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Executive Summary 

Purpose 

Benchmark and evaluate the FastFocus Consumer Predictive Market, specifically the Market 
Prediction (MP) method against other popular customer preference measurement methods using 
ice cream flavor preference data. In the case at hand, we compared the outcomes of MP against 
those of the Rank Order method. 

Findings 

An analysis of the response data revealed that the FastFocus MP method is preferable to Rank 
Order questions when one would like to: 

1. Understand the general affinity for an item 
2. Identify the top ideas consumers are passionate about 
3. Understand the impact of choosing combinations of items 

Rank Order questions are preferential to the MP method when one would like to: 
1. Distinguish preferences among middling options 
2. Perform an out-of-the-box analysis that has been pre-established for rank-order 

preferences. 

Furthermore, the boost in performance in terms of identifying affinity and passion comes at no 
cost in terms of average required sample size when comparing MP to Rank Order. 

Conclusion 

FastFocus’ Market Prediction method is preferred to Rank Order surveys when one wants to 
understand general affinity, identify clear winners, and decide which combination of top ideas 
would be best to send to market. 
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What Is the FastFocus Market Prediction (MP) Method? 
FastFocus employs an intuitive method to hone in on a respondent’s beliefs in regard to market 
acceptance of ideas or products. Respondents are given a limited number of tokens and are then 
asked to allocate them according to how they believe the market will react to the idea or product. 
Respondents can allocate tokens positively or negatively for every idea. Results are then analyzed 
using a proprietary algorithm and, among other metrics, a FastFocus Passion Score™ is derived. 

The key elements of Market Prediction are a combination of token scarcity, a zero starting point, 
and a focus on market prediction rather than personal preference. 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 without the added variance of individual idiosyncrasies. The experiment’s setting 
guides respondents to allocate scarce tokens only to the ideas which they most strongly have an 
opinion. 

What Are Rank Order Questions? 
Rank Order questions ask respondents to rank a set of options against each other. Rank Order data 
is beneficial when one would like to force differentiation among items. For example - if a 
respondent loves ice cream and were asked to gauge how much she likes or dislikes a flavor, she 
may respond as extremely liking every flavor. Understanding her preferences may be more salient in 
a Rank Order survey and help a company decide which flavors to offer. 

As mentioned in the findings, there were a couple of key differences between the two methods 
when deployed in experimental settings. Let’s take a closer look. 

General Affinity 
The MP model is superior to Rank Order questions in identifying the general affinity toward an idea 
or product. MP’s scarcity framework forces a natural ranking of ideas while simultaneously 
capturing the positive or negative affinity of a product. Respondents are free to use their tokens as 
either positive or negative allocations. This allows respondents to place tokens that are 
overwhelmingly positive or negative depending on the type of prediction market. 
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In the ice cream survey, the general affinity ratio of positive to negative preference for the ice 
cream flavors is approximately 6:1 using MP. Six out of seven of ice cream options hold a positive 
affinity with respondents, and 89% of tokens placed are positive. Unsurprisingly, respondents like 
ice cream. Imagine a different survey where respondents choose which type of needle they will be 
pricked with. For most respondents, this would likely not be pictured as an enjoyable experience. 
Via a Rank Order analysis, affinity for ice cream and getting pricked by a needle are the same. Lack 
of general affinity scoring is a specific weakness of rank-order preferences that other survey 
methods such as MP and Likert scales do not suffer from.  

MP allows its users to understand whether the market consensus is generally positive or negative, 
similar to a traditional Likert scale, while maintaining a natural ranking of ideas.  

Figure 1 

In contrast, there isn’t a way to simultaneously capture ranking affinity via solely traditional Rank 
Order responses. By definition, the mean of the Rank Order preference must be the mean of the 
number of choices available. For example, the mean rank for seven choices on a completed survey 
will always be the median of four. Respondents may readily distinguish a top idea among a set of 
options. However, whether that idea is liked or if it simply is not as bad as the other options 
remains a mystery. 
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Passion Identification 
In addition to understanding affinity, MP provides additional context by allowing respondents to 
place weight on certain especially attractive or distasteful options. Both Rank Order and MP 
produced nearly identical results in terms of the rank for each ice cream flavor. However, MP allows 
a clearer picture as to which ideas are clear winners, clear losers, polarizing, or somewhere in the 
middle. 

In the MP ice cream response data the difference between the last and second-to-last option was 
quite extreme and readily identifiable. For the candied ginger flavor, 46% of respondents expressed 
negative sentiment toward its success. Respondents allocated sufficient tokens to communicate 
they strongly believed it would perform poorly three times more often than the second-most 
disliked and highly controversial flavor Lemon Meringue Tart. The difference between the last and 
second-to-last option was quite extreme and readily identified using the MP method.  

