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Microsoft Excel add-ins that facilitate
discrete-choice projects

Discrete-Choice Wizards




‘ What Are StatWizards®?

Quantitative tools
for solving

critical business
problems.

For example ...




Let’s Take Some Common

Business Questions

1.

What features should we include in our
products?

. Glven present and future competition, how

should we price our products?
Should we re-brand our product?

Do our customers fall into segments based
on differing needs from our products?

What penetration rates should we expect?
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‘ 1. What features should we include?

= Alternative form factors We can include anything
Ll Re_branding that affects the
customer’s choice:

o To buy your product vs.
a competitor’s product

= Bundling options a To buy any product at all
= Payment plans o To buy now or later

= Advertising messages
= Rebate programs

= Styling
= Functional options




‘ 2. What price should we set?

= What price would
maximize revenues?

= What price would
maximize profits?

= Should we price to gain
market share?

= Which of these
strategies should we
follow?




‘ 3. Should we re-brand?

= How much is our brand
worth?

= What are customers
willing to pay for
competing brands?

= Does this vary by
feature set or customer

group?
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‘ 4. Do Customers Fall into Segments?

= Do different groups want
different things from our
products?

= Do our customers fall into
segments with different price
sensitivities and purchase
behavior?

= Do different advertising
messages resonate with
different types of people?

= Would designing new products
for different segments
cannibalize existing products?
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‘ 5. What Penetration Rates Should We Expect?
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‘An:

Hxcel Market Simulator Provides
Solutions to These Questions

A B e 8] | E F | ] | H I 9 | K L P T
1 |Demon stratm! R Ronmes, Strateqy Anaies wier AT m: phone
2 [PCS Market Simulator B Fhane B
3 Directions: 1, Enter assumptions in the blue input areas, o Phaone C Nona Fheng B
4 2.In eols. AeH, describe the pack sges you want to simulate, & Phane O 1% 1%
] 3. Simulation is automatio, Status bar digplays ¥ completion, =
] 4, View the results on the pie chart snd lines 19-32, To print, click the printer icon, | | g
7 5. For help on a topla, click on a cell with & red dot, then press [Shik]«[F2). = Phons © —
. 17%
u Nong
& 18%
4 Eg;n%rlg ﬂ;mgi | Description of Marketplace A ? [ E F G H 1
10 aslo Fackage name] Your phane o ohe Phon Mane
n Fhaone type:] Standard [ Flip béow  [Touch screel Flip color
12 Assumption Brand] Motorola Makia Erlezzon | GualComm
13 | USpop.age 15 & up.i TE, 104 Send Fas] sendran | Sendran [ Sendran
14 Units:]  thausands Receive Fax] Fes Fax e Fak
15 E-maifl  E-mail E-mail E-miail
1€ Dievice price F100 F200 4494 426
17 Segment inclusion MManthly Fee, services] $20.000mo. | $25.000mo. | $365.00/mo. | $35.00/mo.
Gender: All Adjustment Factor; -0.2
A All Potential share;: 13,73 10,7 1673 17.8% 1.1
20 | Car cell phone owners: All Fize of potential market [thousands): 10,452 8133 12,635 13535 31,273
21 Handheld cellular uzers; All ntial annual serdice revenue [FRAR); $2 808 $2.442 $5,333 $REE5
22 IT mianagers: All Fotential device revenue ($MM]: £1,045 1828 $E336 $5.7EE
23 Fotential total unit costs [($MM]: #9493 F733 #1905 §2,233
24 Fatential total contribution [£MM): 52 #8435 $4.432 $3.533
4] Calculations
6 [umber of altermatves] 4 Unit Cost of Features
7 Total segment size: TE, 104 Sendfax:  $40.00 #40.00 $40.00 #40.00
28 fotential size of markek: 44,525 Receive faw:  §25.00 F25.00 F26.00 30,00
29 | Total share of market: EEES E-mail:  §45.00 F40.00 F36.00 F45.00
30 Potential total revenue:| $14.78EBE Unit manufacturing cost:  §50.00 $50.00 $50.00 #50.00
31 Totalunit cost: 9500 $30.00 #150.00 F165.00
2 Linit eiontributicn: #5.00 F110.,00 F349.00 F261.00 =
x
4 4[p | MMain / Pie chart / Diffusion model / Price curves £/ Demographics | 4| | LUJ
Ready [ | SR TV




‘ Solution 1: Feature Evaluation

+

he impact of adding fax reception to Phone A...
C D E F ) H

a Description of Marketplace A B C D

10 Fackage name: Fhone A, Fhone B Fhone C Fhone D
11 Fhone type: Standard Flip b&w  [Touch screen| Flip color
12 Erand: rAotorola Molkia Ericsson QualZomm
13 Send fous = fax Send fax

14 Reoeiv( fax:‘| - ) Rec fax Rec fax
15 E-mail: : E-mail

16 Device price: F100 F200 F4909 F4268
17 rdonthly fee, services:| $20.00/mo. F25 00/mo. F25 00/mo. | $35.00/mo.
15 Adjustment factor:

19 Fotential share: 15.0% 11.7% 18.3% 9.9%
20 Size of potential market (thousands): 11,447 3,923 13,941 T.571

21 | Potential annual service revenue {$hh): $2.747 2,677 $5.855 $£32.180
22 Fotential device revenus [Fhand): F1.145 F1,785 $6,957 F32.225
23 Fotential total unit costs { FrAkAY: $016 $803 $2.001 505
24 Fotential total contribution {$hh): $229 $931 $4,5865 $2.619
25

