to isolate any non-

linear associations among extreme performers, and in the case of RLH also created buckets that 

aligned with the distribution of poor performers.  From Figure 6, it is apparent why survey length 

(s_length) and straightlining (pct2) had the most significant correlation with RLH despite their 

non-linear relationships; the drop-off in quality metrics among the lowest 10% MaxDiff 

performers is substantial enough to generate a significant overall linear trend. 

Figure 6. 

Quality metrics in relation to MaxDiff RLH percentile distribution 

 

This comparison validates the assumption that poor MaxDiff performance can be considered 

a quality issue, and the lowest 10% (equivalent to RLH < 300) are most suspect.  It also validates 

that speeders and straightliners suffer consistency problems in an experimental design, while 

varying levels of satisfaction and survey participation have little to no impact. 
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Turning our attention to speeding and straightlining, their relationship with MaxDiff 

performance can also suggest cut-off values that represent the greatest quality risk.  Turning the 

previous chart on its head, we examined the mean RLH score among corresponding percentile 

distributions for survey length and straightlining.  Once again, it is the extremes -- the speediest 

survey takers and the most severe straightliners -- where we see the most severe degradation of 

MaxDiff consistency.  For both metrics, there seems to be a natural break around the 10th 

percentile (lower 10% for survey length, upper 10% for straightlining) when the behavior 

becomes associated with declining quality. 

Figure 7. 

MaxDiff RLH in relation to select quality metrics 

 

There is clearly overlap among these three quality metrics, but from a practical perspective it 

still remains unclear what type of respondents represent a "true" quality risk, and how deeply an 

analyst should consider cutting their sample based on performance.  It is tempting to eliminate 

the worst performers based on any metric, as the lowest percentile seems to be a resting place for 

the inattentive and unconcerned.  Yet in considering multiple metrics, by definition there are 

respondents who "fail" in one category but not the others.  Do they represent quality risks, or 

merely some aspect of response variation that can be explained by cultural difference, selective 

lapses, survey design problems, or the like? 

To further understand the interaction among quality risks, we classified the "worst" 10% 

performers for each metric and determined the overlap across them.  As suggested by the 

interdependence in previous comparisons, the incidence of multiple quality issues is greater than 

would occur by independent chance.  The most likely overlap (relative to chance) is the 

occurrence of all three quality issues, followed by the overlap between speeding and MaxDiff 

"risk."  Conversely, straightlining had the greatest likelihood of occurring without other quality 

problems.  Thus we see that speeding and MaxDiff have the closer relationship while 

straightlining is more apt to be an isolated risk factor. 
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Figure 8. 

Overlap among key quality metrics 

 

Once categorized, profiling by the quality metrics shows how strongly each group deviates 

from the norm.  The complete overlap group is obviously undesirable, as they complete the 

survey in a quarter of the typical time, straightline nearly 2/3rds of all grid questions, and answer 

the MaxDiff as if at random.   

Figure 9. 

Quality metrics among various quality classifications 

 

Other combinations become steadily more difficult to discount as each has a redeeming 

characteristic.  Can we confidently exclude speeders who straightline if they answer the MaxDiff 

exercise consistently?  The resulting actions may depend upon how closely each metric relates to 
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the integrity of the study in question and the analyst's insight into the risks associated with each.  

In a broader sense, it also helps to understand how distinctive the problem groups are, and how 

indicative they are of specific audiences or respondent types. 

Figure 10 shows the relative strength with which different profiling characteristics are 

associated with each quality metric.  To derive the indices shown, the incidence of each 

characteristic within the low quality decile was compared against the incidence across the total 

meta-sample.  A score of 100 indicates that a particular profiling group was no more likely than 

average to be represented in the low quality decile. 

Figure 10. 

Profiling among various quality classifications 

 

The three quality areas reveal similar profiling patterns, with some specific variations by 

metric. 

Commercial studies are more prone to straightlining and MaxDiff problems, but speeding 

is equally prevalent in consumer and commercial studies; 

The US and Canada are most prone to straightlining and MaxDiff problems, and Europe 

has a moderate tendency to join these them in speeding; 

Young males are at risk for all three quality areas. 
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These profiles hold when looking at the overlapping quality issues illustrated in Figure 9; 

young males in North American commercial studies are disproportionate violators of multiple 

quality flags.  When we look at the profile for individual quality violations (e.g. only one of the 

three), the typical profiles change.  As shown in Figure 11, the commercial tendency to 

straightline does not inherently bleed over into other quality issues.  The European speeders 

mentioned above are disproportionately speeding without further quality issues.  And those who 

only have problems with MaxDiff tend to be older, unlike the youthful orientation of 

combination offenders. 

Figure 11. 

Profiling among single-quality violations 
 

 

When contrasted with the consistent profile of multiple quality offenders, the heterogeneity 

among single-quality violations suggests that each quality component has a particular response 

effect associated with it that may be related to cultural or social norms in addition to quality.  

Only when issues appear in tandem do they show a consistent trend towards quality violation 

among a particular group. 

For the analyst, this calls into question the wisdom of culling respondents on the basis of a 

single quality flag.  If Europeans indeed take surveys faster than others with no other adverse 

indications, then indiscriminate deletion will introduce bias (under-representation of a particular 

region and response style) rather than improve quality. 

Likewise, the age effect associated with MaxDiff complications serves as a warning that not 

all individuals play along with our research games exactly as we intend.  While orthogonal 

experimental designs may make perfect sense to practitioners, older respondents may find these 

exercises particularly confusing, tedious, manipulative, or wasteful.  Although it is unclear what 
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Total 100.0 100.0 100.0

Speed Only

MD Risk 
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1  US / Canada 92.2 154.6 129.8

2  Europe 154.3 23.7 48.1

3  APAC 95.5 8.7 77.9
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aspect of MaxDiff creates dissonance with this group, it should give pause to those who impose 

blunt quality gates or consistency checks within surveys, because they are unlikely to be 

interpreted and acted upon consistently across groups. 

THE DEEP DIVE 

The meta-analysis provided a broad perspective on metrics, cut-offs, and relationships, but 

raised questions for further exploration: 

If speeding, straightlining and RLH have disproportionate impact among specific 

respondent types, do other commonly-used quality metrics have similar biases 

lurking? 

Can we measure these biases in terms of varying results? 

For practical and methodological purposes, both questions are better addressed within the 

context of a single study rather than the meta-analysis.  Practically, it was not likely we could 

implement a new battery of quality metrics across eight studies that did not have comparable 

question structures (e.g. use of multiple response, open ends, scales with and without midpoints, 

etc.).  Methodologically, it is impossible to divine a consistent "result" when each study has 

unique goals and hypotheses.  To better address the next stage of analysis, we turned to a single 

research project that offered both breadth and depth. 

Of the 10,604 respondents used in the meta-analysis, 2,919 of them came from a single study.  

This study provided an exemplary source of data since it was broad in many ways beyond its 

respondent count. 

International scope -- X countries with Y different languages.   

Universal topic -- lifestyle preferences for 14 activities 

Question variety -- MaxDiff, rating grids, open-ends, and multi-punch 

In addition to the core quality metrics evaluated in the meta-analysis, this study incorporated 

other measures to capture a greater variety of quality components. 

Number of days in field (early vs. late responders) 

Day of the week 

Out-out specifically for "none" or "no response" (low involvement) 

Out-out specifically for "don't know" (low knowledge) 

Perseveration of overall scale point usage (scale point repetition) 

Perseveration of midpoint usage (ambivalence) 

Usage of multiple response items, including open ends (over/understatement) 

The MaxDiff consisted of a typical exercise, measuring 14 attributes of low complexity (an 

average of 2.4 words per attribute).  Respondents were asked to identify the activity that was 

most / least defining of their lifestyle through the course of 8 tasks.  With 5 attributes shown per 
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task, each item was viewed 2.9 times on average.  Individual utilities were derived through HB, 

which also provided the RLH model fit statistic. 

After further consideration, we hypothesized different ways to track respondent inconsistency 

in the MaxDiff exercise beyond the RLH.  To this end, there were two additional sets of quality 

metrics introduced to this analysis. 

The first type of MaxDiff measures is similar to the perseveration measures for rating grids.  

In much the same way a person might focus their scale responses around a specific rating, they 

might also focus their MaxDiff responses around a specific response position regardless of 

content.  Perseveration would contribute to random-looking RLH fit scores to the degree that the 

design did not favor any particular attributes in any given positions.  Perseveration statistics were 

calculated for both ñmostò and ñleastò responses. 

An example of perseveration is provided in Figure 12.  In this case, the respondent 

consistently chooses position 4 for ñmostò and position 3 for ñleast,ò even though the content of 

those positions fluctuates. 

Figure 12. 

Example of MaxDiff perseveration 

 

The second type of MaxDiff measures is an assessment of the conflicting information 

provided during the exercise.  Each task represents a series of pairwise comparisons, such that 

selecting position 1 as ñmostò would reveal several relationships: 1 > 2, 1 > 3, 1 > 4, and 1 > 5.  

Selecting position 5 as ñleastò would reveal additional relationships: 1 > 5 (which we already 

know), 2 > 5, 3 > 5, and 4 > 5.  Since the MaxDiff computation assumes all such pairings are 

evaluated during the task, any subsequent violation of this ordering will add variability to the 

estimates, which ultimately reduces RLH. 

An example of conflicts is provided in Figure 13.  In this scenario, the individual is not 

perseverating on particular response position, but their answers do create violations in preference 

order.  These violations can occur in a number of ways. 
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Figure 13. 

Example of MaxDiff conflicts 
 

 

In one scenario, the respondent is inattentive to their ñmostò responses, as demonstrated 

between tasks 1 and 2.  In task 1, the individual cites ñqualityò as most important attribute, 

placing it implicitly above all other items in importance.  In task 2, ñreliabilityò is most 

important.  This generates an inconsistency in ñmostò responses, since both ñqualityò and 

ñreliabilityò appear in both lists; regardless of the other three attributes that change, there is no 

reasonable justification for reversing the order of preference between tasks. 

This type of consistency within response also applies to the ñleastò assessments.  Our 

example above is fully consistent in this regard, as ñperformanceò is chosen twice with no 

conflict in ordering.  ñUsabilityò is chosen in task 2 and not task 3, but not at the expense of any 

implied orderings between the questions. 

Another type of conflict occurs across response, whereby the ñmostò and ñleastò assessments 

conflict.  The example in Figure 13 shows such a case between tasks 2 and 3.  In task 2, the 

respondent asserts that ñusabilityò is the least important attribute, placing it below ñinnovation.ò  

However, in task 3 a conflicting order occurs when ñusabilityò is chosen as the most important 

attribute, placing it above ñinnovation.ò  Neither task generates conflicting relationships within 

the ñmostò or ñleastò responses, only when the relationships are viewed across all preference 

assertions. 

Clearly there must be overlap across these MaxDiff metrics.  Even though perseveration is 

conceptually separate from conflict, extreme perseveration will create conflicts.  Similarly, 

conflicts within ñmostò / ñleastò responses are distinct from those that happen across response, 

but elevated levels of one will assuredly contribute to the other.  But interestingly, these metrics 

appear to be relatively independent of all other quality metrics. 

A factor analysis of all quality metrics reveals the broad underlying associations that link 

many of them together.  The varimax rotation from principal components is shown in Figure 14, 

with a relatively even distribution of quality metrics across implied dimensions.  Some of the 

more interesting combinations include: 

Engagement:  Active use of multiple response options (e.g. providing more responses) is 

diametrically opposed to the likelihood to opt out, almost by definition.  More notable 

is that it is also associated with higher survey evaluations (satisfaction).  This 

combination would seem to reflect the respondent's involvement with the survey 

content rather than an explicit quality connotation. 
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Lazy / Fraud:  Straightlining ratings grids is associated with shorter survey length 

(speeding).  This relationship is interesting because it suggests that satisficing may be 

a strategy for actively shortening a survey rather than a reaction to longer surveys 

(which would have resulted in complementary signs rather than opposing ones). 

Active / Pro: The more online surveys an individual completes, the more likely they are 

to be an early responder.  If you are concerned about "professional respondents" 

filling up your survey, manage invitations accordingly to allow more time for late 

responders to participate. 

