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“As a general rule those most successful in life have the best information.”    
Benjamin Disraeli 

 
 
Bayesian Design and Analysis 
Delivers Profits and Market Share 



 
 

Today’s Discussion 

 

1. Get the product right  

2. Get it to the right target 

3. Get the profit 

 



Market Potential 



Market Potential 



DISCRETE CHOICE EXPERIMENTATION 
1. Getting the Product Right (Design) 



It’s Complicated 



Choice Divergence 

Initial Choice Matrix 
 

7^4 5^2 4^2 3^3 2^3  

 

Attributes = 14 
Levels = 61 
Parameters = 45 
Combinations = 103,723,200 



Choice Convergence 

Initial Choice Matrix 
 

7^4 5^2 4^2 3^3 2^3  

 
Attributes = 14 
Levels = 61 
Parameters = 45 
Combinations = 103,723,200 

 

Final Choice Matrix 
 

5^2 4^3 3^3 

 
Attributes = 8 
Levels = 31 
Parameters = 23 
Combinations = 43,200 



Respondent Fatigue 

 
Manifestations 

 
•  Low finish rate             

! bad 
•  Inattentive response 

patterns ! worse 
•  Internally inconsistent 

response patterns         
! worst of all 

λ 



Choice Design 

Final Choice Matrix 
 

5^2 4^3 3^3 

 
Attributes = 8 
Levels = 31 
Parameters = 23 
Combinations = 43,200 



Survey Design 



Discrete Choices 



Survey Deployment 

Minimizing the impact of survey fatigue 
 

5^2 4^3 3^3 
•  Randomize survey #1 & survey #2 
•  Randomize choice set sequence { 1st,2nd,3rd, … 8th }  
•  Randomize choice position {1st, 2nd, 3rd} 

 



Randomized Choices 

Likelihood that any respondent 
took an identical survey?  

725,760 : 1 



Sample Design 

Living in fear of lurking variables… 
A well-designed experiment includes design features 
that allow researchers to eliminate extraneous variables 
as an explanation for the observed relationship between 
the independent variables and the dependent variable. 
Covariate matrix:   5^2 2^2 

–  Provider identity 
–  Repair proximity 
–  Appliance type 

–  Customer class * 



Priors used to make 
choices tougher 



DISCRETE CHOICE EXPERIMENTATION 
1. Getting the Product Right (Analysis) 



Aggregate Model 



DISCRETE CHOICE EXPERIMENTATION 
2. Targeting the Right Product Right 



Subject Variables 



Parameter Vectors 



DISCRETE CHOICE EXPERIMENTATION 
3. Grow Profits and Market Share 



Profit Projection 

@ Volume = 7M repairs/yr. 
---------------------------------------- 
Incremental Revenue = +$65M/yr. 
 ---------------------------------------- 

Less implementation costs 
======================== 

Net Profit Contribution 
$65,000,000/yr. 
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Price Increase 

Field Test Results 



Global Market Potential 

@ MKT Share = 16% 
US Market = 45M repairs/yr. 
========================  
Unrealized Profit= $400M 
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Thank You! 