Similar results can be seen for positive passion. A few top ice cream flavors clearly excelled. For 
example, for the second favorite option, Cookies and Cream, 27% of respondents expressed positive 
passion toward the flavor. However, for the next flavor, Vanilla Bean, only 13% of respondents 
express positive passion. Vanilla is not exciting, and these clear jumps and the reasoning behind 
them can be more pronounced with MP. 

Table 1 

Middling Options 
The Rank Order method is a better choice when one needs to delineate among middling options. 
With Rank Order questions, respondents are required to differentiate all items. Each respondent is 
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required to provide a unique rank while MP allows respondents to let multiple middling options set 
at the same value, frequently languishing around zero. As an illustration, in the ice cream data there 
are eight flavors available and each ice cream flavor may receive a ranking between one (the best) 
and eight (the worst). MP’s Passion Score™ ranges from -50 (all respondents passionate against an 
idea) and +50 (all respondents passionate for an idea). The middle ranked flavors produced nearly 
identical Passion Scores, while Rank Order allowed a degree of distinguishing between these 
options at a level that was statistically significant. 

Figure 2

Why is it that with MP it’s difficult to differentiate middling items? It has a bit to do with something 
called attenuation bias or bias toward zero. Option scores are initially anchored to zero as 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, leaving multiple middle tier options with a value of zero and making it difficult to 
distinguish among them. Thus, these middling options rarely display a statistical difference (either 
by traditional statistical measures such as a t-test or non-parametric methods such as a Mann-
Whitney U test). In fact, in the MP ice cream data 30% of flavors received no positive or negative 
indication by respondents. 
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If distinguishing difference among all options is important, Rank Order should be seriously 
considered. Even though it can be difficult to differentiate the middling options with MP, many 
researchers still decide to use MP over Rank Order. Here’s why: 

Distinguishing middling options does not often adhere to the natural shopping customer 
experience. For example, retail shopping customers are faced with thousands of choices and only a 
few dozen choices may break through to their consciousness. These choices break through either 
randomly or because of a certain element of the product attracts the shoppers attention.    These 1 2

options are evaluated, and products that do not meet certain essential criteria are quickly 
eliminated.  After this initial selection process a high-passion product is more likely to initiate a 3

purchase and generate consumer loyalty than a mediocre option. An essential insight in the 
consumer marketing process is pre-identifying products that have the potential to clear the initial 
hurdles of attracting and maintaining consumer attention before purchase. Organizations 
implementing studies are generally looking for product offerings that might break through the noise 
and competition. These organizations are frequently unconcerned with distinguishing between a 
third and fourth preference. 

One of the primary benefits of MP is that it can simultaneously capture affinity and passion for 
individual options within a category, allowing a more focused approach to both product launches 
and subsequent targeting for said products. When deciding whether you need to differentiate the 
top or middling responses, consider your goals and what you will do with the information.  

Needed Observations for Conclusion 
When simultaneously exploring a variety of products for launch, quickly and efficiently identifying 
affinity and passion is essential. The ability to rapidly sift through 50 good product design ideas to 
identify 5 potentially great product design ideas can become an organizational competitive 
advantage. However, a tradeoff can exist between data quality and data quantity. 

 Reutskaja, E., Nagel, R., Camerer, C. F., & Rangel, A. (2011). Search dynamics in consumer choice under time pressure: An eye-1

tracking study. American Economic Review, 101(2), 900-926.

 Milosavljevic, M., Navalpakkam, V., Koch, C., & Rangel, A. (2012). Relative visual saliency differences induce sizable bias in consumer 2

choice. Journal of Consumer Psychology, 22(1), 67-74.

 Lussier, D. A., & Olshavsky, R. W. (1979). Task complexity and contingent processing in brand choice. Journal of Consumer Research, 3

6(2), 154-165.
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Hundreds of simulations performed on the ice cream data revealed that MP’s boost in performance 
in terms of identifying affinity and passion comes at no cost in terms of average required sample 
size when compared to Rank Order. While there was a higher degree of variability with MP, on 
average MP identified the top flavors in 4% fewer observations. Although in some simulations it was 
possible to very quickly determine MP’s effectiveness, the potential vulnerability for low-power 
false positive results was present in both MP and rank-order preferences. For this reason the 
standard recommendations on sample size should be followed independent of the method chosen. 
See Figure 3 to compare the number of observations necessary to reach a conclusive answer 
separating the most popular flavors from the rest. 

Figure 3 

Additional Analyses Available 
The data obtained from the FastFocus Market Prediction method, can be used for additional 
analyses. FastFocus leverages this data to develop a Passion Score™ that distills potential market 
excitement about ideas. Although Passion Scores™ are a novel approach, they can be incorporated 
into existing methods to generate further insights. 