Relevance: The tendency to use the don't know option is opposite to the tendency to 

perseverate on scale midpoints.  Since many of the DK responses occur within scales, 

this may well reflect a zero-sum decision to either opt out or rate items ambiguously.  

Perhaps this dimension could also be labeled as "scale design" as it would likely be 

affected by the inclusion or exclusion of a DK response option. 

Figure 14. 

Factor analysis of expanded quality metrics 

 

Loading on separate dimensions confirms that MaxDiff performance is, broadly speaking, a 

different aspect of quality than all other metrics collected.  While we have seen that extremely 

low RLH fit is strongly associated with some aspects of speeding and straightlining, the entire 

distribution of MaxDiff perseveration and conflict is orthogonal to the full spectrum of other 

quality indicators.  MaxDiff is indeed bringing something new to the quality conversation. 

A secondary observation comes from the splitting of MaxDiff dimensions between "most" 

and "least" metrics, with the cross response conflict splitting the difference.  Previous research 

has pointed out that individuals answer the two questions somewhat differently, in that they will 

generate different utilities if modeled separately. (Chrzan)  This difference appears to hold true 

for the errors that people make in MaxDiff as well.  It serves as an important reminder that our 
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definition of quality is dependent upon the cognitive process involved; how individuals approach 

a question will dictate their success at answering it. 

With these tools in place, we went about replicating the meta-analysis within the narrowed 

context of this single study.  First, we broke out the enhanced quality metrics by the RLH 

distribution, just as performed with the multi-study data.  However, the RLH distribution for this 

study was skewed higher (i.e. was more "consistent") than for the multi-study data, and thus our 

definitions of the percentiles shifted to accommodate reasonable base sizes for each group.  As a 

consequence, the quality interactions are compressed into a smaller part of the RLH scale 

relative to the broader assessment, as shown in Figure 15.  Note that quality metrics with non-

significant variation across RLH categories are removed for interpretability. 

Figure 15. 

Quality metrics in relation to MaxDiff RLH percentile distribution 

 

While the quality metrics seem to have shifted downwards within the percentile distribution, 

they actually reveal a very similar threshold for RLH that was observed in the meta-analysis.  In 

the cross-study assessment, quality metrics stabilized around an RLH of ~300, which occurred 

above the 10th percentile.  Here, a similar stabilization occurs before the 5th percentile, which 

also represents RLH scores of ~ 300, suggesting that absolute RLH scores are likely to be more 

reliable quality indicators than are relative RLH scores. 

When we replicate the relationship between RLH and the remaining quality metrics, we see 

that MaxDiff fit behaves very comparably within the single-study context.  Our two primary 

metrics ï straightlining and time to completion ï behave as expected at the same 10
th
 percentile 

breaks we observed in the cross-study analysis.   
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Figure 16. 

MaxDiff RLH in relation to select quality metrics 

 

Two additional metrics have notable associations with MaxDiff quality.  Perseveration, the 

more granular version of the straightlining metric, yields insight into the lowest part of the 

distribution where there is no variation for straightlining (a quarter of individuals do not 

straightline any question blocks, but may perseverate on individual scale values).  People who 

have extremely low perseveration, which means they seldom answer with the same scale point in 

any battery, experience a slight decline in MaxDiff quality.  The lowest users of multiple 

response are similarly likely to trend slightly lower in MaxDiff quality. 

These additional two metrics only indicate nuanced quality concerns from MaxDiff 

associated with extremes in their own performance.  From this, it appears that our original 

formulation of speeding, straightlining and MaxDiff is the combination that generates the 

greatest quality concerns, even when several other types of hypothesized quality violations are 

observed. 

Recall our Venn diagram of quality from Figure 9.  Continuing with these segments defined 

by speeding, straightlining, and MaxDiff fit, we can now review these same 8 groups according 

to their MaxDiff-specific quality measures and utilities from the particular MaxDiff exercise 

presented in the ñdeep diveò study.  The Venn diagram is duplicated below, this time with the 8 

segments enumerated for future reference. 
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Figure 17. 

Overlapping quality metrics, labeled 
 

 

The base sizes are quite small for the problem segments.  Yet despite this paucity of cases, 

there are statistically significant (p < .001) differences across all five of the MaxDiff-specific 

metrics that point to specific issues exhibited among those with combined quality issues present. 

Figure 18. 

MaxDiff -specific quality measures by overlapping quality segments 
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Despite the clear difference in tasks, there is a pronounced tendency for straightlining 

behavior to bleed into the MaxDiff task among those who exhibit combined quality problems.  

For those who combine straightlining of ratings grids with poor MaxDiff quality (segments 1 and 

2), more than half of the 8 MaxDiff ñmostò and ñleastò tasks were answered with the same 

response position.  In the cases of greatest quality risk, perseveration transcends question format. 

Our other aspect of MaxDiff quality ï conflicting preference ï also shows a pronounced 

difficulty among the most at-risk segments.  Any group with MaxDiff problems registered 

significantly more conflicts of all types than did those with other problems exclusive of MaxDiff, 

reflecting the basis of the overall exercise.  However, those with all combined quality issues 

(segment 1) also produced the highest number of all conflict types.  If we consider this aspect of 

the MaxDiff exercise to be analogous to ad hoc consistency checks, this suggests that 

consistency problems about as likely to be encountered from those with no other quality issues 

(segment 6) than from those who have combined quality problems (segments 1 2 and 3). 

We were able to profile these problem segments in the same manner as our meta-analysis, 

this time with somewhat more descriptive detail.  The greatest risk to quality still comes from 

young males in the US, although this focused example yielded issues in Spain as well.  The ñat 

riskò segment is also about twice as likely to claim to have purchased an auto recently, with TVs 

and .mp3 players also showing a boost in claimed adoption.  Similar adoption patterns are 

observed among straightliners without MaxDiff issues (segments 4 and 7), whereas pure 

speeders are less apt to indicate any recent purchases. 

Figure 19. 

Profiling among various quality classifications 

Metric At Risk Speeding, 

Straight.

Speeding 

Only

MaxDiff 

Risk Only

Straight. 

Only

No Issues

N 52 37 210 41 55 2524

Country Spain (168)

US (189)

US (245) UK (195)

US (159)

Brazil (175)

Mexico (248)

Spain (178)

US (191) *

Age 18-24 (139) 30-39 (138) * 30-39 (124)

50-59 (128)

* *

Gender Male (142) Male (125) * * * *

Recent 

Purchases

Cars (205)

.mp3 (142)

TV (181)

Cars (209)

TV (175)

None (153) * Cars (150)

Clothes (148)

TV (160)

*

1 2 3 4 5 6 7 8

 

We previously observed that MaxDiff issues can be uniquely tied to older respondents, which 

we confirmed in this focused observation.  But we also see an issue among various Latin 

American countries as well, which may demonstrate unique cultural or linguistic hurdles to 

MaxDiff.  This finding warrants further study, but alone points to the need to understand the 

causes and implications of each quality metric beyond simply assuming that each is inherently 

ñquality related.ò 

What are the implications of excluding individuals with particular quality problems?  For this 

answer we look to the MaxDiff utilities to serve as a reference for results.  If poor quality 

respondents are contributing to conflicting survey findings, then we would assume to find 
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different utilities among those with the most severe quality issues.  Given the small sample sizes 

involved, the three most severe quality segments (1 2 and 3) were combined into a single ñat 

riskò segment for comparison a combined ñlow riskò segment (4 thru 7) and the baseline ñno 

issuesò segment (8). 

Figure 20. 

MaxDiff -utilities by overlapping quality segments 

 

Two conclusions are clear, even with disguised utility definitions: 

The lowest quality individuals produce compressed, less differentiated utility estimates 

across attributes, as represented by the low variability across attributes (5.23); 

The rank order of attribute utilities changes substantially from those observed among 

higher-quality segments, as represented by the high number of rank order position 

changes (1.86). 

These findings demonstrate that dramatic instances of poor survey quality will change survey 

results, as it relates to MaxDiff utilities.  The troubling aspect of this finding is that the ñat riskò 

segment represents less than 2% of this survey audience.  Even with their utilities departing from 

the norm, this group is simply too small to produce a meaningful difference in aggregate results.  

And the larger ñlow riskò segment (12%) has correspondingly milder departures, again 

moderating the quality impact on overall results. 

So while quality clearly can have an impact on results, it seems difficult to pin the entire 

survey variability problem on this particular culprit.  Returning to the other less-influential 

quality metrics suggests a possible alternative explanation. 

ALTERNATE INFLUENCES ON RESULTS 

For the entirety of this exercise, we have been attempting to link MaxDiff inputs and results 

with traditional quality metrics to provide validation to the assumptions underlying quality 

assessments.  This has validated that speeding and straightlining have the largest impact on 
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MaxDiff results, and likewise that MaxDiff performance issues can contribute to a meaningful 

quality risk assessment. 

For the remaining quality metrics that have gone relatively unmentioned ï opt outs, multiple 

response, number of surveys, and the like ï their lack of association with MaxDiff fit  suggested 

they were not strong indicators of broader quality issues.  However, comparing these indicators 

against MaxDiff utilities yields some further understanding of the survey process that bears 

discussing. 

Consider the multiple-response metric ï the ratio of multiple choice responses given to the 

maximum number of responses available.  There are some theoretical reasons why this metric 

should be suggestive of quality: 

Providing too many selections could be indicative of intentional overstatement, whereby the 

respondent is attempting to avoid disqualification due to lack of involvement; 

Providing too few selections could be indicative of satisficing, whereby the respondent is 

skipping through options, selecting the minimum necessary to complete the task; 

But variable levels of multiple response can also be indicative of, most obviously, varying 

levels of participation, sophistication, or experience (depending upon what the multiple response 

items are measuring, of course).  When we examine all aspects of MaxDiff response ï quality 

and utility ï against multiple response levels, there is a very strong relationship with the resulting 

preferences with almost no quality implications. 

The differences in MaxDiff utility (Figure 21) show a similar pattern to that exhibited across 

quality segments.  Lower levels of multiple response are associated with reduced utility for 

Purchase 3 (which is technology-oriented) and elevated utility for Activities 3 and 5 (which are 

entertainment-oriented). 

However the change in utilities differs in this scenario to what we observed in the quality 

assessment.  With the quality segments, we observed that utilities changed rank order 

substantially among ñat riskò respondents, then stabilized towards aggregate results as quality 

increase.  With multiple response groupings, however, the change in rank order is equally 

extreme on both ends of the extreme, but with clearly reversed positions. 

And yet this fluctuation in utilities is not associated with the same degree of compression 

observed with reduced quality.  While the average rank order levels fluctuate across multiple 

response groupings, the variability across attributes remains fairly consistent.  This suggests that 

respondents are providing meaningfully different preferences that are related to their activity 

with multiple response lists, rather than exhibiting random response or indecision. 
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Figure 21. 

MaxDiff -utilities by multiple response levels 

 

The MaxDiff quality measures charted in Figure 18 corroborate this finding.  The levels of 

MaxDiff perseveration show non-significant fluctuation around the overall average, and the 

number of conflicts yields a statistically significant but managerially negligible range between 

0.16 and 0.35 conflicts per respondent.  Compared to the 2.6 total conflicts observed with the ñat 

riskò segment, it is difficult to suggest that these differences in utility are driven by quality 

issues. 

The implications for this contrast are quite relevant to those who would exclude respondents 

based solely on hypothesis rather than observation.  While we can implicate respondents for 

over- or under-responding against a preconceived level of appropriate participation, the valid 

reasons for this behavior are likely to overwhelm any violations of response credibility.  In other 

words, differences in multiple response levels would seem to be reflective of a response pattern 

that is likewise related to specific preferences.  Those who answer ñselect allò questions sparsely 

also tend to prefer certain leisure activities, while those who answer actively also tend to prefer 

technology and mechanical purchases. 

Certainly the direction of these preferences reflects the content of the survey as a whole, and 

specifically the content of multiple response questions relative to the MaxDiff.  But such 

relationships are difficult to anticipate for all survey topics, and particularly all question types 

related to quality.  The analystôs presumptions about quality may be misguided or superceded by 

legitimate differences in the nature of respondents, their ability to answer various types of 

questions, and the preferences they elicit throughout the survey.  Had we assumed that multiple 

response should be subject to the same quality trimming as other metrics, the magnitude of 

impact on the MaxDiff results would have been more substantial than any differences imparted 

through the ñlegitimateò quality screening. 
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CONCLUSIONS 

Through our assessments, both broad and narrow, we have determined that MaxDiff is a 

useful tool for data quality review, providing an alternate perspective into response behavior as 

well as an outcome for evaluating the implications of data quality.  Relative to our specific 

questions, we found: 

MD can serve as a validation of quality, as individuals who exhibit certain quality problems 

have notable issues with MaxDiff. 