26 Unit Cost of Features

27 Send fax: $40. 00 $40.00 $40.00 $40.00
28 Receive fax: $25 00 F£25 00 $25 00 $20.00
29 E-rmail: $30.00 $40.00 $35.00 $45 00
20 Lnit manufacturing cost: $50.00 F50.00 F50.00 $50.00
21 Total unit cost: $20.00 $£90.00 F£150.00 $280.00
32 Unit contribution: $20.00 F110.00 $349.00 $346.00
M 4 » M\ Main { Pie chart 4 Diffusion model £ Price curves 4 Demographics £ |« | |




‘ Solution 1: Feature Evaluation

M 4 » M\ Main { Pie chart 4 Diffusi

model 4 Price curves 4 Demographics

e ]
a Description of Marketplace A B C D
10 Fackage name: Fhone A, Fhone B Fhone Fhone O
11 Fhone type: Standard Flip b&w  [Touch screen  Flip color
12 Brand: rAotorola Iolia Ericsson QualZomim
13 Send (g nd fax Send fax
14 Receiv(fax:‘L Fec fax - ) Rec fax Rec fax
15 E-mail: . E-mail
16 Device price: F100 F200 F493 FA26
17 Monthly fee, services: | $20.00/mao. $25 00/mo. | $35 . 00/mo. | $35 0050
18 Adjustment factor:
19 Fotential share: 11.4% 17.8% 9.7T%
20 Size of potential market (thousands): 8,681 13,572 7367
21 | Potential annual service revenue [EhRY: $2.604 $5,700 $3,004
22 Fotential device revenue { $hihdy: $1.736 6,773 $3.135
23 Faotential total unit costs [ ErAR F751 $2,036 $580
24 Fotential total contribution ($Fh Fo55 F4 TAT F2.549
25
26 Unit Cost of Fea
27 F40.00 F40.00 F40.00
28 F25 00 F25.00 F20.00
29 F40 00 $£35.00 F45 00
30 Unit manufacilring cost: F20.00 $50.00 $50.00 $50.00
31 Tg'tal unit cost: F105.00 F90 .00 $£150.00 F80.00
32 it contribution: f($5.00) 110,00 $349 00 $246.00

... IS to boost share but generate losses.

+

The impact of adding fax reception to Phone A...




‘ Solution 2: Pricing

Describe a competitive situation ...

Description of Marketplace A B C D
Package name:] Phone A Phone B Phone C Phone D
Phone type] Standard Flip b&w [Touch screen| Flip color
Brand:] Motorola Nokia Ericsson | QualComm
Send fax: Send fax Send fax Send fax
Receive fax:] Rec fax Rec fax
E-mail: E-mail E-mail E-mail
Device price]]  $100 $200 $499 $426
Monthly fee, senices:] $20.00/mo. | $25.00/mo. | $35.00/mo. | $35.00/mo.
Adjustment factor:
Potential share: 13.7% 10.7% 16.7% 17.8%

. and calculate potential market share Jx




‘ Solution 2: Pricing

Change an assumption ...

Description of Marketplace A B C D
Package name:]  Phone A Phone B Phone C Phone D
Phone type:]] Standard Flip b&w |Touch screen| Flip color
Brand:] Motorola Nokia Ericsson | QualComm
Send fax: Send fax Send fax Send fax
Receive fax ] Rec fax Rec fax
E-mail: E-mail E-mail E-mail
Device price]]  $100 $200 $499
Monthly fee, senices:] $20.00/mo. | $25.00/mo. | $35.00/mo. | $35.00/mo.
Adjustment factor:
Potential share: 11.6% 9.1% 14.3% 30.2%

... and immediately see the impact Jx




‘ Solution 2: Pricing Strategy

400

A built-in feature conducts «
price simulations, 2
revealing that the price

Milllons o

0

A

y —

that maximizes revenues o
. $0 $50 $100 $150
s not the same as that / price

which maximizes profits.

PN
S S
> S

= Contribution Revenues

$200

Yet maximizing profits £ >

sacrifices market share. & >
) $0 $50 $100 $150

The simulator helps you evaluate Price

these strateqic tradeoffs.

—— Market share (%)

$200
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Solution 3: Measuring Brand Equity

$120-

$100-

$80-

@ Motorola
M Ericsson
M Nokia

O Sony

B QualComm

$60-

$40-

$20-

$0-

Value of brand

We can make similar charts for other attributes.




‘ Solution 4: Identifying Market Segments

In building the model, we identified 5 segmentation
variables.