For example, idea coverage can be calculated utilizing Passion Score™ and a modified version of 
existing methods of reach analysis. MP is prediction based, and if all options are included there is a 
100% chance of including the best predicted option. However, if only a subset of the ideas are 
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launched, what percentage of the respondents’ passionate predictions are captured? Table 2 below 
answers the question, out of all of the ideas that respondents strongly believe will succeed, what 
percentage of respondents opinions are covered by systematically adding options starting from the 
most popular idea? 

Table 2 

This type of approach and analysis is ideal in a context where an organization is looking to 
maximize its chances of selecting the very best consumer option to include in a pilot product 
launch. 

Market Prediction asks respondents to aggregate their knowledge, so it does not directly address 
market segmentation, sizing, and overlap of personal preferences. MP’s purpose is to quickly and 
efficiently move forward with the very best ideas. However, a modified version of it, Weighted 
Consumer Preferences, does allow for these other types of analyses. The same environment of 
scarcity token allocation is utilized, but the respondent is asked which options delight or displease 
them. Because the respondent is only asked of their own preference, more traditional reach 
analyses may be deployed, and, coupled with the corresponding Passion Score™, the customer 
segments most passionate about at least one specific product may be explored and targeted.

These additional avenues do not mean that Rank Order does not have its place. Although newer 
methodologies gain in popularity and in some scenarios prove superior to Rank Order preferences, 
many models and out-of-the-box algorithms already exist to convert Rank Order preferences 
without much work or analysis. However, despite the rich history and value offered by Rank Order 
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preferences, an organization can use newer approaches, such as MP, that are more effective and 
efficient depending on the goal of the product and market research. 

Data and Methods 
The data used in evaluating MP and rank-order were gathered in similar fashion. For MP the 
respondents were provided 12 tokens. These 12 tokens were allocated across the different options. 
Eight ice cream flavors along with a detailed description of its ingredients were listed for the 
respondent to evaluate and decide which flavors would receive tokens, negatively or positively. 
Respondents were required to allocate all 12 of their tokens. 

For the rank-order survey the respondents were presented the eight flavors. Respondents were 
required to sort them from best to worst. The top ranking received a score of 1 while the worst 
ranking received a score of 8. No ties were allowed and all flavors required ranking. 

To initially evaluate the rank-order survey the mean placement for each option was calculated and 
ranked. A similar method was applied to the MP data, but using Passion Scores™ and token 
placement, as demonstrated in the graphs and tables. 

FastFocus attracted survey respondents through Hatch: a proprietary C Space community. The MP 
method had a total of 843 survey respondents, while the Rank Order method had a total of 252 
survey respondents. Because both surveys demonstrated sufficient independent sample sizes, 
simulation and bootstrapping could adjust sample sizes to make the two methods directly 
comparable for analysis. 

Observations required to reach conclusion necessitated a more complex approach called 
bootstrapping. With bootstrapping a simulation is run generating the mean and standard errors of a 
sample. Coupled with a Monte Carlo simulation we can generate thousands of simulated scenarios 
and compare the outcomes and standard errors of the two survey methods. Within each simulation 
we determined that the stopping place occurs when the survey method properly separates out the 
top flavors with 95% confidence. The stopping place is recorded as the number of observations 
needed to reach the correct conclusion.  
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Passion Scores™ are generated using three separate methods: 
1. Positive and Negative Passion Thresholds: A threshold for passion is set according to the 

distribution and mean affinity of survey responses among the different options. 
2. Affinity: The average token allocation for each idea by respondents. 
3. Controversiality: A method to capture the degree to which respondents are polarized 

regarding whether they believe an idea will succeed. 

Conclusions 
Both Rank Order and the Fast Focus’ Market Prediction method have their strengths. When 
appropriate, they may be combined to gain a more holistic perspective. Rank Order surveys are 
preferred when one needs to differentiate all items, including middling items. Users may also find it 
helpful that this established method has many out-of-the-box analyses that can be easily 
deployed. 

Despite the comfort offered by Rank Order preferences, an organization can use newer approaches 
such as MP that are more effective and efficient in many circumstances. This is especially the case 
when organizations are most interested in finding clear product leaders. In such cases, the Market 
Prediction method is preferred. MP enables its users to understand general affinity and identify the 
clear winners. 

Copyright © 2019 FastFocus LLC                                                                                           Page  11

 


	company name
	Purpose
	Findings
	Conclusion
	Figure 1
	Table 1
	Figure 2
	Figure 3
	Table 2
	Executive Summary
	Objective
	Goals
	Solution
	Project Outline
	Budget
	Ut vehicula nunc mattis pede