MD does not appear to moderate or add to quality issues overall, as thus far we have seen no 

substantive difference in quality between studies with and without MD. 

MD is robust in the presence of moderate levels from ñtraditionalò quality issues, but 

extreme levels of speeding and straightlining compress utilities and promote changes in rank 

order. 

MD helps us identify problem responders when we overlay MD issues against ñtraditionalò 

quality metrics, and multiple violations produce skewed results and respondent profiles. 

MD does exhibit unique quality issues, particularly among a distinct group of respondents 

who ñfailò at MD independently from other quality metrics. 

The key to success for MD is the ability to maintain consistent responses between ñmostò 

and ñleastò assessments. 

These results have helped Illuminas hone its quality review process, both with and without 

MaxDiff as a component.  Regardless of the presence of a MaxDiff exercise, we have used this 

information to validate the reliance upon speeding and straightlining as key quality components.  

The interaction of these metrics with MaxDiff quality and results has proven to us that only the 

most extreme cases of quality violation (typically less than 10%) are worth consideration, and 

individuals are only excluded when they exhibit multiple quality violations.  Rejection between 1 

and 4% of completed surveys is the norm. 

We have also rejected certain aspects of conventional wisdom regarding survey quality as a 

result of this assessment.  It is common to rail against ñprofessional respondentsò as the root of 

all survey ills, but the negligible (in fact, positive) relationship between the number of online 

surveys taken and the quality of MaxDiff fit (Figures 6 and 15) suggests to us that, in fact, it is 

the frequent survey participants who are most knowledgeable about the survey task and likely to 

provide the greatest insight.  Demonizing those who willing support our industry, albeit 

sometimes at surprisingly elevated levels, is neither an accurate nor productive portrayal. 

Another common practice is the use of tactical hurdles or obvious question repetitions / 

reversals to trap respondent inconsistency.  Certainly there are individuals whose fallacious 

survey behavior can be snared in this particular net.  Since MaxDiff essentially serves this 

purpose, we feel comfortable using our results to validate that such inconsistency is a clear 

quality issue when corroborated by other quality issues.  However, isolated violations of such 

traps should be interpreted with caution, as individuals may be merely distracted, mistaken, or 

intentionally mischievous when presented with questions that could be interpreted as an insulting 

waste of time to the legitimate respondent.  The fact that a distinct segment of our sample had 
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trouble with MaxDiff exclusive of other quality metrics indicates that rejecting inconsistent 

respondents will likely produce skewed demographics, with possible implications for broader 

survey results. 

With regard to survey results, we are heartened by the robustness of our MaxDiff results in 

the face of moderate to strong quality violations.  We did not assess similar resiliency across 

other question types, so it is left to further analysis to determine the threshold upon which quality 

threatens to change the results and interpretation of rating scales and other data types. 

With any question type or survey format, however, it seems that the survey quality issue as it 

has been thus defined is not a threat to the credibility of survey research results unless quality 

offenders rise well above 1 to 4%.  On this specific issue, there appear to be greater risks 

associated with unguided quality purges that bias results away from individuals with certain 

response styles rather than a valid quality concern. 

Ultimately, data and respondent quality is an important issue for maintaining the credibility 

and viability of survey research.  Combined efforts from sample providers and research suppliers 

will continue to enhance our understanding of this issue and keep it in check.  As outlined in 

Figure 2, these issues are only a small component of overall research quality.  We must not be 

distracted by efforts to isolate problem respondents and ignore the issues that create problem 

surveys and problem analysis.  Anyone can write a survey and present it to respondents, good or 

bad.  But only the research professionals will exercise the care to sample, design, and interpret 

their surveys to truly address quality in ways that response quality assessments will never 

address. 
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ABSTRACT 

A property of MaxDiff (Maximum Difference Scaling) is that only relative judgments are 

made regarding the items, which implies that items are placed on separate relative scales for each 

segment.  One can directly compare item preference for a given segment, but comparisons 

between respondents in different segments may be problematic. In this paper we show that when 

stated ratings are available to supplement the MaxDiff data, both sets of responses can be 

analyzed simultaneously in a fused model, thus converting to an absolute (ratio) scale. This 

allows individual worth coefficients to be compared directly between respondents on a common 

calibrated scale.  

Our approach employs latent class methods, so that respondents who show similar 

preferences are classified into the same segment. The fused model also includes a continuous 

latent variable to account for individual differences in scale usage for the ratings, and scale 

factors for both the ratings and MaxDiff portions of the model to account for respondents who 

exhibit more or less amounts of uncertainty in their responses. The Latent GOLD Choice 

program is used to analyze a real MaxDiff dataset and show the differences resulting from the 

inclusion of ratings data. 

INTRODUCTION 

Ratings attempt to ascertain measures of absolute importance which allow respondents (or 

segments) to be compared directly to each other with respect to their preferences for each 

attribute. However, when measured in the usual way with a Likert scale, they suffer in the 

following respects:  

1. Lack of discrimination ï many respondents rate all attributes as important, and with 

more than 5 attributes, all respondents necessarily rate some attributes as equally 

important (on a 5-point scale).  

2. Confounded with scale usage ï ratings may not be directly interpretable as measures 

of preference because ratings elicited from a respondent are affected by that 

                                                 
1
  The authors gratefully acknowledge the assistance Michael Patterson from Probit Research Inc. for the MaxDiff design used and Mike 

MacNulty from Roche Diagnostics Corp. for providing the data and allowing it to be freely distributed via Statistical Innovationsô website 

www.statisticalinnovations.com. 
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respondentôs scale usage. Some respondents tend to avoid extreme ratings, while 

others prefer the extremes, etc.  

Because of these limitations, the use of ratings alone has been avoided in favor of MaxDiff 

and other choice designs. 

MaxDiff scaling and other discrete-choice modeling approaches have their own limitations, 

since they estimate worth (part-worth) coefficients based on relative as opposed to absolute 

judgments. This allows options for a given subject (segment) to be ranked on relative 

importance, but does not allow subjects (segments) to be compared with each other according to 

their preferences for any particular attribute. 

For example, on a relative basis Mary may judge attribute D to be more important than C. 

However, in absolute terms she does not consider either to be very important (see Figure A). On 

the other hand, Jim may consider C to be more important than D, and consider both C and D to 

be very important. Given only their relative judgments, it may be tempting, but it is not valid, to 

infer that Mary considers D to be more important than does Jim (Bacon et al. 2007, 2008). 

 

Figure A. 

Comparison of Worths between 4 Respondents on a Common Absolute Scale 
 

APPROACH 

Our approach is to obtain maximum likelihood (ML) estimates for the segment sizes, worths, 

and other parameters that maximize the joint likelihood function based on both ratings and 

responses to MaxDiff tasks. A single nominal latent categorical variable is used for the 

segmentation. In order to equate the common information elicited in the ratings and MaxDiff 

tasks, a continuous latent variable is specified to account for individual differences in scale usage 

for the ratings (Magidson and Vermunt, 2007a), and scale factors are included in both the ratings 

and MaxDiff portions of the model which control for respondents who exhibit more or lesser 

amounts of uncertainty in their responses (Magidson and Vermunt, 2007b), as well as scale 

differences between rating and MaxDiff tasks.  

A constant is added so that the calibrated worths correspond to expected log-odds of a higher, 

as opposed to a lower, attribute rating, thus providing a meaningful absolute metric for the 

*
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worths. Hence, meaningful preference comparisons can be made between segments as well as 

between respondents. 

Bacon, et al. (2007) utilized ratings data to uncover the zero point in individual MaxDiff 

worths using a somewhat similar data fusion methodology. Our approach differs from that of 

Bacon/Lenk in that it a) yields a segmentation, b) utilizes a simpler model, and c) it is 

implemented using commercially available software.  Specifically, all models used here are 

developed using the syntax version of Latent GOLD Choice, release 4.5 (Vermunt and 

Magidson, 2008). 

Our general approach extends directly to the use of ratings data in conjunction with any 

discrete choice model, including those where a ñNoneò option is included in the design to 

provide an additional absolute alternative. Future research is planned that address such 

extensions.  

We begin by discussing some important psychometric properties of ratings and choice data, 

and show that the lack of a common origin for choice data requires the use of identifying 

restrictions.  In particular, we employ a simple example to show that the interpretation of the 

resulting MaxDiff worths may be very tricky and proper interpretation depends on the particular 

restrictions used (e.g., dummy or effect coding). We then present the results of a case study 

where a fused model is estimated and compared to results from a comparable MaxDiff model 

developed without use of ratings.  

SOME PSYCHOMETRIC PROPERTIES OF RATINGS AND CHOICE DATA 

Worth coefficients obtained with a choice/ranking/MaxDiff task for a particular latent class 

segment provide an interval scale, which is a relative scale in which the absolute zero point is 

unknown and/or unspecified.  In a traditional latent class (LC) MaxDiff analysis where K 

segments (classes) are obtained, each segment k is associated with its own separate interval 

scale. The unknown zero points may be located at different positions along each of these scales. 

For attribute j, denote the worth coefficient for segment-level k and individual level i as 

follows: 

= worth (ñImportanceò) for attribute j with respect to class k  

j = 1,2,é,J items (attributes) 

k = 1,2,é,K respondent segments (latent classes) 

 

= individual worth coefficient for attribute j with respect to respondent i  

i = 1,2,é,N respondents 

Because the absolute zero points are unknown, the worth coefficients are not (uniquely) 

identifiable without imposing some restrictions. The most common identifying restrictions for 

LC choice analyses are effect and dummy coding, while for hierarchical Bayesian (HB) methods 

dummy coding is typically used
2
.  As a simple hypothetical example, consider K = 3 segments 

                                                 
2  Although this paper deals primarily with latent class (LC) analyses of MaxDiff data, identifying restrictions are also required in HB analyses. 

In traditional HB analyses of MaxDiff data, dummy coding restrictions are employed, in which individual worths for a particular (reference) 

attribute are taken to be 0 for all individuals.  After obtaining such individual worths for each attribute, often the worths are ónormalizedô by a) 

subtracting the mean worth across all attributes j=1,2,é,J for each individual i from that respondentôs (non-normalized) worths, or b) 
converting the worths for each respondent to ranks for that respondent. Such normalized worths are similar to the use of óeffectô coding. 

jkb

jkb



 

86 

and J = 5 attributes (A, B, C, D and E), where each segment has the same importance ordering   

A > B > C > D > E. 

With effect coding, the identifying restrictions are: 

while for dummy coding with j=5 (E) as the reference category, the corresponding 

restrictions are: 

Table 1 below provides worths resulting from the use of effect coding on a hypothetical 

example, where for each segment k=1,2,3 a zero worth corresponds to the average importance 

for that segment. 

Table 1.  

Example of Worths Resulting from Effect Coding 
 

 
 

Table 2 provides worths resulting from the use of dummy coding for the same example, 

where for each segment k=1,2,3 a zero worth corresponds to the importance of E, the reference 

attribute. 

Table 2.  

Example of Worths Resulting from Dummy Coding with Reference Attribute 
 

 
 

To see that the worth coefficients are not unique, it is easy to verify that the choice 

probability for any attribute j0 obtained from effect coding, (Pj0.k), and dummy coding with 

attribute j as the reference (P
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As suggested earlier, the true (but unknown) zero may be at a different place for each 

segment along the interval scale for that segment. Thus, a comparison of worths between 2 

segments for a given attribute cannot be used to determine whether segment #1 prefers that 

attribute more or less than segment #2. In this sense, it is not appropriate to compare worths 

between segments. Such comparisons can result in seemingly contradictory conclusions 

suggested by different identifying restrictions applied to the same worths as shown in Table 3 

below: 

Table 3.  

