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Presentation Notes
This is the story that began a couple months before we were to get a new Dean in the School of Education.  In preparation for this new Dean, Enrollment and Marketing research was asked to think about the things that drive a prospective student to choose a university over its competitors. We listened carefully and realized they were talking consistently about 4 things – location, brand, cost , and time to completion of degree.  THESE WEREN’T THE TYPICAL IR QUESTIONS.  They were centered around market preference. One of the greatest challenges we face is often specifying what the client wants. In this case it was clear.  

So our typical IR resources, (admission and enrollment data, recruitment reports, Illinois Board of Higher Education data, an ASQ from 2007, and even the results of a large, student services survey) weren’t going to give us the knowledge we needed to answer these questions.   We were going to have to find a way to help the college and the new Dean gain a better understanding of the competitive master’s market.  Our presentation today will show how DePaul used a trade-off analysis in a two-part survey to determine how teachers decide where they wanted to further their education. This is a method that is easily adapted to any industry or any area within higher education. 
So before we get into the rest of the story, I’ll give you a little information about DePaul University. 





DePaul University

• Urban

• Catholic

• 25,000 + Enrollment  

• Enrolls over 1,500 master’s level teachers in School of Education

• Uses web-based survey research to inform strategic enrollment 
management process 
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-Located in Chicago in an urban environment
-Largest Catholic University in the nation (8th largest private institution in the nation)
-Enrolling over 25,000 students (over 16,000 undergrads and close to 9000 graduate and law students)
-We use web-based survey research, as well as other research to inform our strategic enrollment management process.

So now, let’s continue with how the survey research unfolded. 



Finding Marketing Opportunities

• Why is this information being sought?
• Who will use this information?
• What decisions might be made as a result of gaining this 

information?
• Can all stakeholders agree on prioritizing the questions to be 

answered?
• Is it likely that we can find a research method that will successfully 

capture the information we need?
• Does the information already exist?
• Can we really answer the questions?
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So our non-traditional IR questions were centered on finding marketing opportunities. So to clarify we began asking some questions. We’ll touch on a couple of the most important ones from this list:  1)  “Why is this information being sought?”  
-Environment of increased competition
-Anecdotal information that course location is more important to prospective master’s students than cost and other features
-We wanted to understand the interaction between brand and other features
-We wanted to know the where the future market opportunity is
-Of course, the bottom line was to increase market share 

And 2) Can all the stakeholders agree on prioritizing the questions to be answered? 
-The new dean hadn’t arrived yet, so we weren’t able to get his input on methodology or prioritization of questions. 



The Survey Research Process
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4. How many 
survey items?

2. What are 
The sampling  
Issues?

3.Which survey
method should
we use?

6. Evaluating the
questionnaire

7.Getting 
approval
from
stakeholders

8.Pre-test 
survey and
revise

9. Proofing
for grammar etc.

10.Launching
survey

5. How to 
Program survey 
Into software

2. What do we  
need to know?
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So this is the research process. Here are the basic steps. We’ll take a brief look at each in terms of the trade-off analysis because the research process is especially important with a trade-off analysis.  So let’s begin.  



Avoid “nice to know” information

• Question: Is course location more important than cost, brand, and 
time-to-completion when teachers choose a graduate school from a 
select set of competitors?

• Other objectives:

– To obtain a better understanding of DePaul’s current positioning in the graduate education 
market

– To determine the market attribute ‘drivers’ that influence the perceptions and preferences of 
teachers at the largest school districts within a 30-mile radius of DePaul

– Provide attribute level utility scores (or level of importance for each attribute that is 
measured) 

1.What do we
need to know?
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This is especially critical when listening to input from several sources. There is always the inclination to ask questions that are not related to this piece of research and that can create a longer than necessary survey that loses its continuity.



Where can we get this information?

– What we wanted:

• Random sample of teachers at the largest districts (based on teachers, not 
number of enrolled students in district)

• Random sample to include public schools and private schools within a 30-
mile radius of DePaul

• A list of 10,000 teachers at-work email addresses from list vendor
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2. What are the
sampling
issues?
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In this case, getting the information would involve finding a way to get a random sample of teachers from the largest school districts within a 30 miles radius of DePaul. For that, we had to use a list vendor WHO INVITED TEACHERS TO THE url TO PARTICIPATE IN THE SURVEY. 

575 Part I
479 Part II



How can we generate the data necessary 
to accomplish the objectives?

