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Executive Summary 

Purpose 

Explain the characteristics of the FastFocus prediction and preference survey environment, identify 
and define the metrics generated, and demonstrate the potential impact in decision-making using 
case analyses. 

Key Findings 

FastFocus created its prediction and preference survey environment for the purpose of more fully 
engaging with the consumer, encourage more thoughtful responses, and glean profound insights 
quickly while minimizing survey fatigue. 

The FastFocus approach requires each participant to provide deeper and more deliberate responses 
than other traditional methods, such as Likert or Rank Order. The respondent performs a 
simultaneous set evaluation in a scarce environment of token allocation, and the participant 
evaluates each of the ideas in comparison to all other ideas presented. This indirectly forces rank 
ordering, but it also provides respondents the opportunity express their overall affinity and their 
level of passion toward specific ideas. 

The FastFocus interface minimizes consumer fatigue through an intuitive and engaging 
experimental environment that is familiar to key demographics. This interface is often described by 
survey respondents as “enjoyable,” “simple,” and “fun.” Respondents also noted that the structure 
helped them slow down to think through the available options, creating fertile ground for the more 
thoughtful insights that a researcher is looking for. 

One of the core insights that FastFocus provides is understanding potential consumers’ passion 
across a variety of ideas through a Passion Score™. This metric is created by exclusively focusing on 
the consumers who are most passionate about purchasing or who believe strongest in the idea’s 
success or failure. Additional metrics, such as Affinity and Controversiality, assist in adding color 
and providing direction for decisions based on consumer insights.  

In case analyses we find that Passion Score™, Affinity, and Controversiality together can capture a 
range of respondents’ preferences and beliefs that is more complex and detailed than traditional 

Copyright © 2019 FastFocus LLC                                                                                           Page  2

 



survey techniques. Passion Score™ alone can often differentiate between ideas that might 
otherwise appear homogeneous, while Affinity and Controversiality provide a rich set of dimensions 
to understand potential consumers and inform and guide key investment decisions. 

The Experimental Setting of the FastFocus Passion Score 
The unique FastFocus experimental setting is critical to creating the FastFocus Passion Score. The 
experimental setting has two key objectives:  

• The first objective is to create an engaging and intuitive digital experimental environment, 
especially for the key demographics in younger generations that are more savvy digitally. 

• The second objective is to create a scarce environment where a respondent can only effectively 
allocate their positive or negative opinions across a subset of a variety of ideas.  

The experimental environment operates in three stages.  

• Stage 1, the respondent is provided detailed instructions regarding the FastFocus survey 
environment.  
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• Stage 2, ideas are posted in a randomized order and the respondent allocates her tokens either 
positively or negatively for the ideas she believes will succeed or fail (in the case of Market 
Prediction) or the ideas she is most or least likely to purchase (in the case of Consumer 
Preferences).  

 

• Stage 3, FastFocus can optionally request a text explanation as to why the respondent felt the 
way she did about specific token allocations. 

An environment of scarcity is more likely to guide the respondent to behave similarly to the actual 
shopping experience. A shopper is not going to buy every item she likes; rather, the shopper will 
consider purchasing the best items compared to the alternatives. The experiment provides the 
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respondent only a limited number of tokens (approximately 1.5 tokens per idea in the experiment). 
Across a variety of experiments we have found that in Market Prediction approximately 80% of 
respondents demonstrate a strong opinion (positive or negative) concerning at least one idea. 

Approaches: Market Predictions and Consumer Preferences 
FastFocus experiments are primarily applied using two approaches: Market Predictions (MP) and 
Consumer Preferences (CP) 

Market Prediction (MP) asks the respondent which ideas are most/least likely to succeed. The 
survey respondent is answering whether a flavor will be successful, not what their preference is. 
Although personal preference influences prediction, the purpose of prediction is to quickly and 
accurately arrive at market consensus while minimizing the added variance of individual 
idiosyncrasies. The experiment’s setting guides respondents to allocate scarce tokens only to the 
ideas that they most strongly believe will succeed or fail. 