A B C ) E F G H J K L 1
bl
1 Demonstration 5.Boomer, Strategy Analtics 1.0 SEForel Phane &
> PCS Market Simulator mProne 5 s
e 3 Directions: 1. Enter azsumptions in the biue input areas. O FPhone C Mone Phone B
4 2 Incolz. &-H, describe the packages you want to simulate. O Phone O I 125
5] 3. Simulation is automatic. Ststus bar displays % completion. ™
™ [ 4. Yiewy the results on the pie chart and lines 19-32. To prirt, click the printer icon. o
7 5. For help on a topic, click on a cell with & red dot, then press [Shift]+[F2]. n
simulator :
B hane Phone O 24u
] 12
9 Scenario Hame: | Description of Marketplace A B C 1] E F G H 1
e tS u S S e e 10 Baszic Package name:]  Phone & Phone B Phone Phone O Mone
11 Phone type:|  Standard Flip b&wy  [Touch zcreen|  Flip color
12 Assumptions Brand:] Motorala okia Ericzzon GualComm
13 US pop., age 15 & qu 76104 Send fax Send fax Send fax
14 Un'rtsﬂ thousands Receive fax Rec fax Rec fax
15 E-mail: E-mail E-mail
16 Device price] 100 F200 499 426
17 Segment inclusion Morithly fee, services:] $20.000mo. | $25.00imo. | §35.004mo. | $35.000ma.
18 Gender: Female Adjustment factor: -0.2
19 Age: All Patertial share: 13.8% 12.0% 24.4% 12.8% 36.9%
20 | Car cell phone owners, Size of potertial market (thousands): 1,939 1 686 3426 1,601 2173
ntial annual service revenue (VMY $465 $506 1,439 $756
22 IT managers: Patertial device revenue (Ehb): 194 F337 1,710 F7ET
23 Potertial total unit costs (Bhitd): a5 a2 514 144
24 Potertial total contribution (hkd): $39 185 §1,196 623
25 Calculations
26 | hMumber of atternatives: 4 Unit Cost of Features
27 Total segmert size: 14,025 Send fax F40.00 F40.00 F40.00 F40.00
28 | Potertial size of market: 8,852 Receive fax F25.00 F25.00 F25.00 $30.00
29 Total share of market: B3.1% E-mail: F30.00 F40.00 F35.00 F$45.00
30 Potertial total revenue: §3.01 BB Unit manufacturing cost: Fa0.00 Fa0.00 Fa0.00 F50.00
& Total unit cost: F50.00 F90.00 $150.00 $50.00
32 Unit contribution: $20.00 $110.00 $345.00 $346.00
33
B
W 4 » M[\Main/ Pie chart / Diffusion model / Price curves / Demographics / [«] |




‘ Solution 4: Identifying Market Segments

In building the model, we identified 5 segmentation

variables.

The
simulator

lets us see

how
segment

preferences

differ.

~t|m ||

g

9
10
11
12
13
14
15
16
17
18
19

23
24
=)
26
29
28
29
30
H
32
33

[

A ‘$
1 |Demonstration
2 PCS Market Simulator

Directions: 1. Enter assumptions in the blue input areas.

Scenario Name?

Biazic

Assumptions

US pop. age 15 & up] 76,104

Un'rtsﬂ thousands

Segment inclusion

Gender: Female

Age: All

Calculations

Mumber of aternatives: 4

Total segment size: 25335

Potential size of market: 13552

Total share of market: 935%
Poteritial total revenue: $413B8

C ) E F G H J K L 1 =i
F. Boomer, Strategy Analdtics 1.0 B Phone & Ph105r-|/e A
B Phane B :
OPhane C
2.Incolz. &-H, describe the packages you want to simulate. B Phone D Mone Phc‘r_‘e e
3. Simulation is automatic. Ststus bar displays % completion. ™ e T2
4. Yiewy the results on the pie chart and lines 19-32. To prirt, click the printer icon. o
5. For help on a topic, click on a cell with & red dot, then press [Shift]+[F2]. n _
Phone C
a 17
W Mone Fhone D
102
Description of Marketplace A B C 1] E F G H 1
Package name:]  Phone & Phone B Phone Phone O Mone
Phone type:|  Standard Flip b&wy  [Touch zcreen|  Flip color
Brand:] Motorala okia Ericzzon GualComm
Send fax Send fax Send fax
Receive fax Rec fax Rec fax
E-mail: E-mail E-mail
Device price’] 100 F200 499 426
Morithly fee, services:] $20.000mo. | $25.00imo. | §35.004mo. | $35.000ma.
Adjustment factor: -0.2
Patertial share: 15.4% 11.9% 16.6% 9.6% 46.5%
3,907 3,006 4,203 2435 11,783
935 a0z §1,765 1,023
F3 Fa01 2,097 §1,037
Patertial total unit costs (Bhibd): F313 271 F630 a3
Patertial total contribution (Ehibd: 75 iyl §1.467 Fo43
Unit Cost of Features
Send fax: $40.00 $40.00 $40.00 $40.00
Receive fax: F25.00 F25.00 F25.00 $30.00
E-mail: F30.00 F40.00 F35.00 F$45.00
Unit manufacturing cost: Fa0.00 Fa0.00 Fa0.00 F50.00
Total unit cost: F50.00 F90.00 15000 F50.00
Unit contribution: $20.00 $110.00 $345.00 $346.00

20 | Car cell phone owners, Size of potertial market (thousands):
21 | Handheld cellular uze cpritial annual zervice revenue (Shihd):
22 IT managers: Patertial device revenue (Ehb):

PRI " Main { Pie chart { Diffusion madel { Price curves f Demographics /

|«




‘ Solution 5: Product Diffusion Model

A Bl C|]DJEJF |G [H] T [ J]KI L|MWM[]NI]O]

Lo Bt N e Y S T ) O

(i)

10

11

12

13

14

15

16

17

18

15

20

21

2

23

24

Directions: | This worksheet takes the estimate of market potential for alternative A in the Main worksheet and plots an
innovation diffusion curve using the Bass model. By choosing appropriate values of the parameters o and
8, you can simulate the adoption path of alternative A over time.

o =0.003 | The coefficlent of external influence | this Adoption Path for Alternative A
parameter represents the effect of external
factars such as media communications on | g 12
the rate of adoption. = 10 /——l—
s 5
B ={0.0& .The coeficient of intemal influence, this @ 5 /
coeficient represents the effect of prior £ /
adoption and word of mouth on new e 4
adaption. 2 P
- 0 - L e s e e
Mbar = 10452 |{patential market for altemative A fram Main 123 465E 78 9101112131415
wiorksheet)
Months
Months
o 1 2 3 4 A B 7 B 5 10 11 12 13
Adoption: 000435 01242/ 02725 04395 1.0052 17709 29177 44151 BOSSY| 7.A414 86713 9.4221 88772

|4 | 4 [» [w1% Main £ Pie chart ' Diffusion model / Price curves /f Demographics | €] |

Nl
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How Does This Technique
Work?