• Budget, objectives etc. all led to a two-part web-based survey. 
Part I tells us about preferences and provides demographic 
information about the survey participants:

• Of the professional development opportunities listed below, which one will you be considering next
• What subject (area)s do you plan to study?
• In the past 12 months, have you inquired about, applied or been admitted to, or enrolled in an education program 

at any of the following universities?
• What is your preferred location of instruction? (distance from home vs. internet)
• What is your preferred mode of learning? (traditional classroom, internet etc.)
• What is your overall preference for attending these universities?
• How important are the following to you when choosing a college or university for continuing your education?
• Please list the name and district of the school where you are employed or indicate if you are not employed
• What is your ethnic background?
• Please list your home zip code.
• Please list your work zip code.
• Have you ever completed one or more courses from these institutions?
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3.Which survey 
Method should 
we use?
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Next, we had to consider budget constraints, time constraints and our own resources that were available. We knew that , ideally, we would want the survey to start with scaled questions about:
interest in professional development,
 intended area of study,
 preferred location of courses,
 preferred mode of learning
-preferred institutions
-importance ratings
-and demographic data.

So we included this list of questions to part I of the survey.



1. Brand
– School A
– School B
– School C
– School D
– School E

2. Location
– 15 minutes from home or 

work 
– 30 minutes from home or 

work
– 45 minutes from home or 

work
– On-site  
– Internet based

3. Net cost
– $1400
– $1500
– $1800
– $2000
– $2100

4. Time to completion
– Least 
– Average 
– Most
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4. How many
Survey items? 

Identify attributes and layers to satisfy conjoint 
measurement and answer “Is course location more 
important than cost, brand, and time-to-completion when 
teachers choose a graduate school from a select set of 
competitors?”
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The most critical step in planning the trade-off analysis is the identification of attributes and attribute levels which are selected to reflect the competitors and the actual market. Choosing differentiating characteristics eliminates features that are the same among the list of competitor schools, Choosing differentiating characteristics also required teachers to determine which high level characteristics they would give up in order to get a high level of another characteristic. THE CBC MODEL WE USED RECOMMENDS A MAXIMUM OF 10 ATTRIBUTES OR FEATURES AND NO MORE THAN 15 LEVELS WITHIN EACH  ATTRIBUTE . HERE WE DECIDED ON ONLY 4 FEATURES AND NO MORE THAN 5 LEVELS WITHIN EACH. 

REMEMBER IT’S BEST TO KEEP IT SIMPLE. 



9

If you had to decide on one of these universities to attend to further your education (endorsements, 
certifications, degrees, or individual courses), which would you choose? Each university below 

represents a hypothetical combination of cost, location, and time, to completion. 

Institution School A School B School C NONE 

Net cost per course $1400 $2100 $1800

Location/Method of 
delivery 

15 minutes from 
work or home

45 minutes from work or 
home

On-site within 
district

Time to completion Least time Average time Most time

Code attributes and layers into the software
5. How to
program survey
into software

Presenter
Presentation Notes
THE NEXT STEP IS HAVING THE APPLICATION DEVELOPER CODE THE SURVEY INTO THE SOFTWARE. HERE IS AN EXAMPLE OF WHAt OUR SURVEY RESPONDENTS SAW. 

MOST TRADE-OFF ANALYSES INCLUDE 8-20 PAGES DEPENDING ON THE COMPLEXITY OF THE DATA. Ours only had 12.

The question they were asked here is “If you had to decide on one of these universities to attend to further your education, which would you choose?”
This is where we can see the interaction among items that we would not have seen in a ratings based analysis. 
Each university here represents a hypothetical combination of cost, location, and time to completion. Respondents had to decide on one bundle that they preferred. This doesn’t represent all the combinations – those are rotated on the 12 pages of the survey. The sawtooth software that we used was v4.8 and it allowed a random design method that showed each attribute level as few times as possible in a single task. This randomized design, called Complete Enumeration, presents the attribute levels with as little duplication as possible. 

 



Step back and critically evaluate

• Are the questions necessary?

• Will the questions provide answers to the objectives?

• Is the email introduction concise – does it encourage participation in 
the survey and clearly offer the incentive?

• Be sure definitions are included for any terms that need explanation 
(net-cost per course)

• Can the survey be simplified?

• Does it seem too long?
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6. Evaluate the
questionnaire 
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So at this point, we had everything programmed into the software and we had allowed time for us to be able to review everything from how each question satisfied the objectives to the email invitation, to the roll over definitions programmed into the survey.  
AND THE BOTTOM LINE, OF COURSE – IS WHETHER THE SURVEY IS TOO LONG.