Comparison of Worths Resulting from Different Identifying Restrictions 
 

 
 

INDIVIDUAL WORTH COEFFICIENTS  

From the example illustrated in Table 3 for segment-level worths, it is straightforward to 

show that the interpretation of individual-level worth coefficients is very tricky, whether such 

coefficients are obtained using LC or HB. Regarding LC, individual coefficients can be obtained 

from segment-level worths using the posterior membership probabilities for individual i, as 

weights, where the posterior probabilities    are obtained from LC analysis. 

  (1) 

 

For simplicity, suppose Mary has posteriors (1,0,0), Fred (0,1,0) and Jane (0,0,1). As seen 

above regarding the segment-level comparisons, seemingly contradictory conclusions can be 

obtained from dummy vs. effects coding.  Table 4 suggests that Mary, Fred and Jane all have 

1. , 2. , 3.( )i i i ip p p p=

 
Dummy Coding with j=1 as reference: 

Faulty Conclusion: Segment 3 believes B is less important 

than the other segments (relies on the mistaken assumption 

that the importance of A is identical for all segments) 

 

 

 

 

Effects Coding: 

Faulty Conclusion: Segment 3 believes B is as important    

as the other segments (relies on the mistaken assumption that 

the average importance for the 5 attributes is identical for all 

segments) 

 

 

 

 

Dummy Coding with j=5 as reference: 

Faulty Conclusion: Segment 3 believes B is more important 

than the other segments (relies on the mistaken assumption 

that the importance of E is identical for all segments) 
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similar preferences for attribute B under effect coding. However, the preferences appear to be 

different when dummy coding is used with attribute A as reference.  

Table 4. 

Individual Coefficients Resulting from Dummy Vs. Effect Coding 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This apparent discrepancy is resolved when we realize that under dummy coding with A as 

reference, the worths for individual i measure the importance of each attribute relative to the 

importance of attribute A for individual i.  Under effect coding, the worths measure the 

importance of each attribute relative to the average attribute importance for that individual. 

We conclude this section by revisiting our earlier example where worths were displayed in an 

absolute scale in Figure A with K=4 respondents. Figure B (below) displays the worths on a 

relative scale corresponding to dummy coding with D as reference.  

Figure B. 

Worths Corresponding to Dummy Coding with Item D as Reference 

  

Suppose we know the absolute 0 for each individual (or segment), as determined from an 

analysis based on the additional ratings data.  Then, the worths given in Figure B could be 

calibrated to provide the absolute scale as shown in Figure A, where for each of the N = 4 

jib

Identifying restriction = Dummy Coding (with A as reference): 

Individual iôs worth for attribute j refers to 

his/her inferred importance (preference) for attribute j 

 relative to his/her inferred importance for attribute A  

 

Identifying restriction = Effects Coding: 

Individual iôs worth for attribute j refers to his/her inferred 

importance (preference) for attribute j 

relative to the average inferred importance (preference) 

for all of the attributes 
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respondents, or segments, (Jim, Maya, Mary and Jong), the J = 4 attributes (A, B, C, and D) are 

positioned according to the calibrated score for that respondent. Since we now have a ratio scale 

(with a common zero point), it is appropriate to infer, for example, that C is more important to 

Jim than to Jong (i.e., 1.5 > 0.7). 

Specifically, the worths displayed as separate interval scales for each segment (respondent) in 

Figure B may be calibrated to the ratio scale (Figure A) by adding the appropriate class-specific 

constants: 

 

For this example, the constants are: c1 = 0.2, c2 = -0.8, c3 = -0.8, c4 = -1.6. 

CASE STUDY OF LAB MANAGERS 

To illustrate the process of obtaining interval scales and transforming them to a common ratio 

scale, we utilize a MaxDiff Case Study of N = 305 Lab Managers. Each respondent was 

randomly assigned to 1 of 5 blocks, each being exposed to 16 different MaxDiff tasks. Each of 

the 16 x 5 = 80 choice sets contained 5 randomly selected items from J = 36 total attributes 

measured. From each choice set, respondents selected the Most and Least Important attribute.  

Latent GOLD Choice (Vermunt and Magidson, 2008) models the traditional MaxDiff as a 

sequential choice process. The selection of the best option is equivalent to a first choice. The 

selection of the worst alternative is a (first) choice out of the remaining alternatives, where the 

choice probabilities are negatively related to the worths of these attributes. Scale weights of +1 

and -1 are used to distinguish the most from the least important and thus obtain the appropriate 

likelihood function. 

Table 5. 

Cross-Tabulation of Most (+1) and Least (-1) Important Choices for MaxDiff Task #1 

 

Figure C shows the LG Choice data file setup indicating that respondent #13 selected the 4th 

alternative (Q5 = 4) as most important in choice tasks #49 and #50, the 5th as least important in 

task #49 and the 3rd as least important in task #50 (setid2 = 49 and 50). 

*

jk jk kcb b= + 1,2,...,k K=
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Figure C. 

Response file for MaxDiff Model estimated using Latent GOLD Choice program. 
 

 

Following the MaxDiff section, all respondents rated all 36 attributes on a 5-point importance 

scale with the end points labeled 1 ñNot Importantò and 5 ñExtremely Importantò. 

We begin by analyzing the data without ratings and compare the results with these obtained 

from the data fusion model. 

RESULTS FROM MAXDIFF MODEL DEVELOPMENT WITHOUT RATINGS: 

In this section we present results from the estimation of MaxDiff models without use of the 

ratings. We began by estimating traditional LC MaxDiff (models without use of the ratings). 

Such models specify a single categorical latent variable with K classes to account for 

heterogeneity among K latent segments. We found that the 5- and 6-class models fit these data 

best (i.e., corresponding to 5 or 6 latent segments) according to the BIC
3
 criterion (see Table 6). 

Table 6. 

Model Summary Statistics for Traditional LC MaxDiff Models 

MD1: MaxDiff without Scale Factors 
 

# Classes (K)  LL   BIC(LL)   Npar  

1 -11944.36  24088.94    35  

2 -11750.41  23906.96    71  

3 -11612.85  23837.77  107  

4 -11491.34  23800.69  143  

5 -11383.80  23791.53  179  

6 -11280.74  23791.34  215  

7 -11188.79  23813.39  251  

                                                 
3  BIC balances fit with parsimony by penalizing the log-likelihood (LL) for the number of parameters (Npar) in the model. The model(s) with 

the lowest BIC (highlighted) are selected as best. 
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jks s jkb lb=

However, these traditional models make the simplifying assumption that all respondents have 

the same error variance, which can yield misleading results (see Magidson and Vermunt, 2005, 

Louviere, et al., 2009). Since this assumption tends to be overly restrictive, we specify a 2
nd

 

latent factor with S latent scale classes to account for differential uncertainty in the models. That 

is, we allow K x S total latent classes to account for heterogeneity in the data, where the S 

classes are structured such that 

where ls denotes the scale factor for respondents in sClass = s, 

s=1,2,é,S. Thus,      l>    1 yields greater spread among the 

choice probabilities for the alternatives  j=1,2,é,J, which reflects more 

certainty. For identification purposes, we restrict  l1=1, and require that ls > 1 

for s>1, so that the first sClass corresponds to the least   certain class. 
 

For these data we found that S = 2 scale factor levels
4
 fit best, such models resulting in lower 

BIC values (Table 7) than the corresponding models with S = 1 (Table 6).  

Table 7. 

Model Summary Statistics for MaxDiff Models with S = 2 Scale Factors 

MD2: MaxDiff wi th Scale Factors 
 

# Classes  LL   BIC(LL)   Npar  

2  -11709.50  23842.29    74  

3  -11575.23  23785.41  111  

4  -11457.39  23761.39  148  

5  -11349.27  23756.79  185  

6  -11248.05  23766.00  222  

 

The 5 class model fits best, which yields a structured LC model with 2x5 = 10 joint latent 

classes (Magidson, and Vermunt, 2007b). The less certain sClass (s=1) consists of 61.3% of all 

respondents. A scale factor of 2.14 was estimated for sClass #2, the more certain class, compared 

to the scale factor of 1 for sClass #1. The 2 latent variables Class and sClass are highly correlated 

in this solution, as evident from the cross-tabulation shown in Table 8. 

                                                 
4  The inclusion of a 3-level scale factor in the 5-class model resulted in a worse model fit (higher BIC). 
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Table 8. 

Cross-tabulation of the Segments (Class) by the Scale Classes (sClass) 
 

 

Most of the cases in Classes 3 and 5 are in the more certain sClass (sClass #2), while the 

reverse is true for cases in the other Classes. 

Regardless of the sClass, cases in the same class have similar preferences that differ from the 

preferences of cases in other Classes. For example, in MaxDiff choice task #1 (shown as set #1 

in Table 9), cases in segment 1 (Class 1) selected alternatives #1 or #4 as most important 

regardless of their sClass. Similarly, Class 2 selected alternative #3, Class 3 selected alternative 

#4 or #1, Class 4 cases express a very strong preference for alternative #1 and Class 5 tends 

toward alternatives #4 and #5. 

Table 9. 

Predicted Choice Probabilities* for Items in MaxDiff Task #1 by Class and sClass 
 

  

* All results reported are maximum likelihood estimates as obtained from the syntax version of the Latent GOLD Choice program. 

 

The estimates for the worths for the 5-class solution with scale factors are given in Table 10. 
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Table 10. 

MaxDiff Worths for the 5-class Model with 2 Scale Factor Classes ï Effect Coding (Worths 

shown are for s = 1). Alternatives selected most and least frequently are shaded. 
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ESTIMATION OF THE FUSED MODEL 

The model results discussed thus far were all based solely on the MaxDiff tasks alone. In 

contrast, the fused model utilizes both the MaxDiff tasks (response type = 1) and the ratings 

(response type = 2) for all 36 attributes. Figure D below illustrates what the response file looks 

like for respondent #13 for MaxDiff tasks #63 and #64 and ratings for attributes 1 ï 6. 

Figure D. 

Data File Containing Responses to the MaxDiff Tasks (responsetype = 1) Followed by the 

Ratings (responsetype=2) 
 

  

As before, the parameters of the MaxDiff part of the model are the worthsjkb  and scale 

factors sl, where 1 1l=  for identification. The worths vary across latent segments and the scale 

factors across scale classes. The ratings are modeled using the following cumulative logit model: 

'log ( | , ) / ( | , ) ( )ji ji s d k jk iP y d k s P y d k s cl a b q² < = + + + (2) 

Here, jkb  are the common worth parameters of the rating and MaxDiff models, kc are the 

parameters determining the location of the classes (the key additional information obtained from 

the ratings),  da  is the threshold parameter corresponding to response category d, iq is the 

random effects for dealing with individual scale usage differences, and '

sl are the scale factors 

for the rating part of the model.  

Calibrated worths can be obtained by setting the random effects to zero and selecting a value 

for d. We select d=4, which allows the calibrated scale to be interpreted as the cumulative logit 

associated with levels 4-5 vs. 1-3. Thus, a value of 0 for a given attribute means that the 

probability of rating it above 3 equals .5. The formula for the calibrated worths is: 

 *

4( )jks s k jkcb l a b¡= + + (3)
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The fusion between the MaxDiff and Ratings models is provided by the common joint 

discrete latent factors Class and sClass, together with the equality restriction placed on worths 

estimated in the 2 models. More specifically, the latent variable ñClassò provides a common 

segmentation ï respondents in the same class have the same worths. The latent variable sClass 

distinguishes respondents who are more certain from those who are less certain in their responses 

to the MaxDiff and Rating tasks. For identification, the scale factor for the first sClass is set to 

one for the MaxDiff tasks, and corresponds to the least certain group with respect to their 

responses to the MaxDiff tasks. That is, the sClasses are ordered from low to high based on the 

estimated scale factor.  The scale factors for the Rating tasks are unrestricted. 

Detailed model specifications based on the Latent GOLD Choice program are provided in the 

appendix for all models. 

The best fitting fused model again had five classes and two scale classes. However, unlike 

the 5-class MaxDiff model presented above, there was no significant correlation between the 

classes (Class) and the scale classes (sClass). Compare Table 11 with Table 8. 

Table 11. 