<=
Discrete-Choice Models

In recent years, discrete-choice analysis has emerged
as a powerful tool in the market-research arsenal.
Based on consumers’ hypothetical or real-world
choices, discrete-choice models help guide product
managers’ critical tasks:

= Positioning products in a competitive marketplace

= Developing strategic and tactical pricing strategies

= Sizing markets for new products

= Determining the optimal mix of product features

= Isolating market segments based on product preferences
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4
‘ Describe the Marketplace

= We first break the product or service into attributes,
iIncluding brand and price.

= We include features and pricing from competitive
products.

Attributes: Brand Weight Configuration Key size Key feel Display Talk time Display size Battery type Charger type Color Price

Motorola  Lighter Flip square  Small Soft LCD 1 hour Small NiCad Internal Black Free

Nokia Average Flip round Medium Hard LED 2 hours  Average Li External Gray $30

AudioVox Heavier Std.square Large 4 hours Large NiMH N/A Colors $100

Sony Std. round Alkaline $200
Levels: NEC $300

Ericsson

Toshiba

Mitsubishi

Panasonic




‘ A Discrete Choice Questionnaire

= We generate choice sets by varying attributes
according to a formal experimental design.

= Then we create shopping exercises for

respondents.
& O O O ® @ O ® O O
_ Choice 1 2 3 4 5 6 7 8 9 10
Base unit
Brand Motorola | Nokia | AudioVox| Sony NEC Ericsson | Toshiba | Mitsubishi| Panasonic| None

Weight Lighter Heavier Lighter Lighter Heavier Lighter Average Average Heavier
Configuration |Flip square |Std. square|Flip round |Flip square| Flip round |Std. square|Std. square| Std. round |Flip square
Key size Medium Small Large Large Medium | Medium Large Small Large
Key feel Soft Hard Soft Soft Hard Hard Soft Hard Hard
Display LCD LED LCD LCD LCD LCD LCD LED LED
Talk time 1 hour 4 hours 4 hours 4 hours 4 hours 2 hours 2 hours 2 hours 4 hours
Display size Large Average Small Small Small Small Large Average Large
Battery type NiCad Li NiCad NiMH NiCad NiCad NiCad Alkaline NiMH
Charger type | Internal Internal Internal External External External Internal N/A Internal
Color Black Black Black Colors Grey Black Grey Colors Black
Price Free $30 $200 8300 $100 Free $30 $30 $200




‘ Next Steps

= Estimate a statistical

model

= Build the simulator

A [ B [c] ] [ e [ F [ G | H [ P T M| j
1 Demonstratloﬁ'l Gccmer Shoteqr nals we o s
2 |PCS Market Simulator
3] Directions: 1.Enter 335umptians inthe blus input areas, e PhonsB
[+ 2Insols. A-H, deseribe the packages yousant to simulate. I {fEs
| 3.Simultion s aamatic. Status bar displays 2 completion,
| 4. Viwthe resuls on the e char and nes 19-32 Toprn, click the prirter con.
| 5 For help on 3 topic, lick on acel uit ared dotthen pees [Shi]-[F2] Phone
[
Prone D
8 18
Scenario Name: ] Description of Marketplace A B [ 1] E__F 6 W ]
10 Basic Package name ] 7o phone] Phiane & | Phone € | ProneD (ED
Phone type] Standrd | Flp by [Touch seree] Flipeclor
[t Assumptions Brand] Matorols | Wokia | Erosson |GuaComm|
TEpop. ate .7 Send Tendfar | Sendfas | Sendfa
UnitsY housands Receive faf Fiecfas | Pec
[16] mal] _Emal Emal | Emal
Divioe price]__$100 42
Seqment inclusion tonthy fee, servie Y S2000ime, [ 425 00ime 3300
Gende:] Adjustment factor 07
e Fotentilshare:  13.7% 1092 T67%  178% 183
Ta WAz 613 1268 1363 3279
users] rtal anwal sevice evenue ($MM): 2508 45442 45081 45685
T managers] Potentsldevicereverue (SN $1045 #1629 4833 45765
(2] Potentisltotaluitcons MM 4983 973 #1405 42290
3§52 $835 fIxkd 3533
[ 2 Calculations
[z Unit Cost of Features
T endfar $4000 000 #4000 000
ol 4405 Recevefar 32500 42500 92500 43000
Totalshare of market] 503 sl $4500 HOD0 4300 #4500
| 147368 35000 460.00 460.00 $50.00
| 31 Total unitcost: 36,00 80,00 $16000 18500
| 32 Unit gontribution: - $5.00 $11000 334300 28100 B
14/ 4] ¥ [M\Main { Fie chart £ Diffusion model / Price curves { Demagraphics | | JJJ
Ready |I= B 7




‘ A Typical DCM Project Schedule

+

Describe
product
attributes and
levels

Construct
experimental
design

Recruit

| sample and

generate
guestionnaire

Send to field

Set up data
and estimate
model

Build
simulator

Key sources of time,
cost and complexity

JJ
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StatWizards® Accelerate and Simplify the

Process

= Design Wizard - An Excel add-in that takes a
list of product attributes and generates an
experimental design

s Data Wizard — A second add-in that takes a
spreadsheet of respondent data and
configures it for the most popular discrete-
choice estimation packages

s Simulator Wizard - A third add-in that reads
the output from a statistical package and
builds a market simulator in Excel