The primary purpose of MP is to quickly distinguish and identify the top ideas among a set and 
establish priorities. MP is best used in scenarios where the best ideas and worst ideas must be 
quickly identified before piloting. MP also identifies the general affinity or reception to the ideas 
collectively and provides an indication if an organization should go back to the drawing board to 
improve the selling points, descriptions, or even the entire set of ideas, products, or features 
available. 

Consumer Preferences (CP) uses a more traditional marketing approach. In a CP, survey 
respondents are requested to demonstrate their personal preferences or intention to purchase the 
ideas presented to them. CP produces a series of outputs that can be incorporated into many 
traditional analyses simultaneously, such as relative market sizing, market segmentation, rank order 
preferences, and consumer reach. 

CP has many salient differences to MP. Within the context of CP, negative preferences and negative 
passion are often less important to consider as consumers can usually opt for different choices. 
For example, if a customer hates a specific flavor of ice cream, as long as another suitable flavor is 
available, the customer is usually no worse off. Also, because individuals expressing personal 
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preferences are more likely to exhibit higher variance and idiosyncrasies, the survey requires a 
larger sample size. 

Both MP and CP have their place, and a researcher should think carefully and critically about the 
intended use before selecting an approach. 

Methodological Benefits:  Anchoring, Certainty,  
and Passion Thresholds 

Anchoring 

The default starting point for all respondents is zero tokens allocated to all ideas. In other words, 
the respondent is initially anchored to zero, and action is required to move the score away from the 
default. If a respondent feels only slightly positively or negatively toward a product, a likely outcome 
is for the respondent to exhibit preferences elsewhere. In a variety of experiments, respondents 
tended to leave between 30 and 40% of responses with zero token allocations.  

Certainty 

Mild positive or negative opinions are often unimportant to the experimenter for two reasons. First, 
weakly held opinions are more prone to change with additional information or product experience. 
Second, even consumers with weak positive opinions generally would never consider the product, 
as better options are generally available. Products or ideas generating little to no passion typically 
do not jump out at consumers during their shopping experiences, so consumers generally ignore 
those products entirely. Historically, in CP and MP analyses performed at FastFocus, 80-95% of 
respondents exhibited strong opinions or preferences about at least one idea among the set 
presented. 

Passion Thresholds 

To demonstrate the strength of an opinion, the respondent can allocate as many tokens as she 
desires. Placing one or two positive tokens demonstrates mild interest, while placing a large 
percentage of tokens, such as a third, demonstrate a higher degree of intensity or certainty about a 
single idea. Using the statistical distribution of these token allocations by the respondents, 
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FastFocus can identify those products consumers feel most passionate about. These potential 
customers surpass important thresholds for exhibiting certainty and intent. 

Considerations: Time and Completion 
The FastFocus approach requires each respondent to provide deeper and more deliberate 
information than other traditional methods, such as Likert or Rank Order. Instead of quickly giving 
an idea a number between one and five or ordering a list of ideas, the respondent is required to 
allocate scarce individual tokens, one token at a time, to align the submission with their beliefs. 
This approach is still relatively fast compared to other deep dive marketing research methods 
(most respondents complete the survey in five minutes or less) , but it does require more time per 
survey respondent than a simple Likert survey. 

Survey methods that require more time per respondent often lead to two issues that can bias 
results or reduce the effective sample size. 

First, the survey respondent eventually becomes exhausted and begins to answer with less care 
and attention, especially in an online setting.  Thus, later questions become less accurate than 1

earlier questions, and answers to earlier questions may anchor responses in future questions. In 
surveys where question order may be randomized, this can still bias the results of individual 
questions toward the mean. This reduction in meaningful variation between questions translates 
into results that are not as pronounced as a collection of honest survey responses. Furthermore, 
because later questions are no longer as reliable, the sample size is effectively reduced as the 
number of sincere responses per question has fallen. However, if the question order cannot be 
randomized, even worse results can occur. Later questions may have few meaningful responses, 
and results may become heavily biased by the type of individual who persists through the entire 
survey. 

