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There’s a handout

with lots of
additional detail.

Scan the QR
code at the
end to request it.




bias [bahy-uhs]

noun

a preconception

or distortion that
compromises
objective evaluation



Types -

= Personal biases

of Biases N - Cognitive biases

= Sampling bias

| = Questioning bias
o T = Order bias
i " = Response bias

= Client expectations
and pressures
















Screening

The Mushroom
Principle
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General population

Bias increases
the more we
restrict our
samples

Frequent

brand @/6



Self-Selecting
Samples

Not-so-great invitation

“You are invited to take part
in a survey about issues
consumers have with medical

p
YUU RE co-pay amounts.”

Better invitation

“You are invited to take
partin a survey.”
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e
Questioning &
Conversational Techniques

Be aware of:

= Moderator bias
= Stakeholder bias

Lean towards conversation
rather than questions

! Ask open ended, non-specific
questions

Start general, get specific

Use a neutral tone and phrasing
Encourage a full range of responses
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\For'ced Choices

Lamborghini

Ferrari

Studebaker
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Balanced scale

¢ Very satisfied
6 Somewhat satisfied

. Neither satisfied Favorable scale

| fon alsaisii=g Extremely satisfied

)

* Somewhat
. dissatisfied

Very satisfied

Somewhat satisfied
Slightly satisfied
Not at all satisfied

. Very dissatisfied



Non-Randomized Response Choices




Ranking
Questions




Bias in
Stimuli




Tip:
Avoid TMI




Countering
Bias




Using tech

to counter |

35



Consumers
tend to overstate
theirintentions



Tools to reduce bias in
quantitative research

= Consistency across studies
* Normative data

= Action standards

=" Longitudinal approaches

=" Not asking questions that won’t
get areliable response
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