<=
Design Wizard

Describe ) Recruit

product | | Design | | sampleand | | o 1ifieid | sl set updata | » FEStmate | | Buid
attributes and Wizard generate model simulator

levels questionnaire

An Excel add-in that generates an
experimental design and choice sets
based on a list of product attributes



‘ Design Wizard Features

Automatic selection of best design
Designs are fully customizable using Excel
Permits blocked and unblocked designs
Supports up to 13 attribute levels
Suggests values for choices per store
Recommends blocking factor, if needed

Shopping layouts can be scanned by OMR software
such as Remark Office OMR or published as Web
pages

Automatic generation of variable names
Defaults support most needs




‘ Design Wizard Benefits

= Greatly reduced time in design construction
= Elimination of error
= Flexibility to meet most needs

= Enables discrete-choice methodology to be
used in low-budget, short-duration efforts

= High-quality designs
m Typically pays for itself in one project




‘ Design Wizard Walkthrough - 1

1. Start with a simple list of product attributes and levels in Excel.

+

2. Run the wizard from Excel’s
Tools menu.

Step 1.

e
e o
e

Select the cells containing the attributes you want to test,
If you disagree with the range provided, press the button

to select a new range with your mouse,

wizard creates an experimental design you can use to

_ \ spreadsheet with attributes you want to test, this
estimate discrete-choice models.

Glucose | Glucose | Glucose
Mfr. Trade-in [test strip| test |[test strip
Attribute name: Model Brand Meter shelf price Rebate |allowance| quantity [ speed |unit price
Checklt Instant X $16.88 $0.00 $0.00 25 5 sec $0.50
Checklt Simple X $109.99 $40.00 | $40.00 100 15sec  $0.85
King None 30 sec
Test values: 2Inl Ours 40 sec
ExactlyRight Y
OneDrop Y4 Experimental Design Wizard Step 1 of 7
TakeControl Ours
LightTouch Big — Welcome to the Experimental Design Wizard, Lsing a

$A51 5059

Cancel ‘

‘ Mext == ‘

-
|




‘ Design Wizard Walkthrough - 2

Comments provide help
3. The wizard adds some information and directions to your workbook...

A, B [J|l c D E F G H I J K =
Glucose Glucoze test | Fructozamine
/ Meter shelf It . Trade-in test strip Glucoze strip unit test Fructosamine
1 Attribute name: oicle Brrand price Febate | sllowance | quantity  |test speed price availahle? | test gquantity
2 Checklt IEtart | X F$16.85 F0.00 F0.00 25 4 sec F0.50 Yes 2
8 Fimple | ¥ F109.99 F40.00 F40.00 100 15 zec F0.85 Mo 4
4 Mone 30 zec 5]
) . Qurs 40 zec 12
& Test values: ExacflyRight v
7 z
g Contral ours 1 1
: e —Automatically generates variable names
10
11 Deszired # of levy g 4 4 4 4 4 4 2 4
Selection type (Fi
Continuous, One only or
12 Fixed Fixed | Cortinuouws |Cortinugffs Cortinuows | Continuous | Continuous | Cortinuous e anly Continuous
13 Sequence in gquestionna 1 2 5] 4 5 o] T ] ] 10
“ariahle names (1 10N
14 characters): fodel Brand (EShPrc fafrRkt TrdAIIWD GITsntt GlTsSpd GIT=Prc FrTsAvia FrT=ntt
Expected effect on value®
15 proposition (+i-hlank): - + + + + - + +
16 Stores
17 Blocks™ 1
15 Stores per block. 9 Erter no data below this line. 1
19 Mext higher design:‘ 39
20 Reguired factors 35 . .
2 Closest design: 35 Directions are attached to the sheet
22 One only total: 35
23 “ary all total |0
24 “ary all count: |0
25 One anly 2" 2 2 2
26 wary all 2%
7 Countof 22 irections: 1. Change Desired # of levels: and Selection type so that Required factors = Closest design.
28 Court of 22 |15 2. Arrange Sequence numbers to reflect hove you weart the guestionnaire to appear.
249 Count of 2* |1 3. Make any changes you want to YWarishle names, here and in the Yariables sheet.
30 Count of 2% 0 4. From the drop-down list, enter the total number of Stares youw wwant to show subjects.
3 Fized attributes: 2 5. Blocking data allovws you to show a smaller number of stores to each respondent.
32 Steps completed: |2 Do this by increasing Blocks such that Stores divided by Blocks is & whole number .
4 4 » M]sAttributes / Variables 4 Available designs |<