Cross-Tabulation of the Segments (Class) by the Scale Classes (sClass) 
 

 

Again, for identification we ordered the sClasses such that the first sClass is associated with 

the least certain group, corresponding to a scale factor of 1 for the MaxDiff model. Compared to 

the earlier solution without use of the ratings (Table 8), the less certain scale class, corresponding 

to l=1, is now the smaller of the 2 sClasses, consisting of only 24.9% of the respondents. sClass 

#2, with scale factor l=1.37 is the more certain group. In addition, the standard errors for the 

estimated worths are much smaller than in the earlier model. These results are consistent with the 

utilization of the additional information provided by the ratings. 

Regarding the ratings model, the scale factors are 1.81 for the more certain class and 1.11 for 

the less certain sClass. This shows that the ratings are consistent with those for the MaxDiff tasks 

in that respondents in the second sClass were again found to be more certain in their preferences 

via their assigned ratings as they are via their MaxDiff choices. In addition, respondents in both 

sClasses were somewhat more certain in providing ratings than providing MaxDiff selections 

(i.e., 1.11 > 1.00 and 1.81 > 1.37).  However, there was less variation between the less and more 

certain groups with respect to the MaxDiff tasks than the Ratings (1.37/1.00 > 1.81/1.11). 
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As before, the worth estimates are shown (Table 12) for the less certain scale class, s = 1.  

Table 12. 

MaxDiff Worths for the 5 class Fused Model with 2 Scale Factor Classes ï Effect Coding 

(Worths shown are for s = 1) 
 

 

The worths in Table 12 can be converted to the calibrated worths by applying Eq. (3). This 

has been done in Table 13. The estimates of the class effects, ck, are shown in the 3
rd

 row of 

Table 13. The largest class effect .27, is for class 2, the smallest, -.23, for class 3. Thus, the 

largest change due to the calibration is that the effect-coded MaxDiff worths associated with 

class 2 are increased relative to those for class 3. Note that for some attributes, the relative 

ordering between the segments change. For example, for attribute 10, the calibrated worth (Table 

13) for segment 2 is higher than that for segment 1 (i.e., 1.24 > 1.13) while the reverse is true for 

the uncalibrated worths (i.e., .46 < .60), obtained from Table 12. 



97 

Table 13. 

Calibrated Worths for the 5 class fused model with 2 Scale Factor Classes 

(Worths shown are for s = 1) 
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COMPARISON OF CALIBRATED VS. UNCALIBRATED INDIVIDUAL WORTH COEFFICIENTS  

In this section we compare the results obtained from uncalibrated (effect coded) individual 

worth coefficients (based on Table 12) with those based on the calibrated coefficients (Table 13). 

The segment level coefficients were converted to individual worth coefficients using equation 

(1).  Figure E plots the uncalibrated and calibrated coefficients for attribute #10. (For simplicity, 

only respondents classified into the more certain sClass #2 are plotted).  

Based on uncalibrated worths (horizontal axis of plot in Figure E), it appears that attribute 

#10 is more important to many Class #1 respondents than Class #2 respondents.  That is, many 

Class #1 respondents are plotted to the right (i.e., higher value) of those respondents in Class #2. 

However, according to the calibrated results (vertical axis), the opposite is true. That is, many 

Class #1 respondents are positioned below (i.e., lower value) those in Class #2. 

Figure E. 

Relationship between Effect-coded and Calibrated Individual Parameters for Attribute #10. 

 

Figure F presents a similar scatterplot based on dummy-coding with attribute #24 as 

reference.  Note from the worth estimates in Table 12 or Table 13, Class #4 considers attributes 

#10 and #24 to be about the same in importance. Thus, if we use attribute #24 as the reference, 

the (dummy coded) worth for attribute #10 will be about zero for Class #4 respondents. This is 

depicted in Figure E by the symbols in the upper left of the plot associated with Class #4. Now, 

according to this plot, attribute #10 appears to be less important to many Class #4 respondents 

than the other respondents, when in fact the calibrated results show that the opposite is true ï it is 

more important. What is true is that the other respondents view attribute #10 to be much more 

important than attribute #24, which is one way that they differ in preference from Class #4 

respondents. 



99 

Figure F. 

Relationship between Dummy-Coded and Calibrated Individual Parameters for Attribute #10. 

(Reference Attribute #24). 
 

 

Next, we examine the correlation between calibrated and uncalibrated individual MaxDiff 

worths where the uncalibrated worths are based on different identifying restrictions. The 

correlation between individual coefficients obtained from uncalibrated MaxDiff worths and the 

calibrated worths in Figure F assesses the extent to which all respondents consider attribute #24 

to be equally important. A correlation of 1 would occur if the calibrated worths for attribute #24 

were equal for all respondents. As can be seen in Table 13, the worths for attribute #24 differ 

considerably across segments. Thus, it should be no surprise that the correlation turns out to be   

-.39.  The negative correlation can also be seen in Figure E as it is clear that the best fitting line 

through the points would have a negative slope. 

In contrast, the correlation between individual coefficients obtained from uncalibrated 

MaxDiff worths and the calibrated worths in Figure E assesses the extent to which all 

respondents consider the 36 attributes as a whole to be equally important. A correlation of 1 

would occur if the average worth across all attributes were equal for all respondents. As can be 

seen in Table 13, the average worths across the 5 classes are about the same. Thus, it should be 

no surprise that the correlation turns out to be .89.  This can also be seen in Figure E, where the 

slope of the best fitting line would be close to 1. 

Table 14 provides the associated correlations between the calibrated and uncalibrated 

individual worths for all 36 attributes where the uncalibrated worths are obtained under effect 

coding -- for the traditional MaxDiff model estimated under HB (ôHBô) and LC (ôMD1ô), 

LC/scale adjusted (ôMD2ô), and LC fused (ôFusedô) -- as well as dummy coding with attribute 
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#24 as reference under the traditional MaxDiff model estimated under LC (ôMD1ô), LC/scale 

adjusted (ôMD2ô), and fused (ôFusedô).  For this application, correlations based on the fused 

model are about twice as high as obtained from the traditional MaxDiff models (HB and MD1) 

as well as the scale adjusted model (MD2) under effects coding. Under dummy coding, 

correlations are much more variable than under effects coding, and correlations based on the 

fused model again tend to be somewhat higher than those based on the other approaches. 

Table 14. 

Correlations between Calibrated and Uncalibrated Individual Worth Coefficients where the 

Uncalibrated Worths are Based on Different Approaches 
 

 
 

SUMMARY AND FUTURE RESEARCH DIRECTIONS 

Overall, the fused model provided much smaller standard errors than the MaxDiff worth 

coefficients and fewer respondents in the less certain sClass. The fused model can also yield 

calibrated worths which provide absolute as well as relative information. The more traditional 
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MaxDiff models provide worth coefficients that are very tricky to interpret and proper 

interpretation depends upon the identifying criterion that is employed.  

The current fused model is estimable using only a subset of the ratings, and in fact can be 

applied when ratings are available for as few as 1 attribute (see e.g., Bochenholt, 2004). 

Future research will examine how the quality of the solution is affected by 

a. the number of ratings used, and 

b. the particular attributes that are used in the model. 

 

It may be that the highest rated attributes are best to use or it may be the highest and/or 

lowest rated attributes are best. Or, it may be that use of the middle rated attributes provides the 

best bang for the buck. 

MODEL SPECIFICATION 

Compared to the Bacon/Lenk approach: 

we model MaxDiff somewhat differently (we treat it as first and second choice) 

we use latent classes instead of individual effects (thus, it yields a segmentation) 

we account for scale usage heterogeneity somewhat differently (we use a CFactor) 

we also allow the scale factors in choice and rating to differ across persons (sClasses) 

The specific model specifications are provided below. 

LG 4.5 SYNTAX SPECIFICATIONS FOR MAXDIFF MODELS 

//Traditional LC MaxDiff   
//Class denotes the nominal latent variable 

//sweight distinguishes the choice of the 

//MOST (+1) from the LEAST (-1) important, 

//Q5 represents the alternative (1-5) 

//selected from the given choice set 

//and attr  is the attribute id 

variables 

   caseid ID; 

   repscale sweight; 

   choicesetid setid2 ; 

   dependent Q5 ranking; 

   attribute attr nominal; 

   latent 

      Class nominal 6; 

equations 

   Class <- 1; 
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   Q5 <- attr | Class; 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

//LC  MAXDIFF WITH 2 SCALE FACTORS 

variables 

   caseid ID; 

   repscale sweight; 

   choicesetid setid2 ; 

   dependent Q5 ranking; 

   independent set nominal inactive; 

   attribute attr nominal; 

   latent 

      Class nominal 5, sClass nominal 2 coding=first, scale continuous; 

equations 

   Class <- 1; 

   sClass <- 1; 

   Scale <- (1)1 + (+) sClass; 

   (0) Scale; 

   Class <-> sClass; 
   Q5 <- attr scale | Class; 

 

Note: Since the nominal latent factor sClass has 2 categories (2 classes), ócoding = firstô 

causes the first category to have a coefficient of ó0ô in the equation for óScaleô, and the  

coefficient for the second category is estimated. The ó(+)ô causes these 2 coefficients to be non-

decreasing, and since the first equals 0, the second must be Ó 0. The first term in the equation for 

Scale ó(1) 1ô is an intercept restricted to equal ó1ô. Thus, we have ó1 + 0ô for the scale factor 

associated with the first sClass, and ó1 + a non-negative coefficientô for the scale factor 

associated with the second sClass.  

LATENT GOLD CHOICE SYNTAX SPECIFICATIONS FOR THE FUSED MODEL 

Maxdiff fused with 2 scale classes 

//index is the attribute id for attributes rated 

variables 
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caseid ID; 

repscale sweight; 

choicesetid setid2; 

dependent RATING cumlogit, Q5 ranking; 

independent Index nominal; 

attribute attr nominal; 

latent 

Class nominal 5, sClass nominal 2 coding = first, Scale continuous, 

Scale2 continuous, CFactor1 continuous; 

equations 

Class <- 1; 

sClass <- 1; 

Scale <- (1)1 + (+) sClass; 

Scale2 <- 1 | sClass; 

(0) Scale; 

(0) Scale2; 

(1) CFactor1; 

Q5 <- (b1)attr scale | Class; 

RATING < - 1 scale2 + Class scale2 + CFactor1 scale2 + (b2)Index scale2 | Class; 

b2=b1; 
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BENEFITS OF DEVIATING FROM ORTHOGONAL DESIGNS 
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MARCO HOOGERBRUGGE, 
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SKIM 

 

SUMMARY 

Orthogonal designs in conjoint analysis are generated to get maximum statistical robustness, 

that is, maximum accuracy for utility estimates.  However, orthogonal design choice tasks may 

well be far off from real world choice situations.  This discrepancy with reality influences the 

respondentsô choice patterns systematically and hence leads to biased results.  The aim of 

maximum accuracy and the aim of getting unbiased estimates are apparently in conflict with 

each other.  We should therefore look more carefully at how markets behave in reality and adapt 

the choice task design to realistic situations. 

This paper is based on a meta analysis of six commercial studies in FMCG (Fast Moving 

Consumer Goods) markets.  In these markets, usually, a brand has multiple SKUs, representing 

different product forms, different flavors, etc.  When brands alter their prices, they often do so 

uniformly across all SKUs.  This phenomenon is often called line pricing and is something that a 

standard orthogonal design does not account for. 

CHOICE  BEHAVIOR IN LINE-PRICING SITUATIONS 

Let us illustrate consumer choice behavior in a market with line pricing.  It is not about 

research designs per se, it is just how consumers behave in the real world.  The example is very 

simple: we have two brands, each with three flavors.  Brand 1 is less expensive, brand 2 is more 

expensive.  See Figure 1. 

A consumer may choose between brand 1 and 2, trading off brand value with price, and may 

for example prefer the cheaper brand 1.  Within brand 1, there are three different flavors A, B and 

C, and the consumer may prefer flavor B the most.  Because prices do not vary (we have 

assumed line pricing), the consumer does not have to make a tradeoff and picks the most 

preferred flavor C. 
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Figure 1. 

Example of Consumer Choice in a Market with 2 Brands x 3 Flavors 
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Now, suppose brand 1 is increasing its price.  So, all SKUs (within brand) increase their price 

by the same amount.  Up to a certain price point the consumer may stay with brand 1.  Within the 

brand the consumer will again pick flavor C, since this is the most preferred flavor.  There is no 

reason whatsoever to switch to flavor A or B due to a brand price increase.  See Figure 2. 

