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1. Categorical Response Analysis

Categorical Response Analysis = 2& ZAF %
CHE HEfQl Bl Data & 245l= WH =2 BO| ALEgLIL}

Sample Data : Help / Sample Data Library / Consumer Preferences

(72 Q1T AT A, o, B2 Sof 3t 42 xA Aot
(@)

2= SEA oieh 215t SA A Data 7t ZY&|0] US)

<O X 1>
Age Group €2 HEZ0f Ciot S-S H|us| =it

1. Analyze / Consumer Research / Categorical
1) Response Role 2| Simple Tab 0
' am working on my career’ A Ef
2) X, Grouping Survey Of ‘Age Group’ &} = OK 2&
3) (2ag Z%) v Categorical / Crosstab transposed 414
4) w Categorical / Test Response Homogeneity 41EH

2. ¥FIt 20| &M ZA1t7} Display &
1) Age Group & Agree H|82 &1 £ = ACH
|.

2) Agree H| 22 Age Group 22 Xt0|7} 42 & %U:f\
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K = Categorical

4= 1 am working on my career By Age Group

e Homogeneity

Freq | lam working on my career
Share | Agree Disagree| Total
Responses
95 18113
25-29| 841%| 159%
49 19 |68
30-3%) 7599 | 27.9%
30 19 |49
o 3% s12% 388%
[% 29 23|52
3 40-44| 5589 |  a42%
< 29 23|52
by 49 55| 442%
22 21|43
50-54| 512%| 488%
33 38|71
>54 | 465%| 535%
| am working on my career
Share Chart
o
=
g
(U]
w
[=1]
<

Pearson Pearson

Response
Dimension Label Dimension Chisq LR PValue Chisq
| am working on my career Age Group <.0001% 374593

PValue

= 0001




1. Categorical Response Analysis

4. v Categorical / Mean Score Comparison 2 &

; e MO x AL O SL0l5
Categorical Response AnEalybsllsM: _e-;:;*% > ol i > 72 F=F 10%, 5% OIA F2AX7F AE=XIE 2ol 5= A
CHE HEfQl Bl Data & 245l= WH =2 BO| ALEgLIL}
Sample Data : Help / Sample Data Library / Consumer Preferences S'F]fr‘g Agree' ag‘i:‘:;"r::g °$OT;‘Icare§;mpare
(72 QIMT RIS A3 0|, W2 Sof i3t 82 TAF Zitet Responces| Moos
A= SEAMO ofgt o1 SASA Data 7t ZEE|O] /UB) 95 18113
20-29|Al ga1%| 159%
<Of|A| 1> 49 19 |68
Ho xO st ot Hla s 30-341B| 751%| 27.9% a
Age Group €2 HEZ0f Ciot S-S H|us| =it
30 19 |49 O O|A= ko
35-29(C A r 2olF 5%
. = =o& g— 61.2% 38.8% (EH_E_XI_)O”A_I
3. v Categorical / Frequency Chart & 22/5tH 5 29 2352 R o 20|t
= 3}0|3k A Ol O G |40-44|D ( Ab A Group r 77 2]et
Share Chart 2|0 Frequency Chart & 2Qlg = QIO 3 55.8% | 44.2% Sy Xto|7F olm.
< 29 23 (52 Fo| =& 10%
i 45491 B| 5589 442% Ab (A2 XPOIA
Frequency | am working on my career 22 21|43 B Group}
Chart 20-54|Fl 5109, | 488% AB o8t xto|7t
25.29 o |o| 32 3871 B o= X
>
46.5% | 53.5% '
o |30-34 N I
2 [35-39 Default Comparison Groups: A/B/C/D/EF/G
O 140-44 L N _ _
g 45-49 = | Shows letter of the categoryitissignificantly different from af the higher
<L =] share level
50‘54- *Base countwarning 100 /Uppercase Alpha Level  0.05
=54 _ I #* Base countminimum 30 \gwercase Alpha Level 0.1
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1. Categorical Response Analysis