‘ Design Wizard Walkthrough - 3

4. It spreads attribute ranges and assigns unique variable names...

A B Z o] E F G H | - a3 L
Flucose Glucoze test | Fructosamin Fructosamine
Meter =helt hAfr . Trade-in test strip CGlucose =trip unit etest Fructosamine | test strip unit
1 Attribute Dame: hocel Brand price 4@ allowwance Cjuantity test speed price available? test quantity price
2 Checklt Instant B F16.55 FO.00 FO.00 25 E=1=1sd F0.s0 s 2 F0O.00
3 Checklt Simple x F47.92 " $13.33 $13.33 7 50 1Ssec | $0.62 [ 4 " $333
4 King Mone $7E5.96 " §26.66 $26.66 || 7S 30sec " $0.74 8 " 3566
] . 2im DurE F109.939 F40.00 F40.00 100 40 =ec FO.ES 12 F10.00
5 Test values: ExcactlyRight w
ri Cnelrop il
=] TakeControl Curs .
=] LightTouch Bi
£ : . Calculates equal intervals for levels
11 Deszired # of levels™ =] =] 4 4 4 4 4 L) 2 4 4
Selection type (Fixed
Continuows, Sne only ar Wary
12 all: Fixed Fixed Continuous Continuous Cortinuows | Continuous | Cortinuous | Continuous Cine anly Continuous Continuous
13 Sequence in ques‘tionnaire:‘ 1 2 &) 4 = G rd =} =] = 4
wariakhle names (1 to 3"
14 characters): oozl Brand hdtrPrice hafrFbt TrodAllen GloEntty GloSpeed GlocPrice Froasslial Frizmtty FrpPrice
Expected effect on valus®
15 proposition (+i-hblank): S + + + + = + +
16 Stores™a
17 Blocks 1
15 Stares per block™ 9 Enter no data below this line. 1
19 kext higher design: 39
20 Required factars" 35
21 Closest design: 35 . .
2] one onivicte 33 Renames duplicate variables
W3 al:
24 Wary all count: 0
25 One anly 2% 2 2 2 2 2 2 1 2 2
26 wary all 2%
27 Court of 2% |2 Directions: 1. Change Desired # of levels: and Selection type 5o that Required factors = Closest design.
28 Court of 2% 15 2. Arrange Sequence numbers to reflect how wou want the guestionnaire to appear.
29 Court of 2* |1 3. Make any changes vou want to “ariable names, here and in the “Yariables sheet.
30 Count of 2% |0 4. From the drop-dovwn list, erter the total number of Stores you want to show subjects.
31 Fixed attributes: 2 5. Blocking data allowws vwou to showe & smaller number of stores to each respondent .
M 4 ¢ M Attributes  Variables 4 fwvailable desians < b3
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‘ Design Wizard Walkthrough - 4

5. ...then in seconds builds an experimental design, ...

A% | AY | A7 | BA | BB | BC | ED | BE | EBF | BG | BH | Bl |
1 1 2 3 4 o) B
Glucose
Meter shelf| Mir. Trade-in |test strip
2 Choice Model Brand price Rebate |allowance | quantity
3 set  |CQuestion Alt b HER i a ) F10R11
4 [ w2899 30K [ X323 Cluestion | Altho MtrPrice | MitEbt | TrdAlwn | GlcQntty
5 ] 1] ] 1 1 |Checklt Instant " §16.88 $0.00 $0.00 25
5 3 2 ] 1 2 [Checklt Simple 4 F47 92 $40.00 $0.00 75
7 2 3 2 1 3 |King Mone f47 92 $13.33 $13.33 i)
i 3 1] 2 1 1 4 |12In1 Clurs 57596 $0.00 54000 100
g 2 3 2 1 5 |ExactlyRight f F109.93 | 513.33 H40.00 25
10 3 3 1 1 E |OneDrop £ H16.85 $0.00 G 75
11 1 0 2 1 7 |TakeContral Clurs 547 92 $40.00 $40.00 a0
12 ] 1] 2 1 8 |LightTouch Big F47 92 $0.00 §26 BE 100
13 2 1] 1 2 1 |Checklt Instant 4 $16.88 5265 BR $13.33 a0
14 1 3 ] 2 2 |Checklt Simple 4 57595 $40.00 §26 BR ol
15 3 2 1 2 3 |King Mone 47 92 $13.33 26 BE a0
15 3 1 3 5 2 4 |2In1 Clurs $16.68 26 bR G 100
17 ] 3 3 2 5 |ExactlyRight f $16.68 26 bR $0.00 a0
18 ] 2 ] 2 E |OneDrop i F109.99 $0.00 $26.66 a0
15 2 3 ] 2 7 |TakeControl Curs $109.99 | 52666 $0.00 100
20 1 1 1 2 8 |LightTouch Big F47 92 $13.33 §40.00 25
21 ] 2 2 3 1 |Checklt Instant 4 $16.88 §265 BR $40.00 75
| 4 | | | | [l PR P E A ey HPE T I LT T4 mm mr o mr {1 i B b } A4
M 4 » My Attributes £ Variables / Awailable designs % Design / Layout / Export | €




'Design Wizard Walkthrough - 5

6. ...complete with printer- or Web-ready shopping excursions, ...