Figure 2. 

Example of Consumer Choice after a Price Increase of Brand 1 
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Let us now make the step from consumer behavior in reality to respondent behavior in a 

research design.  We can recreate the (real-life) line-pricing situations easily in CBC software by 

importing manual designs and enforcing that all SKUs within a brand have the same price level.  

We may assume that respondents will then choose the same way as they do in reality, apart from 

random noise in their responses. 
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Respondent behavior becomes quite a bit different though when we use a standard orthogonal 

design.  Let us take the same consumer as in the example above and have him/her conduct a 

CBC interview with an orthogonal design.  The choice task may look like Figure 3.  The flavors 

of brand 1 have different prices, the flavors of brand 2 have different prices, and there is overlap 

between prices of some flavors of brand 1 and some flavors of brand 2. 

In this situation the consumer may choose flavor B in the interview because she is now 

forced to make a tradeoff between flavor and price, and may think that flavor C is not worth so 

much extra money in comparison to flavor B.  So the respondent chooses something in the 

interview that would never be chosen in reality and the utility values of price will be influenced 

by the switching behavior within brand. 

Figure 3 

Choice Task Example with Orthogonal Design 
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Please note that this is a simple illustration.  There may be much more complex situations. 

For example certain flavors cost more than other flavors, but in a situation with line pricing they 

cost consistently more.  So the principle remains the same: once a consumer has established that 

she is prepared to pay extra for the more expensive flavor, she will always choose that flavor in 

line-pricing variations. 

The same principle even applies to different pack sizes where the price ranges are completely 

different but there are fixed rules such as: a double pack size always costs 1.9 times more.  So 

once a consumer has decided she wants to have the smaller pack size, she will want to have that 

pack size just as well if SKU prices of this brand increase by any identical percentage. 

The example above was just for one consumer. More generally, we can describe archetypes 

of consumer behavior and we can deduct how research designs would impact the choice behavior 

of them. 
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We can distinguish three archetypes: 

1. a very price-focused consumer: always chooses the cheapest option in the market 

2. a moderately brand-focused consumer: chooses a certain brand up to a certain price point 

or up to certain price gap with another brand; after that point the consumer switches to 

the other brand 

3. an extremely brand-focused consumer: always chooses one brand 

Let us assume all three archetypes do not care too much about the particular flavor. So, in an 

orthogonal design, they may easily switch to a cheaper flavor. We might add consumers with 

specific flavor preference as additional archetypes which would make the situation only more 

complex. 

The expected choice behavior in a CBC interview is as follows: 

Archetype Orthogonal 

CBC 

CBC with Line 

Pricing 

Difference 

Very price-

focused 

Chooses 

cheapest SKU 

across brands 

Chooses preferred 

SKU of cheapest 

brand 

Price utilities will probably be 

the same; in orthogonal design 

we just miss information about 

preferred SKU. 

Moderately 

brand-

focused 

Chooses 

cheapest SKU 

of preferred 

brand
1
) 

Choose preferred 

SKU of preferred 

brand; may switch to 

other brand after 

certain price increase 

Price utilities will probably 

differ, but it is not clear upfront 

in which direction. 

Extremely 

brand-

focused 

Chooses 

cheapest SKU 

of preferred 

brand 

Chooses preferred 

SKU of preferred 

brand 

Price utilities will come out more 

extreme than in a (more realistic) 

line-pricing design 

1
)  In an orthogonal design at least one of the SKUs of the preferred brand will have an acceptable price 

level (at least nearly always) 
 

So from this, two things are clear: 

The two different research designs will very likely result in different price sensitivities. 

It is not possible to predict upfront which of the designs will yield a higher price 

sensitivity (especially because of the middle group) 

Therefore we will also take look at empirical data in the next section. 
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ANALYSIS OF EMPIRICAL DATA 

In six FMCG projects we combined an orthogonal design with a line-pricing design.  The 

same respondents evaluated both types of choice tasks (mixed throughout the design).  We will 

refer to this as a hybrid design.  Please note that a hybrid design addresses two business 

objectives simultaneously, namely: 

What happens if our brand changes its overall price? 

What happens if we change the price of one of our SKUs while leaving the price of the 

other SKUs constant? 

The six studies ranged from diapers to cigarettes.  For the analysis we made a split between 

the orthogonal and the line-pricing choice tasks. 

D-efficiency  
As discussed in the introduction, it seems we need to make a tradeoff between being 

unbiased and the accuracy of the utility estimates.  It is therefore important to know how much 

accuracy we sacrifice when applying line-pricing research design.  The results are shown in 

Figure 4.  Surprisingly and luckily, the D-efficiencies of a line-pricing design remain very high, 

between 90% and 100% of an orthogonal design.  So in practice we sacrifice very little accuracy 

when applying a line-pricing research design. 

Figure 4  

Line-Pricing Designs Are Almost as Efficient as Orthogonal Designs 
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Prediction of holdouts  
We can also ask the question from the reverse perspective: how much bias do we reduce in 

predicting a realistic line-pricing scenario by using a line-pricing design instead of an orthogonal 

design.  We cannot measure bias directly, but instead we use prediction rates for holdout tasks as 

a measure for bias, i.e. we compare prediction. 
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It is very natural to expect that utilities from line-pricing choice tasks predict another line-

pricing choice task better than utilities from an orthogonal design.  The question is rather 

whether the difference is so big that it is worthwhile to use line-pricing choice tasks.  In Figure 5 

we see that the differences are indeed very substantial. 

Figure 5  

Utilities from a Line-Pricing Design Predict Actual Responses to a  

Line-Pricing Choice Task Better 
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We can now safely conclude that it is better to include line-pricing choice tasks when we are 

planning to simulate (mainly) line-pricing scenarios. 

Differences in price sensitivity  
Another question that we can ask ourselves, suppose we apply orthogonal designs, do we 

consistently make an over- or underestimation of price sensitivity?  We are especially interested 

in this, because the theoretical framework in the previous paragraph does not really give an 

answer to this question.  There we concluded it can be either way: more or less price sensitive. 

For all SKUs in the six studies we have calculated price elasticity (dq/q / (dp/p)) based on 

simulations using the utility values of the line-pricing designs and of the orthogonal designs. All 

pairs of price elasticities are plotted in Figure 6. 

Price elasiticity in an orthogonal design is significantly higher than in a line-pricing design, 

by about 15% (the t-value of this difference is 4).  At the individual level there are exceptions 

though, sometimes the price elasticity is near-identical and in rare cases the price elasticity in an 

orthogonal design is lower. So it would be too easy to use an orthogonal design and then apply a 

standard correction factor of 1.15. 
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Figure 6 

Brand Level Price Elasticity Is Consistently Higher for Orthogonal Designs 
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DISCUSSION 

In the discussion after the presentation at the Sawtooth Software Conference a comment was  

made that line-pricing designs are orthogonal designs after all ï but on a different level, namely 

on a brand level rather than on a SKU level. 

That was a very clever and of course also a proper observation. However, the main objective 

of our presentation was to show that one needs to address the particularities of the markets when 

creating the research design. Orthogonality can of course still be applied after having identified 

and incorporated the market conditions. 

CONCLUSIONS 

In this paper we have identified when and why hybrid designs, i.e. a combination of an 

orthogonal design and a line-pricing design, may deliver more accurate price sensitivities at the 

market level 

We also developed a theoretical framework in order to explain that tandem designs or hybrid 

designs may well lead to different price sensitivities than orthogonal designs. However, from the 

theoretical framework we cannot tell whether we should have higher or lower price sensitivities 

in an orthogonal design. In empirical studies price sensitivity was on average higher in 

orthogonal designs. 

The recommendation of the paper is to always have a close look at how markets behave in 

reality in order to develop an appropriate choice task design. 

Although the paper has focused on FMCG, we believe that this overall recommendation ï 

adapt choice tasks better to realistic market situations ï will apply to other markets as well. 
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ABSTRACT 

Online access panels face increasing competition from other online activities.  While research 

design considerations often define respondent experience, panel managers do retain control over 

some aspects of this experience.  To better understand how to most effectively incentivize 

panelists, Western Wats conducted both a conjoint choice task and an experimental choice task 

during the summer of 2008.  We compared a number of metrics from the initial conjoint 

questionnaire, experimental results, and a follow up survey.  Specifically, we look at before and 

after differences in panelist perceptions and before and after response rates.  Lastly, we use 

conjoint results to predict actual choice. 

Engaging panelists in a collaborative effort to determine incentive choices improves both 

response rates and panelist attitude.  Conjoint results predict actual choice with mixed results 

(54.8%) probably due in large part to the change in the sweepstakes criteria. 

INTRODUCTION 

Good online panel managers strive to maintain an active and healthy community of willing 

participants in the survey research process.  This complex process requires optimization of 

incentive structure, participation limits, survey design elements, and other salient variables with 

respect to a set of tightly binding constraints.  Ultimately, the health of a panel can be partially 

gauged by participation rates and panelist engagement. 

Incentive plays a key role in every theory of respondent motivation.  Incentives serve as an 

important trust building mechanism within the social exchange framework.  Within the economic 

exchange framework respondents seek to maximize incentive, making it one of the most 

important determinants of participation (Dil lman 2007).  Leverage-salience theory suggests that 

a panelistôs level of participation is a function of the relative prominence and personal relevance 

of variables found in each survey invitation (Marcus, et al. 2007, p. 374).  Common invitation 

variables are topic, potential for personal feedback, interview length, incentive, and use of the 

end data, but incentive is the only variable consistently within the panel managerôs control.   

Panel managers effectively walk a tightrope; they must maximize both social and economic 

rewards while respecting constraints.  Economic rewards, for example, are constrained by both 

budget and the potential behavioral effects they may cause as the amount is increased.  Panel 

Managers seeking to maximize the non-economic rewards of participation also face the 

popularity of alternative online methods of social exchange such as Facebook and blogs  

(Poynter 2008). 
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Within this context, during the summer of 2008, Western Wats solicited panelist feedback on 

incentives, and manipulated their incentive structure in an attempt to increase both the economic 

and social benefits of panel membership.  Fundamental to the approach was collaboration with 

panelists themselves.  Ultimately, the bifurcated process chosen shed light on the benefits of 

collaborative panel management and provided an opportunity to empirically test the power of 

stated preference data to predict actual behavior. 

MOTIVATIONS FOR THE RESEARCH 

Todayôs online environment offers a wide range of activities that vie for the attention of 

potential respondents.  Some of these activities offer a compelling, multimedia-rich experience 

(i.e. YouTube, Hulu and Pandora).  Other activities are compelling because they offer a forum for 

substantive, and often free-form, dialogue around personally salient topics (i.e. forums, blogs and 

news sites).  These features disadvantage online panels that must respect the relatively rigid 

structure required by quantitative survey research.  Furthermore, the majority of online 

questionnaires offer scant opportunity for multimedia experience.  Even the look and user 

interface of some online questionnaires is spartan and reminiscent of an earlier internet era. 

Opinion Outpost does offer a forum for open discussion through direct telephone and email 

contact with project management staff.  This feedback channel has revealed lack of 

incentivization for disqualified respondents as Opinion Outpostôs primary panelist complaint.  

Additionally, clear strata of both ñsocial benefit maximizersò and ñeconomic benefit 

maximizersò emerge among the group of vocal panelists who provide feedback.  The ñsocial 

maximizersò express violated trust as a result of being prevented from sharing their opinions 

without a token thank you.  ñEconomic maximizers,ò on the other hand, tend to be most vocal 

about missed opportunities for receiving an incentive. 

Offering an incentive for unqualified respondents should help maintain trust with the ñsocial 

maximizersò as well as offer the incentive that will satisfy ñeconomic maximizers.ò  

Additionally, offering a choice of incentive type should increase the sense of community among 

Opinion Outpost members by giving them a substantive vote in their experience as panelists.   

RESEARCH DESIGN 

Opinion Outpost, Western Watsô online access panel, utilizes a points-for-cash incentive 

structure.  Opinion Points, redeemable at $.10 per point, are awarded for each completed 

interview.  The number of points is a function of survey length and survey difficulty.  These 

factors are clearly stated within each survey invitation. 