<O ™ 2>
. i ’ i — N [ ols AlSHS o H
X, Grouping Survey Of ‘Age Group’ 2| ‘Gender' € F7}IH O 2 ME 1 Q|&= <X 18>0} SLSHH H&HSHH ofzfet 22 ZAntt Display &
- = Categorical
4 =|Responses(I am working on my career ) By Gender*Age Group
Freq Gender
Share M F
Age Group Age Group
25-29 30-34 | 35-39 | 40-44 | 45-49 | 50-54 >54 25-29 | 30-34 | 35-39 | 40-44 | 45-49 | 50-54 >54
45 23 20 19 23 14 24 50 26 10 10 6 8 9
Tam Rglise 81.8% 793%| 66.7% | 559% 605%| 583%| 49.0% 86.2%| 66.7%| 52.6% 556% | 429%| 421%| 40.9%
working | 10 6 10 15 15 10 25 8 13 9 8 8 11 13
onmy |Disagree 182% | 207% | 333% 441% 395% 417% 51.0% 138% 333% 474% 444% | 57.1%| 57.9% 59.1%
career  |(Total 55 29 30 34 38 24 49 58 39 19 18 14 19 22
Responses

Share Chart

=
Age Group

Gender

Age Group

4Test Response Homogeneity

Response Sample

I am working on my career Gender, Age Group ~ 45.1142

I am working on my career

Dimension Label Dimension Label LR Chisq LR PValue
<.0001*

Pearson Pearson

Chisq PValue
42.8762 <.0001*

SAHH 71248 59

2 7} (Ho)

i Agree Hl22 g4

thE 7hE(Ha)

: Agree HlE2 MY

/AN DAF M SL3IEL

/ABE AFO| M L2

P value = 0.0001 < 0.05 0|2 &,
Ho 7|2t > Agree H|22 HH/AHCHO]| t2kA

C2ctn 84
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1. Categorical Response Analysis

<OIx 2: 25 dF(1)>
ol2fgt 8%, AFHQl 20| M 2™ Categorical Response AnalysisE 5t7| T 0| Histogram(Analyze / Distribution)2 &3l
HE 40| Ze3siC}
4= Gender 4= Age Group 4 =1 am working on my career
) ) ) i
M F ﬂﬁq, 4,(5’@‘ .,5-;’% hgb? .,S'Sb Qf.j" qc.}‘ Agree Disagree
4~ Gender 4= Age Group 4 =] am working on my career
) =) ) i
M F ﬂf)n’ %Qﬁ" %’3 lb(Q’;,P‘ rﬁh (‘p’c._? ﬂ(,b‘ Agree Disagree
4 = Gender 4~ Age Group 4=/l am working on my career
Age
Group2|
25~29 M &4
M F o “;59‘ q%q o 2 wc.}‘ _;:,9‘ Agree Disagree
4=/ Gender 4=|Age Group ~'| am working on my career
=)
M F PN q,")ﬂa o %’1, o (.}‘ Agree Disagree




1. Categorical Response Analysis

<OIH 2: 25 2F2-1)>

Histogram 2| Chi Square Test(Analyze / Fit Y by X)&

Me) B HE

rir
Ol
ro

| am working on my career

4 ~|Contingency Table

Gender

| am working on my career

Count |Agree |Disagre Total
Total % e
Col %
Row %
M 168 91 259
3 3750 2031 57.81
=z 58.54| 5652
6486 35.14
F 119 70[ 189
2656 1563 42.19
4146| 4348
62.96| 37.04
Total 287| 161|448
6406 3594

4 =IContingency Analysis of | am working on my career By Gender
4 Mosaic Plot
1.00

Tests

N
448

Test

Likelihood Ratio

Pearson

DF -LogLike RSquare (U)

1 0.08574187 0.0003

ChiSquare Prob:ChiSq
0.171 0.6788
0172 0.6786
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[ = Contingency Analysis of 1 am working on my career By Age Group
4 Mosaic Plot
1.00

| am working on my career

w
\n
-

Age Group

ATests
N DF  -Loglike RSquare (U)
448 6 19.793719 0.0677
Test ChiSquare Prob:ChiSq
Likelihood Ratio 39.587
Pearson 37.459

uo| & 2 QUCt
~ Contingency Table
| am working on my career
Count |Agree |Disagre Total
Total % e
Col %
Row %
3310 11.18
84.07| 1593
30-34 49 19 68
10.94 424 1518
1707 11.80
72.06| 27.94
35-29 30 19 49
6.70 424, 1094
2 1045 11.80
g 61.22| 3878
3‘40—44 29 23 52
< 647 513 1161
10,10 14.29
55.77| 4423
45-49 29 23 52
647 513| 1161
10,10 14.29
55.77| 4423
50-54 22 21 43
491 4.69 9.60
767 13.04
51.16| 4884
=54 33 38 71
737 848| 1585
1150 2360
4648 5352
Total 287 161 448
64.06| 3594




