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Background

® The attraction effect describes a scenario where choice between two
equally valued options is biased by the addition of a third, irrelevant,
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Method (cont.)

Are cheaper wines worse quality?

Quality/Economy Trade-off
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Results (cont.)

® [ everaging, the heterogeneity of choice sets in our sample, we
examined whether the density of distractors (the number of
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choice sets are large and varied and choices are non-hypothetical ¥,
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Method

® Grocery Store Shopping Dataset

- 10M purchases from 1.2M customers across 2 673 stores.

Economy (-Price)

Does preference for A over B change in the presence and value of decoys in a set?

Results

Do people prefer target wines when they dominate distractors?

® Using a massive real-world retail dataset of wine purchases from the UK,
we find evidence for the attraction effect across constructed choice sets!!
that vary in size and composition.

® | everaging the unique features of our dataset, we find that sets with
more similar, but dominated, options evinced a stronger attraction
effect.
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® Future directions:
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Does this preference depend on the size of the set?
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In line with classical demonstrations of the attraction effect!8 when distractors are
dominated by a target, the likelihood of choosing that target over the other increases.

o Ny U1k e

IEEE/ACM.
Trueblood et al. (2013). Not Just for Consumers: Context Effects Are Fundamental to Decision Making. Psy. Sci.
Soltani et al. (2012). A Range-Normalization Model of Context-Dependent Choice: A New Model and Evidence.

PLoS Comp. Bio.

NSERC
CRSNG

Fonds de recherche
Nature et
technologies

‘ INNOVATION.CA
Québec

CANADA FOUNDATION | FONDATION CANADIENNE
FOR INNOVATION POURLINNOVATION

> seandamiandevine@gmail.com