Getting final buy-in increases chances 
that users will take the next step after 
receiving results

• Assistant Vice-president of Graduate and Adult Recruitment

• Director of Marketing Strategy

• Director of Graduate Admissions

7. Getting
approval from
stakeholders
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Once again, we had everyone’s input but the new Dean., So we had to be satisfied with what we had and move forward,



Pretest and revise 

• Pilot test
– 16 teachers provided feedback for online survey:

• Lack of continuity?
• Length of survey?
• General respondent reactions?

8. Pre-test 
survey and
revise
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Once we were satisfied, we pretested the survey and everything seemed to be working as planned.,



Prepare final survey copy

• Don’t overlook the possibility of catastrophic errors in the CBC 
survey 

• Proofread very carefully!

• Error in a question from Part I wouldn’t invalidate entire survey, but 
error in trade-off analysis could invalidate all of Part II  

9. Proofing
for grammar etc.
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AT THE LAST MINUTE WE CAUGHT, WHAT WOULD HAVE BEEN, A LARGE ERROR. AS AN INCENTIVE, WE WERE OFFERING $10 GIFT CERTIFICATES TO THE FIRST 100 RESPONDENTS AND AT THE LAST MINUTE WE REALIZED THAT OUR SURVEY SAID THE FIRST 1000 TO COMPLETE THE SURVEY WOULD RECEIVE A $10 GIFT CERTIFICATE. 




Final Steps

• List provider sends 10,000 teachers at-work email addresses to a 
third party vendor who invites the teachers to participate in the 
survey. Using a third-party vendor allows the survey to be 
administered blind, so participants do not know who is sponsoring 
the study. 

• Raw data is captured as a function of the software that is generated 
from the web application

• Data is pulled into desktop software for further processing

• Application developer prepares the data before giving it to the 
analyst for input into analysis software

10. Launching
survey
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So we were in the final steps, everything looked good and we were ready to launch the survey. The raw data was captured as a function of the software that is generated from the web application. I then imported it into the desktop software.



Results: A Four-part Analysis
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Now we will begin to talk about some of the results of the trade-off analysis.



Part 1: Interaction Between Location and Brand
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Part I: INTERACTION BETWEEN BRAND AND LOCATION. SCHOOL A RECEIVED A HIGHER PREFERENCE SHARE AT EVERY LOCATION. 

The output of the “COUNT” module helps us understand how demand for each school varies as a function of location.  It does this by counting how many times an attribute shows up within the chosen scenarios. (including two-way interactions as you see here and three way). 

School A is the most popular receiving 19% of choices at a location 45 minutes from home or work and  47% of choices at 15 minutes from home or work.  In other words, School A has a higher share at every location. 

This suggests a significant interaction between Brand and Location.



Part II: Average Importances
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AVERAGE IMPORTANCES SHOW US 
THE RELATIVE IMPORTANCE FOR EACH OF THE FOUR FEATURES WE ARE TESTING
THEY TELL US HOW MUCH DIFFERENCE EACH ATTRIBUTE COULD MAKE IN THE TOTAL UTILITY OF A PRODUCT OR SERVICE. The Hierarchical Bayesian (CBC/HB) module for the software is valuable for more accurately estimating the importance scores for it captures differences between and interaction effects among individuals.  



Delivery 
/Location

32.42
Cost
25.50 Brand

23.59 Time to 
completion 

18.50

Average Importance
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Part II AVERAGE IMPORTANCES: DELIVERY/LOCATION HAS THE MOST WEIGHT IN THE DECISION MAKING PROCESS. IT IS 27% MORE IMPORTANT THAN COST, 37% MORE IMPORTANT THAN BRAND, AND 75% MORE IMPORTANT THAN TIME TO COMPLETION.

These relative importance scores add up to 100% except in certain cases where rounding will lead to a loss in precision. 
The larger a percentage is for an attribute, the more weight that attribute has in your overall decision-making process. There is an add-on module to the CBC software that we used called the hierarchical bayesian HB model that more accurately estimates the importance scores for it captures differences between and interaction effects among individual respondents.


Attribute importances are directly affected by the range of the levels included in the study, so importance scores need to be interpreted while considering the range of levels. In this study, three of the four attributes had five levels each. The fourth had 3, and its importance could have been artificially diminished with respect to brand, cost and location. It is important to choose the levels to reflect reality so the results reflect real market preferences. All of our attributes did reflect realty. 


HERE WE SEE THE CALCULATED PERCENTAGE BASED ON RELATIVE RANGES THAT GIVE US A SET OF VALUES THAT EQUAL 100%. 



