





vides input to product development that is
more creative than extant qualitative methods.

Another example is Web-based fast poly-
hedral adaptive conjoint estimation (FastPace).
With FastPace we've been able to incorporate
new ideas in math programming to come up
with conjoint methods that provide more
accurate estimates with fewer questions.

In one comparison we collected data and

then gave respondents an actual choice of a
product worth approximately $100. (If they
chose a lower priced product, they pocketed
the cash.) FastPace proved more accurate than
either adaptive conjoint analysis {ACA) or effi-
cient fixed designs. Although FastPace works
with metric paired comparison data, versions
exist for choice-based tasks where the sets of
product profiles are chosen adaptively. The
adaptive CBC method provides respondent-
level estimates.

A final example is securities trading of con-
cepts (STOC) developed by Ely Dahan, Andy
Lo, and Tommy Poggio. These researchers have
set up stock-market-like trading rooms where
consumers buy and sell virtual product con-
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cepts. While the method is still being tested, in
at least one product category, a STOC applica-
tion, run for 80 minutes, predicted quite well the
features consumers preferred.

[ encourage you to explore our Web site and
try some of these methods with your clients. Our
goal is dissemination—none are proprietary. For
more information on the details of these meth-
ods, visit mitsloan.mit.edu/ve. There you will
find online demonstrations, open-source code,
and both published and working papers along
with PowerPoint slides to describe the methods.
You can even download standalone demos that
will run on your local machines. (See Exhibit 1.)

I'm proud to be a marketing researcher and
educator and I know that those of us in this pro-
fession are indeed making a difference. B
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When we run a
huge cluster
analysis to

find customer
segments, we are
actually searching
for diversity.
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