Second, survey respondents may give up entirely on the survey and exit. At minimum this reduces 
the sample size, although it is possible this does not directly bias the results. However, if non-
completion of the survey correlates with any of the responses to the questions, this too will bias 
the survey results and may lead to incorrect conclusions and decision-making. 

 Savage, S. J., & Waldman, D. M. (2008). Learning and fatigue during choice experiments: a comparison of online and mail survey 1

modes. Journal of Applied Econometrics, 23(3), 351-371.
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FastFocus tackles this survey length problem in two ways. First, the survey respondent is 
performing a simultaneous set evaluation. Each of the ideas must be evaluated compared to the 
other ideas presented. Accordingly, the survey feels like one question to tackle rather than a series 
of questions. Second, the FastFocus interface was designed specifically to address this issue. The 
respondent first evaluates the options available and then swipes left or right to allocate negative or 
positive tokens respectively. The familiar and engaging interface, especially for key demographics in 
younger generations, was designed to enhance both completion and accuracy. This interface is 
often described by survey respondents as “enjoyable,” “simple,” “fun.” Respondents also noted that 
it made them slow down and think through the available options, creating fertile ground for the 
more thoughtful insights that a researcher is looking for.

FastFocus recommends that the number of ideas presented to the survey respondent should stay 
manageable, and in most scenarios should remain at 10 or fewer. Evaluating and considering the 
tradeoffs among more than 10 ideas simultaneously appears to prove difficult for survey 
respondents. This is evidenced by a slight decrease in completion rates and a change in the spread 
of token allocations. 

Key Metrics to Guide Decision Making 
Simultaneously capturing confidence, affinity, controversiality, and ranking within a single 
experimental setting is a key benefit to the FastFocus process. Clearly and attractively presenting 
the idea is an essential element to accurately capturing the respondent’s sentiment and passion. 
Below are some of the key metrics that FastFocus generates in its experiments. 

Passion Score

What is the consensus of those who care the most or are most certain? The primary purpose of the 
Passion Score is to convey the key insights of the study into a single metric. The Passion Score is 
calculated by only taking into account those opinions that are most positively or negatively 
passionate about an idea. While the other metrics can aid in adding color to the results and 
interpretations, the Passion Score is FastFocus’s primary tool for idea evaluation. A Passion Score of 
50 or -50 signifies that every respondent loved or hated that idea respectively. In practice, a 
Passion Score exceeding 10 would be considered a strong idea, as 20% of the respondents, net of 
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the detractors, feel strongly that the idea would succeed (in the case of MP) or they would like to 
purchase the product (in the case of CP). 

Affinity

Was the general consensus positive or negative toward specific ideas? The purpose of affinity is 
twofold. First, affinity takes into account all opinions, not just those ideas respondents feel most 
strongly about. Second, the ratio of positive to negative tokens or average tokens allocated provides 
a sense of the attractiveness of the ideas available. While respondents preferred across all 
experiments to place more positive tokens than negative ones, the general levels of allocation 
provide a consensus for specific ideas. Affinity is measured in the ratio of positive to negative 
tokens allocated for each idea. A score of 0.5 means twice as many negative tokens were allocated 
than positive, while a score of 5.0 signifies that five times as many positive tokens than negative 
tokens were allocated to the idea. 

Controversiality 

To what degree is passion split toward polarized positive and negative extremes? This metric 
provides an added depth of interpretation and can provide differentiation between ideas that 
appear similar in terms of passion, but attract an outsized number of “lovers” and “haters” of an 
idea. A controversiality score of 100 means a perfect split between strong positive and negative 
opinions, while a score of 50 signifies a 3:1 ratio. A controversiality score of 0 signifies that all 
strong opinions went entirely in one direction. 