Part III: Utility Scores
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A utility is a number representing the attractiveness of each feature in the study. 
The CBC software enables us to do this through logit analysis.





15 minutes 
from home or 

work, 0.54 On-site, 0.49

30 minutes 
from home or 
work, -0.17

Internet based, 
0.01

45 minutes 
from work or 
home, -0.87

Delivery Location Utility Score 
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Here, we’re looking at the attractiveness of class locations.  (THE SUM OF THE POSITIVE AND NEGATIVE UTILITIES EQUAL ZERO. WHILE ALL MIGHT BE IMPORTANT THIS TELLS US WHERE THE LARGEST GAPS ARE THOSE ARE POINTS OF DIFFERENTIATION BETWEEN SCHOOLS.


THIS IS A PERFECT EXAMPLE OF WHY WE CHOSE A TRADE-OFF ANALYSIS INSTEAD
OF ASKING TEACHERS TO RATE EACH OF THESE LOCATIONS ON A SCALE of 1-10 for example.  





$1,400

0.61
$1,500

0.46
$1,800

0.08
$2,000

-0.44
$2,100

-0.71

Cost per Course Utility Score
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UTILITY SCORES: THE SECOND MOST IMPORTANT ATTRIBUTE, COST, SHOWS THE LOWEST COST TO BE OF HIGHEST VALUE – EXACTLY WHAT WE WOULD EXPECT TO SEE IF WE ASKED SURVEY PARTICIPANTS TO RATE THESE ITEMS. A TRADE-OFF ANALYSIS PROVIDES MORE VALUABLE INFORMATION.




School A, 0.46

School B, 
0.10

School C, 
-0.38

School D, 
-0.13

School E,
-0.06

Brand Utility Score
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UTILITY SCORES: BRAND, WHICH IS THE THIRD MOST IMPORTANT ATTRIBUTE, SHOWS SCHOOL A TO HAVE THE HIGHEST UTILITY PROVIDED TO THE STUDENT.  (WITHOUT ANY INTERACTION EFFECTS FROM THE OTHER FEATURES WE TESTED.)





Least time to 
completion, 

0.44 Average time 
to completion, 

0.16

Most time to 
completion, 

-0.60

Time to Completion Utility Score

24

N=449

Presenter
Presentation Notes
UTILITY SCORES: THE LEAST IMPORTANT ATTRIBUTE, “TIME TO COMPLETION”, HAS THE HIGHEST UTILITY FOR THE LEAST TIME TO COMPLETION. THIS IS ANOTHER EXAMPLE OF THE TYPE OF INFORMATION WE WOULD GET FROM RATING SCALES AND WHY WE CHOSE TO DO A TRADE-OFF ANALYSIS SHOWING THE INTERACTION BETWEEN ITEMS.

TIME TO COMPLETION WAS LEAST IMPORTANT TO THE TEACHERS AND THE RESULTS HERE ARE WHAT WE EXPECTED – 
having little value on their own without being put into context through the trade-off analysis. 



Part IV: Market Simulation
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The FOURTH TYPE OF cbc ANALYSIS INVOLVES THE MARKET SIMULATOR THAT PROVIDES ESTIMATES OF SHARES OF CHOICE. This QUANTIFIES THE GAINS AND LOSSES in MARKET PREFERENCE WHEN WE CHANGE THE LEVELS OF THE ATTRIBUTES. 



The software allows us to do market simulations. We can look at market 
preference, for example, if our classes were located within 15 minutes of home 

or work. Our share is high, but is this realistic based on multiple locations of 
these select competitors? 

Cost per 
Class Location

Time to 
Completion

Market 
preference

School A $2000 15-min Average 39.65
School B $2100 On-site Average 12.76
School C $1800 45-min Average 03.66
School D $1400 30-min Average 37.21
School E $1500 45-min Average 06.71
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FOR EXAMPLE WE SEE HERE THAT SCHOOL A HAS THE HIGHEST MARKET PREFERENCE WHEN THE ATTRIBUTE LEVELS ARE CHANGED TO GIVE SCHOOL A LOCATION 15 MINUTES FROM HOME OR SCHOOL. 

OUR SHARE IS HIGH HERE, BUT WE WILL SEE FROM FURTHER ANALYSIS THAT THIS MIGHT NOT BE REALISTIC BASED ON MULTIPLE LOCATIONS AMONG THESE SELECT COMPETITORS.   

HERE WE SEE JUST ONE EXAMPLE OF A SIMULATION. 