1. Categorical Response Analysis

<OH 2: EF 2Y(2-2)>

Chi Square Test= Categorical Response Analysis
HME ddle = ACH

v Categorical / Cell Chisq 41E#

Default Comparison Groups: A/B/C/D/E/F/G

share level
*Base countwarning 100 Uppercase Alpha Level
**Base countminimum 30 Lowercase Alpha Level

Shows letterof the category itis significantly different from at the higher

0.05
0.1

Freq lam working on my career
Share
Comparisons | Agree |Disagree| Total | Compare
Cell Chisq PVal Responses| Means
95 18 (113
84.1% | 15.9%
25-29 /A |p CDEFG
49 19 |68
721% | 27.9%
30-24 | B deFG* a* a
041003 027136
30 19 |49
61.2% | 38.8%
35-39 | C * A A
0.80398 0.74035
= 29 23|52
o 55.8% | 44.2%
9 |40-44 |D * Ap* Ab
1] '
& 0.45495 | 031848
29 23|52
358% | 442%
45-49 | E * Ab* Ab
045495 0.31848
22 21143
51.2% | 48.8%
50-54 | F * AB* AB
0.29058 0.15823
33 38|71
465% | 53.5%
=54 G * ABR* A-B
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1. Categorical Response Analysis

Sa@{"g )[3Ha:c'a ;_,_:_'E?lgl /Afgpw%lejiDa;?Engaryé (sifrlitgmifr@;e_r'ences 2. Analyze / Consumer Research / Categorical
M2 SCXI0) Cfot Ol EASHE Data 7 E81 50| 912 1) Response Role 2| Multiple Tab Oi
== eoB = = etima = Me ‘Brush Delimted’ € Multiple Delimited = 41 EH
<O[H| 3> 2) X, Grouping Survey Ofl ‘Age Group’ M% £ OK 28 o
CHE (Multiple) 0] CHSIAL S £ 40| 7}53tCt 3) ¥ Categorical / Test Multiple Response / Count Test, Poisson 2 &
L , Response Roles
1. ’Brush’ _‘E_ltl)lkBrush De||m|ted COILi)mD %_._EIE' OI-EHQI- 7E|-I:|- Simple Related | Multiple | Structured Multiple Response(:Brush Delimited)
Brush 2|=2F A[Zt 2o 2t S =fols) £
Brush Brush Delimited
Every Day Wake,
Almaost Every Day After Meal,
Twice a day Wake Before Sleep,
Twice a day After Meal,
Twice a day Wake Before Sleep, s2 )
More than twice aday Wake After Meal Before Sleep, S P <gr= Version>
More than twice aday Wake After Meal Before Sleep, _ Jp—
Twice a day Wake,Before Sleep, iBISUSh ===
Twice a day Wake Before Sleep,
Every Day After Meal,
Twice a day Wake After Meal,Before Sleep,
Almost Every Day Wake After Meal,Before Sleep,
Twice a day Wake Before Sleep,
Every Day Wake After Meal,Before Sleep,
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1. Categorical Response Analysis

3. 24 2= ofefer ZLf

i = Multiple Delimited (Brush Delimited) By Brush

Brush Delimited

Share Chart

Almost
Every Day

Brush

More than
twice a day

Freq Brush Delimited
SE:{Z After Meal| Before | Other | Wake Total |Total Cases| Total Cases
Sleep Responses Responding
Almost 11 32 0 35]78 48 48
14.1% | 41.0% 0.0% | 449%
sy 229%| 667%| 00%| 729%
21 55 0 115 [191 142 142
EveryDay 110%| 288%| 00%| 60.2%
148%| 387%| 00% 81.0%
el 49 189 4| 185427 209 209
Twicea day 11.5% | 44.3% 09% | 433%
234%| 904% | 19%| 885%
Vore than 46 47 4 46 (143 49 49
- 322%| 329% 28% | 322%
wiceaday | g399,| 959% 82%  93.9%
-Almost Every Day 2 &t AlR2 F2 Wake Iff Brush £ 5t22
-Twice a day 2 SE? AIEH2 =2 Wake X Before Sleep [f
Brush € &2 & == ULt

4 Test Each Response, Poisson

4 Brush, Brush Delimited

Brush

Delimited ChiSquare Prob=ChiSq

After Meal 59,5436 <.0001%
Before Sleep  39.1097 <.0001*
Other 12,7131 0.0053* RN
Wake 1.8793 05978 | |

Chi-squared tests use Poisson rates.