Case #1: Feature Improvements for a Financial Institution 
We now walk through a case to demonstrate how a combination of these metrics can guide 
decision makers. While the scores and results are real, the idea categories and details are 
fictionalized to protect client results and confidentiality. A major financial institution used the 
FastFocus MP method to identify and prioritize which new features it should roll out next to its 
retail clients. We outline the final results below. 
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Idea Proposal Idea Result

#1: Generate automated monthly 
reports providing clients insights into 
their spending habits.

Scores: Affinity is high. Passion Score is medium-to-
high positive. Controversiality is very low.  

Interpretation: Respondents like the idea, many believe 
it is a great idea, and seemingly nobody dislikes it. This 
is a low-risk proposal as the reception was nearly 
universally positive. However, this is not the idea that 
excited customers the most.

#2: Implement automatic investing 
where a user can specify to 
automatically allocate a percentage of 
future paychecks to transfer into a 
money market, retirement account, or 
education savings plan.

Scores: Affinity is high. Passion Score is highly positive. 
Controversiality is medium.  

Interpretation: This is the option that survey 
respondents were most excited about. However, a 
minority do not believe it will prove successful.

#3: Provide custom offers, banking 
products, and coupons based on the 
customer’s financial portfolio and 
transaction history.

Scores: Affinity is slightly positive. Passion Score is 
medium positive. Controversiality is extremely high.  

Interpretation: Although some respondents like the 
concept, the idea of having a financial institution 
inserting highly targeted advertisements and 
recommendations is off-putting for a significant 
minority.

#4: Allow private groups and 
communities. Users can allow other 
individuals to see transaction data as 
well as spending levels among friends.

Scores: Affinity is close to neutral. Passion Score is 
strongly negative.  

Interpretation: While many have a mild positive opinion 
toward the idea, for those who strongly believe it will 
succeed or fail, the vast majority believe it will fail.
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Table 1 — FastFocus Output, Financial Institution 

Figure 1 - Graphical Representation of FastFocus Output, Financial Institution 
(Controversiality scaled to Passion Score range)

After assessing the results, the financial institution decides to prioritize the piloting of ideas one 
and two (Monthly Analysis and Automatic Investments). Consumers responded warmly to both of 
these ideas, and a large portion of consumers were passionate about one of them in particular. Idea 
three may be the best product to launch in terms of an internal calculation of profitability, but the 
messaging and details of the program would be important because it appears that the privacy 
elements are highly controversial. 

Copyright © 2019 FastFocus LLC                                                                                           Page  11

 



Case #2: Selecting a Premium Ice Cream Flavor for Launch
Within this case the objective was to launch a single premium organic ice cream flavor. The 
FastFocus MP approach was used to identify the best flavors for the pilot program. A sample 
analysis for some of the flavors is provided below. 

Idea Proposal Idea Result

#1: Choc Chip Cookie Dough. For this 
American classic we added Tahitian 
vanilla and a pinch of Maldon salt to our 
sweet cream base. For the cookie dough, 
we use locally milled flour and generous 
amounts of Askinosie 72% chocolate 
chips. We then mix chunks of the dough 
throughout.

Scores: Affinity is high. Passion Score is very high. 
Controversiality is very low.  

Interpretation: Respondents love the idea and 
seemingly nobody dislikes it. This is a low-risk 
proposal and the reception was nearly universally 
positive.

#2: Vanilla Bean. Vanilla is a complex 
flavor with over 200 compounds that 
give it its unique taste. We use organic 
bourbon and Tachitian vanilla pods 
grown in Papua, New Guinea. The beans 
are cured in the sun concentrate flavor, 
then cold ground and steeped in our rich 
custard base.

Scores: Affinity is positive. Passion Score is medium 
positive. Controversiality is quite low.  

Interpretation: Although some respondents like the 
concept, not many are excited about. However, it 
seems nobody hates Vanilla.