Previous internal research shows that, over a month-long period, offering larger incentives 

within Opinion Outpostôs current incentive structure does not materially affect response rates 

(unpublished research by Taylor, 2007).  Göritz (2004, p. 335) reported analogous findings from 

a different survey employing a points-based incentive.  On the other hand, she did observe 

decreased respondent dropout rates when offering larger incentives.   

Other online panels have utilized lottery incentives as a way to minimize cost.  The literature 

on the efficacy of lotteries is mixed.  Across 6 experiments, for example, ñcash lotteries relative 

to no incentives did not reliably increase response or retention; neither did it make a significant 

difference if one large prize or multiple smaller prizes were raffledò (Göritz 2006, p. 445).  
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Tuten, Galeġiļ, and Boġnjak (2004) found evidence for the motivational power of immediacy 

effects for lotteries.  In other words, both response rates and dropout rates improved when lottery 

outcomes were presented to respondents immediately.  We presented this ñimmediate lotteryò 

idea to panelists under the name ñinstant win.ò 

This literature heavily influenced our decision to explore panelist utility derived from 

different types of incentives, in addition to different incentive values.  Specifically, our research 

design needed to measure the impact of three factors: payment type, expected value of reward, 

and rewards program.  As outlined in Table 1, three levels of payment type, five levels of 

expected value, and seven levels of rewards programs were analyzed resulting in 105 possible 

reward combinations. 

Table 1 
 

Rewards Program Expected Value Payment Type 
Guaranteed Rewards $.10 Opinion Points 

Instant Win (2% win rate) $.20 Cash/Check 

Instant Win (1% win rate) $.30 Item 

Instant Win (.5% win rate) $.40  

Sweepstakes (.04% win rate) $.50  

Sweepstakes (.02% win rate)   

Sweepstakes (.01% win rate)   
 

Conducting a within panel experiment evaluating panelist behavior before and after receiving 

these 105 treatments would be cumbersome and expensive.  We chose instead to present a 

stratified random sample of panelist members with an online choice-based conjoint (CBC) task 

to elicit relative preference measures for the 105 distinct options. 

It is reasonable to expect that Opinion Outpostôs extant incentive structure has influenced 

activity level within the panel.  To mitigate these potential conditioning effects, we chose a 

stratified random sample from Opinion Outpost to participate in the choice task.  Strata were 

defined according to panelist activity level.  Strata are: New panelists, defined by tenure of two 

weeks or less.  Inactive panelists, defined as those who have not responded to a survey invitation 

for 6 months or more.  Finally, we chose a stratum of active panelists who do not belong to either 

the new or inactive strata.  We do not expect either the inactive or new strata to exhibit the 

conditioning effects that may be present among the active panelists. 

In addition to the choice task, the initial questionnaire measured panelist activity level, 

recruitment method, and solicited feedback on panelist experience in multiple open-ended 

questions.  Three detailed incentive concepts were presented before the choice task, and each 

panelist completed three questions about the concepts to provide self -explicated preference data.   

The flexibility of Western Watsô panel management system presented a unique opportunity to 

externally validate the results of the conjoint study.  The conjoint data was used to determine the 

most popular reward system at a fixed cost.  We then designed a revealed preference experiment 

with 18 possible choice tasks (Table 2) identified from the conjoint.  One randomly-selected 

choice task was presented to the panelists who participated in the CBC exercise each time a 

panelist did not qualify for a survey.  The choice tasks were constrained to include one 

guaranteed reward, one instant win, and one sweepstakes option.  Choice presentation was 

visually and experientially consistent with the conjoint choice task in order to avoid potentially 
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confounding variables when comparing the stated and revealed preference data.  Expected value 

of the reward was held constant across all experimental choices.   

Table 2 
 

Task Number Choice 1 Choice 2 Choice 3 

1 GR 3 Opinion Points IW 6" Digital Picture Frame SW Rebel XTi Camera 

2 GR $.30 Red Cross IW 6" Digital Picture Frame SW Rebel XTi Camera 

3 GR 3 Opinion Points IW $60 check SW Rebel XTi Camera 

4 GR $.30 Red Cross IW $60 check SW Rebel XTi Camera 

5 GR 3 Opinion Points IW 600 Opinion Points SW Rebel XTi Camera 

6 GR $.30 Red Cross IW 600 Opinion Points SW Rebel XTi Camera 

7 GR 3 Opinion Points IW 6" Digital Picture Frame SW $750 check 

8 GR $.30 Red Cross IW 6" Digital Picture Frame SW $750 check 

9 GR 3 Opinion Points IW $60 check SW $750 check 

10 GR $.30 Red Cross IW $60 check SW $750 check 

11 GR 3 Opinion Points IW 600 Opinion Points SW $750 check 

12 GR $.30 Red Cross IW 600 Opinion Points SW $750 check 

13 GR 3 Opinion Points IW 6" Digital Picture Frame SW 7,500 Opinion Points 

14 GR $.30 Red Cross IW 6" Digital Picture Frame SW 7,500 Opinion Points 

15 GR 3 Opinion Points IW $60 check SW 7,500 Opinion Points 

16 GR $.30 Red Cross IW $60 check SW 7,500 Opinion Points 

17 GR 3 Opinion Points IW 600 Opinion Points SW 7,500 Opinion Points 

18 GR $.30 Red Cross IW 600 Opinion Points SW 7,500 Opinion Points 
 

Next, we used the conjoint data to predict each panelistôs first choice using a market 

simulator for every screen they were presented.  We compared these predictions to actual 

behavior as an evaluation of the consistency of panelist stated to revealed preference.  Lastly, a 

follow-up survey was given to these panelists to measure their experience in the collaborative 

panel management process. 

The research experiment has three main hypotheses.  The first one compares unaided 

respondent suggestions for improvement as a proxy for direct measurement of social exchange 

benefits. 

H1A:  The percentage of suggestions for improvements that specifically refer to incentives 

will decrease in the follow-up survey after participation in both the conjoint and 

experimental choice tasks. 

H2A:  The percentage of suggestions for improvements that specifically refer to incentives 

will not decrease in the follow-up survey after participation in both the conjoint and 

experimental choice tasks. 

Furthermore, the combination of positive social and economic benefits should lead to higher 

response rates (AAPOR 1).  Response was calculated for the month previous to the conjoint 

choice task and for the month following the conjoint choice task. 
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H1B:  Response rate will increase for panelists who participated in the collaborative panel 

management relative to those who did not. 

H2B:  Response rate will not increase for panelists who participated in the collaborative 

panel management relative to those who did not. 

The last hypothesis deals with how well the panelists followed their stated preference when 

actually given the options within the conjoint.  Our testable hypothesis for conjoint hit rate is as 

follows. 

H1C: Stated preference data will predict actual choice correctly in 65% of cases. 

H2C: Stated preference data will not predict actual choice correctly in 65% of cases. 

CONJOINT RESULTS 

The actual amount or item seen by the panelists as the terminate reward was conditional upon 

the levels of all three attributes found in Table 1 (Rewards Program, Expected Value, and 

Payment Type).  For example, the reward seen for an Instant Win (2%) with an Expected Value 

of $0.30 given in Opinion Outpost Points was $0.30/.02*10 points/dollar or 150 Opinion Outpost 

Points.  As a result of this relationship a statistically significant three-way interaction was found.  

However, the practical significance could be explained by only using the main effect of Expected 

Value and the interaction between Rewards Program and Payment Type.   

As expected, the utility increased as the Expected Value increased as seen in Figure 1.  

Surprisingly, Expected Value was the least important attribute as can be seen by the relatively 

level utility across all 5 levels.  This pattern might change if the range of Expected Value was 

increased.  However, this reward is for panelists who do not qualify and thus spend very little 

time in the survey (approximately 1-2 minutes).  At the highest value of $.50 panelists still 

average $15-$30 dollars an hour and we did not feel comfortable giving consumer panelists more 

than this amount.  However, it should be noted that if this experiment was repeated for 

completed surveys where the dollar amount is much higher, Expected Value could make much 

more of an impact. For the results of this study, we determined $.30 to be the optimal point for 

the expected value and used that reward amount in the actual preference tasks.   

Figure 1 
 

 

The two attributes that made the most difference for panelist preference were Reward 

Program and Payment Type.  Figure 2 shows the interesting results we found in this interaction.  
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First, the Reward Type made the most difference with Cash being preferred to both Points and 

Items for all types of Reward Programs.  However, the relative magnitude of this preference was 

dependent on the Reward Program.  For the Guaranteed Rewards Program, the Points and Cash 

preferences are very close.  Thus panelists are relatively indifferent to small amounts ($.10-$.50) 

of cash in the mail when compared to OO (Opinion Outpost) points that they can later redeem 

for cash.  However, as you go to other reward programs that displayed higher nominal amounts 

(resulting from the decreased chance of obtaining the reward) this gap widens significantly.  

Panelists would rather have a large check than they would have the same amount in OO points.  

Lastly, we determined from this initial survey that items did not have the widespread appeal that 

cash or points had, but the preference of the higher ticket items in a sweepstakes became more 

popular relative to the alternatives of points of cash. 

Figure 2 
 

 

EXPERIMENTAL TRIAL RESULTS 

When comparing the Stated Preference data from the initial conjoint survey to the month-

long trial period where panelists actually chose their rewards, we see some unexpected 

differences.  Figure 3 shows that on average panelists systematically chose the Instant Win 

Program more than expected at the expense of the Sweepstakes Program.  This tendency was 

found across all three segments of our study.  As a result the hit rate was 53% rather than the 

65% we predicted.  Possible explanations for this difference, including a change in the 

sweepstakes timeline, will be discussed in the next section.  Still, overall we had to reject 

hypothesis H1C in favor of H2C and report that the stated preference did not match the actual 

preference 65% of the time. 
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Figure 3 

 

 

The overall collaborative panel management system was successful at engaging and pleasing 

panelists.  The relative response rate increased across all three segments of the panel, with the 

most gain seen in the new and inactive panelists.  Figure 4 depicts the magnitude of this change 

varying from 14% among Active panelists to 24% among New panelists.  Thus, active panelists 

who participated in the collaborative panel management system were 14% more likely to 

respond to additional survey invitations than their counterparts in the panel that were not part of 

the collaborative panel management system.  This increase in participation was even more 

prevalent amongst Inactive and New panelists, so we reject H2B in favor of H1B and conclude that 

collaborative panel management does increase the responsiveness of a panel. 

Figure 4 
 

 

Lastly, the percent of incentive suggestions was lower in the follow-up survey than in the 

initial conjoint survey.  In the initial conjoint survey, 53% of the respondents suggested a change 

in the incentive structure.  This percentage was reduced to 40% in the follow-up survey.  This 

13% decrease is statistically and practically significant, so we also reject H2A in favor of H1A and 

conclude that the collaborative panel management did increase the panelôs attitude towards the 

incentive structure we offered. 
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EXAMINING REASONS FOR THE DIFFERENCE BETWEEN STATED AND ACTUAL PREFERENCE 

Overall, the only result of this survey that surprised us was that the stated preference was not 

in line with the actual observed preference.  We explored four possibilities that could have 

caused this shift from Sweepstakes to Instant Win: time effect, multiple answers, and lastly a 

necessary change in the sweepstakes timeline. 

First we examined the reward preference over time.  We thought that panelists might not 

realize the value of the immediacy of a reward until they actually experienced it.  What we found 

was a surprising validation of our existing incentive structure.  Figure 5 shows the linear trend of 

the percent preference for reward program over the course of the month-long experiment.  We 

can see that although the Sweepstakes program became less popular over time, the Instant Win 

program also became less popular at about the same rate.  The only program that became more 

popular was the Guaranteed Rewards program.  This finding has important ramifications to those 

panels that move away from a Guaranteed Rewards model and towards a sweepstakes model.  

These panels will see more panel churn and fewer seasoned respondents which are important not 

only for cost but also for data quality (Gailey, 2008).  This finding validated Opinion Outpostôs 

policy of always giving a guaranteed incentive for completed surveys rather than moving to a 

sweepstakes or an instant win model, but it did not explain the difference between the stated and 

actual preference. 