| [=3 O E F G H 1 J K L -
1 |Store 1 1 |
Re—
2 Directions: Please choose from among the Following products, or specify "Mone of these™ if gou don™ want ang of them. [M1an=19]
3 "CORMPLETELY Fill in the circle corresponding to your choice_
4 o o L] L] o o o o o Circles?
g Choice: 1 2 3 4 g -] K 3 s
[ Model: Checklr Instant Checklr Simple King Z2Inl ExactlyRight OneDrop TakeControl LightTouch Mone of these Erint All
7 Erand: = = Maone Cwrs A =z Curs Eig Sr;ors
g Meter shelf price: $16.53 4782 $47.82 7596 $109.33 F16.53 4782 4782
9 PFr. Rebate: F0.00 F40.00 F12.533 $0.00 F13.33 F0.00 F40.00 F0.00
0 Trade-in allowance: $0.00 $0.00 F12.33 $40.00 $40.00 $26.E6 $40.00 $2E6.68
et 25 75 5 100 25 5 50 100
1 quantity:
2 Glucose test speed: [T Bzec 15 e 20 e 0 =zec 40 zec 40 zec 30 e
Glucose test strip
12 unit price: $0.60 $0.E2 $0.50 $0.85 #0560 #0560 $0.60 $0.60
Fructosaml!ﬁe rest Yes [y [=] Tes Tes ez [ =] [y [=] [y [=]
1+ available?:
Fruckozamine t?st > 4 s s 4 s s 12
15 quantity:
Fruckosamine test
& Strip unit price: $0.00 232 F10.00 $2.32 F2.232 F2.232 $0.00 $10.00
17 Bundle?: Tes [y [=] Rlo Rlo res [ =] [y [=] Tes
1= Eundle discount: 0 20 20 LB o= o= o 20
19 Trial period: Rlone Rlone Mone Mone 20-day Money back Rlone Foney back
Ease-of-use Easy blood Confirmation dot Eas=y blood . Mo buttons, no fuss Po calibration, o
Easy to use " N Easyto use N " . Mo cleaning N .
20 Mmessage: application makes testing sure application Mo worries coding
Simplicity messags: Simple acouracy Simple acouracy Simple 3 step Simple t\u_\.lo step Simple anouracy Simple tl.j.lo step
21 testing testing process testing testing testing
22 Boccuracy message: Fieliable Clinical Sccuracy Feliable Accurate resulks Fieliable Buzourate results
. Less blood [less Wery small sample Less blood [less Wery small sample Less blood [less Test anywhere, any
Elood size: : : q 1 A q
pke] pain] required pain] required pain) Kirme
.| Fitsinthe palmof Large easy toread Fit= in the palm of Fit= in the palm of Fit= in the palm of
24 Peter size: your hand display Compact { portable your hand Compact { portable | Compack f portable your hand your hand
25 Melemiory: 20 20 200 200 200 120 200 200
o4k My Attributes {4 Wariables 4 Awvailsble designs £ Design b Layout | < >




‘ Design Wizard Walkthrough - 6

7. ... and a data set ready for export to most statistical packages.

A E | ¢ | o | E | F | & | H | 1 | J | kK [ L] M
1 |GuestiondAltMo MtrPrice MiRbt TrdAllwn | GleQntty GleSpeed GlePrice GleAvlbl| GlpQntty GlpPrice | Bundle BndDscnt
2 1 1 16.83 a n 25 ] 0.5 a 2 a a a
3 1 2 47 92 40 1l 75 5 0.62 1 4 3.33 1 0.2
4 1 3 4792 11333 1333 75 15 0.5 a 5] 10 1 0.2
] 1 4 78.96 a 40 100 30 0.85 a 5] 3.33 1 a
B 1 5 | 10993 1333 40 25 30 0.5 a 4 3.33 a 0.1
7 1 3] 16.858 a 26 Bl 75 40 0.5 1 5] 3.33 1 0.1
a 1 7 47 92 40 40 A0 40 0.5 1 &) a 1 0.1
9 1 &) 47 92 a 26.6R 100 30 0.5 1 12 10 a 0.z
10 1 e a a 1l 1l a a a a a a a
11 2 1 1683 2666 13.33 &0 40 0.5 a 4 10 1 0.3
12 2 2 78.96 40 26 BB a0 ] 0.5 a 5] .66 1 0.3
13 2 3 4792 1333 JG6E6 a0 ] 0.74 a 12 .66 a a
14 2 4 1683 BB | 2BEB 100 ] 0.74 a 4 3.33 a 0.3
15 2 ] 16.883 2666 n A0 15 0.62 1 &) 3.33 a a
16 2 B | 109.99 a 26.6R a0 15 0.85 a 2 3.33 1 0.3
17 2 710999 26ER 1l 100 40 0.74 1 12 b.BE a 0.1
18 2 5] 4792 13,33 40 25 15 0.85 1 12 3.33 a 0.3
19 2 g a a 1] 1] a a a a a a a
20 3 1 16.88 2666 40 75 ] 0.85 1 12 .66 1 0.3
21 3 2 10999 a 13.33 100 40 062 a 12 a a 0.z
22 3 3 109939 40 26.6R 100 30 0.62 1 2 a 1 0.z
M4 v wy attributes f variables § Avalable designs 4 Design £ Layout | <

+
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“The Design Wizard

Turbo-charges the generation
of efficient experimental
designs, making the process
EASY




+

Data Wizard
Describe . Recruit
product DeS|g n sample and : Data Estimate Build
) » . > » Send to field > . > > :
attributes and Wizard generate Wizard model simulator
levels questionnaire

An Excel add-in that converts a
spreadsheet of participant responses
Into data sets and control files

accepted by major statistical programs



<=
‘ Data Wizard Features

= Starts with a spreadsheet of responses — the simplest data form

= Automatically distinguishes between continuous, categorical,
binary and choice variables.

= Handles both stated-preference (SP) and revealed-preference
(RP) data

= Can incorporate design data from other spreadsheets

= Generates data sets and command files for three popular
statistical estimation packages
o LatentGOLD Choice
o Limdep
o Gauss (Kenneth Train’s mixed logit programs)




‘ Data Wizard Benefits

= Eliminates the most tedious portion of a
discrete-choice project: Data setup
= Removes a common source of error:

o The lengthy customized data manipulation
routines needed to sort and merge design and
response data.

= Cuts at least a day off a discrete-choice
project’s schedule

m Typically pays for itself in one project




+
The Data Wizard

Makes organizing even large
data sets for discrete-choice
estimation EASY




Simulator Wizard

+

roduct Design sample and Data Estimate Simulator
t

— —> = Send to field — - >

es and Wizard generate Wizard model Wizard

An Excel add-in that reads output files
from statistical estimation programs (and
StatWizard spreadsheets, if they exist),
then builds a market simulator in Excel



‘ Simulator Wizard Features

= Quickly translates statistical output to a
powerful tool that product managers can use.