-SIZ Brush 2|0 42g0| HEE2 AFRS2 Wake [
Brush £ 8l2 2 Wake I} Brush £ &

¢+ ot

O
b= AFES 2to] 3|5 Xj0l= GiZS
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2. MaxDiff Modeling

Max Diff &+t

2 ME 542l Hatof W& AH|XHS0| 7t
A1t 7t H| M25t= AE 50 £42 5/ 8 otY
40| Ct BWS(Best-Worst Scaling) O 2= 22|2+ O,

SHASE 3t0g o /| oM 7t T2 AS HHSHA ot

OH

0| ofL2t, R INES 371) SoAM 71
HEISHA St S -O|Ct

—
= A1 78 UE As

Sample Data : Help / Sample Data Library / Potato Chip Combined

(Potato Chip SF/E M= = 0f| CHsY
M E2 A2, Y L A2 -1
S HEE 022 BEAE

1

<Ol | >

Age Group €2 ZE20j Cf3t SES bl me| LAt

1. Analyze / Consumer Research / MaxDiff

2. % Zro| A1 EH
Run Model &l

4

Respondent
Aaron

Survey ID

Aaron
Aaron
Aaron
Aaron
Aaron
Aaron

=R R R R STV SR

Aaron

[¥-]

Aaron

=

Aaron

Aaron

%]

Aaron
Alex

A N P S I Y

o]

Choice Set ID

1
1
1
2
2
2
3
3
3
4
4
4
1

Profile ID Response
Gyro -1
Southern Barbecue 0
Biscuitsand Grawy 1
Sour Cream and ... 0
Reuben 1
All Dressed -1
Truffle Fries 1
Ketchup 0
Dill Pickle -1
Ketchup 0
Barbecue 1
Gyro -1
Ketchup -1

Data Format ne Table, Stacked

Select Data Table| Potato Chip Combined

Select Columns
*5 Columns

thk Respondent
ik Survey ID

ik Choice SetID
i Profile ID

A Response

Best| 4 «

orst| 1 ~

Pick Role Variables

dResponse
Respondent
Choice SetD

Construct Profile Effects
Add Profile ID
Cross

e

Macros ~

Degree

Transform =

=4
Ly

Firth Bias-Adjusted Estimates
[ Hierarchical Bayes
Number of Bayesian lterations| 5000

Construct Subject Effects (Optional)