#3: Mint Chip. For this American classic 
we use pure organic peppermint and 
Buskate single origin 72% chocolate 
chips. New Orleans chocolate maker, 
Buskate, source directly from farmers, 
profit-sharing with them and crafting the 
chocolate in micro batches without soy 
lecithin.

Scores: Affinity is positive. Passion Score is medium. 
Controversiality is slightly high.  

Interpretation: Although it attracts the same net 
level of passion, Mint Chip is a far more controversial 
flavor than Vanilla.
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Table 2 - FastFocus Output, Premium Ice Cream Launch 

#4: Lemon Meringue Tart. Using the best 
tree ripened lemons we make a curd 
using their juice and rind. We then cover 
sweet house-made graham cracker tart 
crust with this curd, break it up, and fold 
it into an ultra rich yogurt ice cream.

Scores: Affinity is neutral. Passion Score is near zero. 
Controversiality is extremely high.  

Interpretation: Lemon Meringue Tart is a polarizing 
flavor where respondents are split either believing in 
its success or failure.

Copyright © 2019 FastFocus LLC                                                                                           Page  13

 



Figure 2 - Graphical Representation of FastFocus Market Prediction Output,  
Premium Ice Cream Launch 

(Controversiality scaled to Passion Score range)

Based on the results of the analysis, the company can more confidently move forward piloting the 
high passion flavors and may also consider including Vanilla Bean or Chocolate Banana Cream Pie in 
the initial launch. Lemon Meringue Tart is an interesting flavor as respondents were split yet 
confident in both positive and negative directions. This may be a niche flavor opportunity in the 
future. Other more detailed analyses provided by FastFocus regarding idea coverage and reach may 
help further guide these types of decisions. 

Data and Methods 
The data used in evaluating FastFocus’s and other methods such as Rank Order were obtained in 
similar fashion. FastFocus attracted survey respondents for all methods using Hatch: a proprietary 
C Space community. Once each survey achieves a sufficient sample size, simulation and 
bootstrapping are used to make any two methods directly comparable for analyzing central 
tendency and distribution. 
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In MP and CP the respondents were provided 50% more tokens than ideas. Respondents allocated 
these tokens across the different ideas. Each idea is presented in detail for the respondent to 
evaluate and decide which ideas would receive tokens, negatively or positively. Respondents were 
required to allocate all of their tokens. Other methods such as Rank Order used existing best 
practices for data collection. 

Conclusions 
The FastFocus Market Prediction (MP) and Consumer Preferences (CP) survey methods provide an 
innovative approach to traditional stated surveys. MP asks respondents to predict which ideas will 
succeed, while CP asks respondents which ideas they are most likely to purchase or use. MP is a 
more innovative approach that deviates from traditional survey methods. Its purpose is to quickly 
identify the very best and most popular ideas out of a set. However, for more traditional analyses 
and purposes CP can be utilized to identify, size, and segment potential customers according to the 
ideas presented. 

The FastFocus scarcity design requires the respondent to take the time to carefully weigh the pros 
and cons of each idea in relation to each other. This approach quickly delves deeper into consumer 
insights that traditionally required in-depth and lengthy marketing research methods. While 
FastFocus requires more time per respondent than simple Likert studies, the FastFocus 
environment has been designed with the purpose of engaging the consumer while minimizing 
respondent fatigue. 

One of the core insights that FastFocus provides is understanding potential consumers’ passion 
across a variety of ideas. The primary FastFocus result exclusively focuses on those respondents 
who were most passionate about the ideas presented, and this metric is distilled down into the 
Passion Score. Affinity and Controversiality are also captured in this process, allowing more holistic 
decisions. 

In case analyses we find that a combination of Passion Score, Affinity, and Controversiality each 
provide an important dimension to understanding the range of respondents’ preferences and 
beliefs. This rich set of details provides a foundation for potential future analyses to guide 
investment decisions. 
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