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_ Figure 4. Analysis of trials with perfect information about options. In the
| memory-based choice group, trials with perfect recall of all six values were
.l i analyzed. Due to the small number of trials satisfying the condition, the same kind
of trials from a pilot experiment with a highly similar design were added to the
analysis. In the non-memory-based choice group, all trials were analyzed since
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* Relative Share of Target (RST): choice share of the target relative to the competitor

e ‘Target’ refers to the option similar to but better than the decoy option Z and ‘competitor’
refers to the remaining option which is better than the target in one attribute (e.g., CPU speed)
but worse in the other attribute (e.g., RAM size).

Choice accuracy (filler trials)
o
an
o

Encodi Ng Memorbased  Nom-memory-based participants saw the correct values when making choices. Estimates related to
(all 6 values, Choice choice accuracy (i.e., choosing the decoy in main trials and choosing the best
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Memorize the features of options. o 248 o based choice groups. The attraction effect was smaller in the memory-based than
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What s the value of the highiighte feature? Figure 3. Choice patterns. (A) Filler trial accuracy. Participants in both groups : : :
I o , * The result can be explained if the memory-based choice group
e — were more accurate than chance level (0.33; red dashed line) in the filler q| 0 the attenti | . tHribut
trials where there was an option objectively better than the other two chsagedlessin the fa chtional process comparing attribu .e
Memory-based Choice Non-memory-based options (memory-based choice: t(48) = 4.60, p < 0.0001, Cohen’s d = 0.66). values betyveen optlc?ns than th.e non-me.mory-based-c.hmce
(N = 49) (N = 49) This indicates that participants in the memory-based choice group did not group, which can be important in producing the attraction effect
lose all the information from memory and ended up choosing randomly (Trueblood, 2022).

during the task. (B). Relationship between recalled values and choice.

Participants in the memory-based choice group showed a clear relationship

between the recalled relationship between the target and competitor and

the choice of target over competitor. Participants in the non-memory-based

choice condition did not. Trials meeting the criteria were pooled from all REfe rences

DL e e Pl SIS SRR participants. Red dashed lines indicate the target and competitor are chosen Trueblood, J. S. (2022). Theories of Context Effects in Multialternative,

- ———

OptionA  OptionB  Optnc - with equally frequency. Error bars are 95% confidence intervals. Dots are Multiattribute Choice. Current Directions in Psychological Science, 31(5), 428—
individual participants. 435.

Figure 1. Behavioral task.
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