= Can be easily customized and extended.
Examples:
o Inclusion of production cost data
o Calculation of contribution margins

= Makes no demands on the user to
comprehend the underlying statistics

= Handles random-coefficient and latent-choice
models




‘ Simulator Wizard Benefits

= Translates esoteric statistical output into a
form that product managers can use to make
critical decisions

= Glves managers a powerful tool for pricing
and positioning their product or service in a
competitive marketplace

= Use of Excel allows extensive customization
to suit individual requirements

m Typically pays for itself in one project




Simulator Wizard Walkthrough - 5

5. ... and builds a market simulator, ...

A | B | € o | E | F | G H | | J | K | L | [ [-
1 |Company Nameé Crested by St binandn® Package Name R F‘Er;‘%
z |Market Simulator Simedater versio A0 T Hew product B Simple k=S
N Direction=s: 1. Best views: 10245768 at 65% 20om; 2nd best: S00:600 at 502 z0om. o o F'_igh"
I 2. Enter assumptions in the blue input areas. u = King
| 5 | 3. In columns A-F, describe the packages you want to simulate. : :
| B | 4. View the results on the pie chart and summary lines. To print, click the printer icon. o o
T 5. Far help on a topic, move mouse over 3 cell with a red dat in the upper-right corner. n n
g I n Mane
] Scenario Name I o Mone &6%
N Basic Enter
1 Product Marketplace Fowir provd. | B [ 0 E F
12 Assumplions & Fackage name:| [lew product Simple Fiight King
13 | Target market si;E[.IJDIJ]: 19 957 aS S u m p t I O n S Model: Checklt Simple ExactlyRight Kiing
14 Units:| Persons E Erand: [7 Durs\\ i A Mione
15 E f f t cter shelf price: $50.00 F26.00 #100.00 F20.00
16 Calculations E O I ea u reS ate: J gooo \ $10.00 $40.00 $0.00
17 Mumnber of alternatives: 4 & . Trade-in allowance? $30.00 F30.00 $20.00 $20.00
18 Tokal market potential: 27.7 mil. g an d p r I C e Glucose test strip quantity: 25 ] 100 28
19 Total market share: 1403 = ] =" Glucose kest speed; 26 zen 26 sec A0 zec 40 sec
20 Taotal potential revenue: | 3 1.2 bil. \ Glucose best strip unit price: $0.80 $0.70 F0.E60 F0.50
21 - Fructozamine test available?: es Mo Mo Mo
22 Segment Inclusion Table | oo Fructosamine test quantity: [ B T T
23 Age Fructosamine test strip unit price: F5.00
24 25-34: Al 1785 Bundle?: \ vez J ez To [
5 36-44; Al .7 Eundle discount; \ 0 / T 20 0
6 4554 Al 1845 Trial period: \ Mone // Toney back. J0-day Mone
27 Other age: Al 422 Eaze-of-use message: [T Touchable kest strips [ buthons, no fuss no worries  Eliminates westing e
28 foeome Simplicity message: Simple bwo step testing Simple accuracy testing Simple 3 step proces
29 $35,000-74 000: Al e 4 BCcUracy message: BAccurate results Clinizal Accuracy Feliable
30 376,000 Al B Blood =size: Test anywhers, any time Less blood [les= pain] Wery small sample required |
H Other income: All B39 [eter gize:] Picture of meter [actual size) Fit= in the palm of your hand Compact ! portable
32 Heimliurse meler: pard lermorny; 20 readings 100 readings 150 readings 200 readings
33 Feeimburse meter: part:| All 14.3% Mleter price: $50.00 $15.00 $E0.00 $20.00
4 Heimlbrss sfrfps- parf Gluzose test strip price: $20.00 436.00 $E0.00 $12 60
35 Fieimburze strips: part:| All 196 Fructosamine test strip price: $26.00
3B SRELr3HCe SHBAFoR Bundled strip price: $40.50 F28.00 FE0.00 $12.50
37 Medicare:| Al 28 Adjustment Factar:
38 Adedication pfan Fatential market share: 2.2% T 2.9%% 183
339 Usze diet] Al 9.0%
4 4 b ¥\ Main/ Pie chart £ Diffusion model ¢ Price curves £ Assumptions / |< 2]

... and see the impact on market share.
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The StatWizards®

Discrete-Choice Suite

Describe . Recruit )
product | | Design | sampleand | | o o e |, Data | Estimate | | Simulator
attributes and Wizard generate Wizard model Wizard
levels guestionnaire
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‘ Suite Features

= Each wizard can stand alone, yet benefits from the
other wizards

o The Data Wizard can automatically incorporate designs
produced by the Design Wizard

o The Simulator Wizard can automatically incorporate
iInformation from both Data and Design Wizards
= Common look and feel resemble Microsoft wizards,
making them easy to learn and use.

= Payback is immediate

o Cost savings from just one project can exceed the cost of
the entire suite




+

‘ Summary

= StatWizards® are Excel add-ins that facilitate
the execution of discrete-choice projects.

= Each wizard can either stand alone or
Integrate with others.

= Combined, the suite cuts days off projects,
reduces costs, and improves the accuracy of
the results.

m Return on investment i1s immediate.




+

‘ Conclusion

If you do serious market research, the
StatWizards® modules,

= Design Wizard
= Data Wizard
= Simulator Wizard

will improve the quality of your
staff’'s work and make your life
EASY




‘ Contact Information

faf zzards

Excel Add-ins For Harnessing Quantitative Tools

100 Tunapuna Lane
Coronado, CA 92118-3506
USA

(619) 423-3139
gboomerl@san.rr.com
http://www.statwizards.com
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