[ Add |
Degree

Transform (=
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2-

MaxDiff Modeling

i All Levels Comparison Report

4,

Difference (Row-Column) | All Dressed | Barbecue | Biscuits | Dill Pickle| Gyro |Ketchup Reuben| Sour Southem | Truffle
Standard Error of Difference and Cream |Barbecue | Fries
Wald p-Value Gravy and Onion
ofzfet Zto| B Zatrt Display & =] All Dressed 0| -14951]-03222| -0.0804 | 0.94665|0.12371 0.24744|  -0.228| -1.0068 | -0.3615
0| 036838029974 | 0.29447 (033571029728 030148 | 0.28158| 03418 031136
~ MaxDiff Model 028477 0.78538 |0I00569] 0.67812 041355 041975 0.24809
4 MaxDiff Results Barbecue 149507 0| 1.1729| 141468 244172161877 1.7425| 1.26703| 048824 1.13355
— 036838 0 036267 03539 041499036911 037117 | 037654 039164039213
larginai arginai , - 021 514
Utility Probabilit Profile ID
12'?'7: ;2'8'955' B;m'eme Biscuitsand Gra 032217| -1.1729 0| 024179126882 044588 056961| 0.09413| -0.6847| -0.0393
- o bece 029974 036267 0| 0.28249)034456 029752 030639 030716 034038 0.31345
01439 0.0932 [T rufle Fries _ 0.28477 000161 0.3938¢ J0I66086 0.1368 075983 | 0.0467 0.90032
01046 00896 ] Biscuitsand Grawy Dill plekle 008038 -14147 -0.2418 0102703020409 032782 -0.1477| -0.9264 | -0.2811
00104 00815 | Sour Cream and Onion 029447 | 03539 0.28249 0035251027938 030328 | 030707 035532 |0.30871
0137 007030l Dill Pickle 0.7853¢ |NERR 0.39388 [000432) 046661 028208  0.63156 [D01038! 0.36444
0218 0‘0649%' All Dressed /Gy 09467 | -24417 -1.2688| -1.027 0-0.8229 -0.6992| -1.1747| -1.9535| -1.3082
0341 0.0574 Ketchup 5 C 033571 041499 034456 035251 0032802 034758| 0.33327 | 0.38939|0.35477
0465 00071 Reuben falbes ;’g‘:é’ress L) Cizes obies
1164 002520 Gyro Elﬂgl‘— E7xoz oo [P 01237 | -1.6188 -0.4459| -0.20410.82294 0/0.12373| -03517| -1.1305] -0.4852
b Parameter Estimates oo~ O T T 0.29728| 036911 0.29752| 0.27938|0.32802 01030893 0.31915| 0.34808 031157
o
Jlikelinood Ratlo Test 72l% 067812 [EEHEEEl 01368 046661 0.01356 068056 0.27279 000154 0.12223
fkelihood Ratlo 1ests (P-value = 9.22e-5 cuben 02474| 17425 -0.5696| -0.3278|069921 | -0.1237 0| -04755| -1.2543| -0609
_ . = 0.0000922) 030148 | 037117 030639 030328 034758 |0.30893 0| 030932 035324 031817
Source  ChiSquare DF Prob>ChiSq 0_41355_ 0.28208- 068956 0_12709_
Profieln 78317 9 oo Sour Cream and Onion 022804| -1267 -0.0941| 0.14766|1.17469 035175 047548 0| -0.7788-0.1335
- o = - - o o o 028158 0.37654 030716 030707 033327 031915 030932 0| 034896 |0.31379
-*37WE: Z 10 7}X| Chip & Barbeque & 7} 0| MEfstn Qlom, 041975 [J000105] 075983 0.63156 0100068 0.27279 |0.12709 [ 0.02764 067137
o
R gn ESRC HlE“ 26.64% & - Southern Barbecue 100683 | -0.4882 | 0.68465 | 0.92644 185348 |1.13053 125426| 0.77879 0| 0.6453
-Barbeque ZFE 20l F2ITH X0[7F UZE & 5= US(P Value : <0.0001) 03418 039164 034038 | 035532 038939 |0.34808 035324 0.34896 0|0.34904
021514
Truffle Fries 036152 -1.1335 0.03935| 028114130817 | 048523 | 060896 0.13348| -0.6453 0
031136 039213 031345 030871035477 (031157 031817 0.31379| 034904 0
024809 [I0I00462] 0.90032 036444 [OIBBOSBI 0.12223 [005821  0.67137 | 006715
-DE WO CHst M= = (Utility)2| F2XHE ZA7E5H0] MatrixZ2 A Al
. . -
v MaxDiff Model > All Levels Comparison Report 41 E{ 5™ -Barbecue(P Value?t L2 £2 M) CI2 SR HIS) Mo =7l £88 & 5 U
- EE A= =2 =2 MS LIS 9 OoF A O]
o= Zte =AM 71} Display & 5| Gyro(P ValueZl CHRE& FE M= OHE Z/O| Hg) M=t R3S & + ATt
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2. &1 : AH|X} ZALO]] Ciet Al =l(C| X}l

2H[Xt ZAF F Choice Design
o

AFM|SH AL

DOE | Analyze Graph Tools Al
g8  Custom Design

& Augment Design

Z2 Y& 2 Monthly User Guide Of A

2! Max Diff Design Ol CHSi{ A= DOE Platform O A Z=ALO| CHSH CIX}QIZ & &= U&= O

A
S

Cal & Q-2 SIASL|C}

Definitive Screening r

Classical »

Design Diagnostics [ -

Cansumer Studies r .l Choice Design
Special Purpose 4 g T4 | MaxDiff Design

4 Consumer Studies
E: Choice Design Find the combmatmn ofattnpgtelev«els t_hat;n::-ur
customers like the most. Conjoint analysis.

If_; MaxDiff Studies where raters pick the best and worst.

4 AH|A} A7
B 17—."'3'| HE HESte EY F ZEE goL0 HEE
M— || === = gm0l 0}
= e -
I I:ﬂ’:f‘:‘l HIHRES| | H-E2 A E SMELICH
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