Figure 5 
 

 

Then we tried to take out the confounding factor of multiple responses.  Rather than counting 

every time a panelist was shown the terminate reward screen, we limited it to just the first time 

they terminated from a survey and saw the reward page.  Because of the reduced sample size we 

decided to run an aggregate logit model and then use a randomized first choice preference 

simulator and compare aggregate results.  Table 3 shows the results of the aggregate logit model 

when run on all 18 of the tasks used in the actual preference experiment.  We see the same trend 

here where we predicted Guaranteed Rewards correctly, but over predicted the Sweepstakes 

preference and under predicted the Instant Win preference. 
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Table 3 
 

Results Guaranteed Instant Win Sweepstakes 

Over (Scheffe) 1 0 10 

Over 2 0 4 

Within Limits 13 5 4 

Under  1 1 0 

Under (Scheffe) 1 12 0 
 

In the end, the difference between the actual and stated preference might be explained by an 

unavoidable change in the timeline of the sweepstakes.  In the initial conjoint survey, the time 

period for picking a winner was one week.  This time period reflected the number of entries we 

would have from our entire panel.  However, when we only had the subset of the panel chosen 

for the experiment the time needed to obtain the requisite entries changed to a month.  Thus, the 

sweepstakes timeline changed from one week to one month.  According to Gºritzôs research 

(2006), this change in the timeline would result in immediacy effects that could easily explain 

why the sweepstakes offering was less attractive in the actual preference experiment.  

CONCLUSIONS 

The study was a success in engaging and pleasing our panelists.  Our collaborative panel 

management system exerted a positive effect on response rates across all segments of our panel 

as well as decreased the complaint rate about incentives.  Due to an unavoidable change in the 

timeline of a sweepstakes, the actual behavior did not match the stated behavior.  However, it is 

still advisable to test a product in the real world before making decisions on the stated preference 

data, especially when the product features are more intangible.  Still, cash stood out as a clear 

favorite for rewards in both stated and actual preference data, regardless of prior conditioning.  

Furthermore, significant time effects indicated that guaranteed reward incentive systems should 

be used rather than sweepstakes to ensure retention of an online panel asset.  Future work can be 

done to isolate the survey aspect of the collaborative panel management process from the actual 

incentive change implemented. 
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CLUSTER ENSEMBLES: AN OVERVIEW 

Cluster ensemble, or consensus clustering, analysis is a relatively new advance in 

unsupervised learning.  It has been suggested as a generic approach for improving the accuracy 

and stability of ñbaseò clustering algorithm results, e.g., k-means. 

Cluster ensemble analysis may be described as follows: 

Consider p1, p2, ... , pM to be a set of partitions of data set Z.  

(together these partitions form an ensemble).  

Goal: find a partition P based on p1, p2, ... , pM which best represents the structure  

of Z.(P is the combined decision called a ñconsensusò) 

Given the above, we may say, tongue in cheek, that there are only two concerns to address: 

How do we generate diverse yet accurate partitions 1 through M ? and in addition;   

How do we combine those partitions? 

It turns out that both (1) and (2) may be accomplished in numerous ways.  While the 

literature outlines various approaches to both (1) and (2), little work has been found by the 

authors that compares those methods.  This paper will focus on comparative performance of 

competing methods for combining partitions aka ñachieving consensus.ò  We begin with a brief 

outline of ways to generate the set of partitions, known as the ensemble, and then describe 

consensus methods to be used for comparison.  

In addition to comparing consensus methods, we also develop and describe a graphical 

depiction of ensemble diversity, useful in evaluating the performance of our ensemble-generating 

mechanism. 

GENERATING THE ENSEMBLE 

A brief list of ways in which ensemble member partitions may be generated is given below. It 

is important to note that this list is not exhaustive and that any one or combination of these 

techniques may be employed for this purpose. 

Ensemble generation techniques: 

Random selection of basis variable subsets / segment features: 

Simply put, subsets of the variables are chosen and each is used to generate one or 

more partitions. 
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Random initializations: 

E.g., multiple selection of starting centroids in k-means. 

Sub-sampling / re-sampling: 

This approach uses, for example, bootstrap samples of the data for generating 

partitions. 

Use different types of clustering algorithms: 

This particularly effective approach generates multiple partitions using differing 

clustering algorithms, e.g. k-means, latent class, hierarchical, etc. 

Randomly choose number of clusters for each clusterer:   

Another particularly effective approach which specifies a varying number of cluster 

solutions within a given algorithm. 

A brief overview of various methods for combining ensemble partitions taken from the 

literature is given below. All but the last approach (hyper-graph) will be described in more detail 

in the next section. 

Consensus Methods:  
Direct Approach:  

Re-label ensemble solutions to find single solution which best matches individual 

ones. 

Feature Based:  

Treat partitions as M categorical features and build a clusterer thereupon. 

Pair-wise:  

Average over similarity matrix depiction of each of the M ensemble partitions. 

Hyper-graph:  

Create hyper-graph representing total clusterers output and cut redundant edges. 

CONSENSUS METHODS COMPARED 

The following section will provide a brief overview of each consensus method used in our 

empirical comparisons.  Consensus performance will be based on its ability to recover known 

cluster partitions from synthetic data sets. 

Direct Approach  
The first, and intuitively the most straightforward, technique is appropriately referred to as 

the ñdirect approach.ò  The direct approach re-labels individual ensemble partitions and creates a 

consensus solution which is, on average, as close as possible to the individual partitions. It may 

be described as follows: 

1. Generate M partitions on data with sample size N. 

2. Specify a membership matrix for each of M partitions, where k is the number of groups 

in each partition:  
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3. Define a dissimilarity measure between the true classification of individual i, (pi) and that 

produced by partition m, (ui(m)) as: 

 
 

4. Averaging over all cases, for partition m, gives the dissimilarity between U
(m)

 and P as:  

 
 

5. The previous equation assumes cluster labels are ñfixed.ò  In actuality we need to 

consider all permutations of U
(m)

 Ÿ Øm(U
(m)

) when arriving at an optimal P.  So our 

minimization problem becomes: 

         

Feature Based Approach  
This method treats individual clusterer outputs as M categorical features and builds a cluster 

consensus thereupon.  The steps necessary to carry out a feature based consensus analysis are 

given as: 

1. Consider each cluster solution as representative of a ñfeatureò of the data. 

2. Replace the raw data (cluster basis variables) with k-tuple cluster labels.  

3. Assume the data arises, in varying proportions, from a mixture of probability 

distributions, each representing a different cluster. 

4. The goal is then to partition data into groups associated with component distributions 

(clusters).  

5. The analysis necessary to accomplish this is referred to as Finite Mixture Modeling. 

Pair-wise Approach  
The pair-wise approach depicts each ensemble member with a similarity matrix, averages 

across all member similarity matrices and uses that average to generate a consensus solution. 

This approach may best be described with an illustration. 

Assume our first ensemble partition contains 6 respondents assigned to 2 clusters as shown 

below. A similarity matrix S
(1) 

 may be constructed as follows: 
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Next, a similarity matrix depiction of each ensemble partition is generated and labeled as:  

 
 

The similarity matrices are then averaged to get a ñconsensusò similarity matrix ñSò as: 

 
 

Finally, we may apply any clustering algorithm which accepts a similarity matrix as its input  

(e.g. ,ñsingle linkage,ò PAM, etc.) to S in order to produce a consensus solution. 

Sawtooth Software Approach  
The Sawtooth Software (hereafter, ñSawtoothò) approach is a modification of the meta-

clustering algorithm discussed in Strehl and Gosh (2002).  The first step is to dummy code 

ensemble members as shown in the tables below. 

Three ensemble members, e.g., for the first four cases: 

 

Dummy code above to create basis variables: 

 

The second step varies from the Strehl and Gosh approach of repeatedly clustering using a 

graph partitioning approach with relabeling of clusterers.  A secondary cluster analysis is 

performed on the dummy coded values (8 variables above) using Sawtooth Software CCAôs 

(Convergent Cluster Analysis) standard approach.  This involves running multiple replicates and 

selecting the most reproducible solution.  If several solutions are created from the second step, a 

third step involves clustering on cluster solutions of cluster solutions (CCC).  Additional CCAôs 

can be performed indefinitely (CCCéC).   Sawtooth has found that the process converges very 

quickly. 

EVALUATING THE CONSENSUS WITH THE ADJUSTED RAND INDEX 

Standard cluster analysis quality measures may be used to evaluate cluster solutions when the 

true underlying partition is unknown.  These include measures such as: 

Hubert's Gamma:  Correlation between distances and a 0-1-vector where 0 means same 

cluster, 1 means different clusters. 

Dunn Index:  Minimum separation / maximum diameter. 
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Silhouette Index 

Calinski & Harabasz C(g) 

This investigation, however, employs known ñtrueò groupings and hence the focus of 

partition evaluation shifts away from ñcluster qualityò to ñcluster recoveryò where the partition 

to be recovered is the known solution. 

While various cluster recovery measures were considered, support in the literature along with 

other aspects such as intuitive appeal, led the authors to choose the ñAdjusted Rand Indexò (ARI) 

for this purpose.  Since the ARI is critical to our comparisons and in addition leads to an 

innovative depiction of ensemble diversity, its derivation and underpinnings are next presented in 

some detail.  

The adjusted rand index (ARI) is based on Rand Index (Rand 1971). Hubert and Arabie 

(1985) adjusts the Rand Index to correct for chance levels of agreement, thereby avoiding 

spuriously large obtained values. Anecdotal evidence of its support in the literature is found in a 

1988 article by Collins & Dent where the authors note ñ ... based on current evidence it seems 

that the Hubert and Arabie ARI is the cluster recovery index of choice.ò  We begin by providing 

an intuitive description of the Rand Index and next show how it may be extended to the 

ñAdjustedò Rand index. 

The Rand Index measures the correspondence between two cluster partitions by focusing on 

pairs of objects.  Specifically, it classifies pairs of objects in disjoint cluster solutions (partitions) 

in one of two ways:  

together (same cluster) or  

apart (different clusters). 

The Rand Index is then a measure of the degree to which each pair of objects is classified the 

same by the two cluster solutions being compared. 

Consider the following cross tabulation table: 

 

where e.g.,    a = frequency of two objects in same cluster in both U and V  

                           b = frequency two objects same in U, apart in V, etc.  

It is clear that given n objects,  
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Using the table above, we may define the Rand Index as: 

 

A problem with the Rand Index is that as the number of segments in the compared partitions 

falls, spuriously higher values of the index may result. Hubert & Arabie set about to correct this 

by creating what is referred to as the Adjusted Rand Index (ARI).  Simply put, the ARI is: 

 

(Where clearly the max Rand index = 1). 

In order to calculate the expected RI, we need only replace a, b, c and d with expected 

frequencies conditioned on the assumption of partition independence using rules of probability. 

Specifically,  

replace a with (a+b)(a+c)  Ÿ          

  

replace d with (c+d)(b+d)  Ÿ         

 

The expected Rand Index is then: 

  

Substituting this back into our original ARI formula we find the ARI is equal to:    

 

REFLECTING ENSEMBLE DIVERSITY 

Another useful application of the ARI is to compare ensemble member partitions and hence 

portray overall ensemble diversity (a necessary and critical condition for arriving at useful 

consensus solutions). This can be accomplished in the following way: 

1. Calculate all pairwise partition ARI values. 

2. Subtract each ARI value from previous step from 1 and create an M × M diversity matrix. 

3. Graphically depict the diversity matrix from step (2) with a heat map. 
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Step (3) above produces a novel graphical depiction of overall ensemble diversity that 

provides an easily comprehendible synopsis of a single ensembleôs diversity as well as an 

effective means for comparison of diversity across multiple ensembles. 

THE DATA 

We employ 10 synthetic data sets with known underlying clusters provided by Bryan Orme 

of Sawtooth Software for comparison of consensus algorithms.  The data sets were deliberately 

designed to reflect fairly different sorts of underlying groups that may be found in market 

research. A brief overview describing each is given in the table below. 

Data Set Descriptions  
 

 

METHODOLOGY 

First and foremost, the focus of this paper is on comparing consensus performance in terms 

of its ability to recover known underlying clusters. To that end, the following steps were taken: 

1. Run each method on each data set 

2. Calculate the ARI comparing the consensus solution to the known underlying groups for 

all runs 

3. Compare the performance of each consensus algorithm, for each data set, using the ARI 

values from step (2) 

The table below provides ARI measures comparing the consensus solution with the known 

underlying clusters for each algorithm on each data set. 

 