OBVIOUSLY, THERE ARE MANY SCENARIOS THAT ARE TESTED, BUT THIS GIVES YOU AN EXAMPLE OF A TYPICAL “WHAT-IF” ANALYSIS. 





15-minute drive-time 
radius shows yellow 
and red areas to be in 
close proximity of 
School A (blue). 
Targeting a 15-minute 
drive-time radius 
means competing with 
tuition cost within red 
area and on-site 
convenience within 
yellow area.  
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NOW WE ADD OUR OWN 5TH STEP TO THE ANALYSIS.


NOW, WE ARE ABLE TO INCORPORATE WHAT WE LEARNED FROM THE 4-PART ANALYSIS  AND APPLY THAT KNOWLEDGE USING MAPPING SOFTWARE. HERE WE’VE CREATED A MAP THAT SHOWS THE 15-MINUTE DRIVE TIME AROUND THE REGIONAL SCHOOLS INCLUDED IN OUR STUDY.  AT THIS POINT, WE HAVE ONLY INCLUDED OUR MAIN CAMPUS AND WE CAN SEE THAT IF WE FOCUS ON THE 15-MINUTE DRIVE TIME AROUND OUR MAIN CAMPUS, WE ARE IMPACTED BY LOWER TUITION COSTS AT THE OTHER SCHOOLS AND ALSO THE ON-SITE LOCATIONS OFFERED BY OTHER SCHOOLS. 
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Gap areas represent 
possible on-site or off-
campus locations not within 
15-minute drive of major 
competitors. In this area, the 
competition is probably on-
site locations within the 
yellow areas. 
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LOOKING AT THE MAP ANOTHER WAY, WE START TO SEE GAPS WHERE THERE ARE NO CAMPUS LOCATIONS LOCATED WITHIN A 15-MINUTE DRIVE OF OUR MAIN CAMPUS.



Arial

Adding the 15 minute 
drive-time for all  
School A’s campus 
locations shows more 
specific gaps that can 
be filled by suburban 
campus locations.   
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AND FINALLY, WE ADD ALL OUR CAMPUS LOCATIONS ALLOWING US TO GET A BETTER LOOK AT THE GAP AREAS – FROM NORTH TO SOUTH, WHERE PROSPECTIVE STUDENTS LIVE AND/OR WORK.
THIS IS A GOOD EXAMPLE OF:
-COMBINING MORE THAN ONE ANALYSES TO PROVIDE STRATEGIC INPUT FOR KEY DECISION MAKERS. 
-IT IS ALSO A GOOD EXAMPLE OF HOW A COLLABORATIVE EFFORT CONTRIBUTES TO MORE INSIGHTFUL DATA. 
-IN THIS CASE IT HELPED BUILD RELATIONSHIPS AND TRANSCENDED DEPARTMENTAL BOUNDARIES. AND THAT GAVE US A BETTER UNDERSTANDING OF HOW EACH OF OUR EFFORTS CONTRIBUTES TO THE MISSION AND STRATEGIC ENROLLMENT GOALS OF THE UNIVERSITY.



Limitations

• Construction of net cost attribute and its levels was difficult because, anecdotally, it is known that 
many schools offer cohort discounts for master’s in Education programs.  Because the exact level 
of discount is not known and tuition is fixed at School A, the net cost reflects School A’s full tuition 
and a 20% discount was applied to other schools. 

• A low response rate (not uncommon for web-based data collection)  could potentially limit the 
inferences about the total populations based on the responses of teachers sampled.  

• Competitor on-site locations, which are varied and many, are not included in the analysis 

• Education level or years of teaching are not included 

• Respondents were self-selected

• Simulation analyses are not exact and are to be used as a guide or point of reference
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Low response rate: Findings might not be representative of the teacher market and the analysis had to be presented in the aggregate rather than by any heterogeneity that might exist within the real world market. 

With a general increase in unsolicited email and requests for web-based survey completion, there is evidence that response rates have fallen as low as 5% - 10%  blind, online surveys. So, we look at this as a valuable piece of information to be added to what we already know and we don’t rely on one piece of research – ever.



Top Takeaways

• The trade-off analysis indicated delivery/location of classes has the greatest value to 
teachers, followed by cost, brand, and time to completion.

• The trade-off analysis indicated delivery/location of classes has the highest value when 
the drive time is 15-minutes from home or work (Part I indicated preferred location is on-
campus near home.) 

• The simulation analysis, as part of the trade-off analysis, shows there is an opportunity to 
potentially increase market preference by offering classes that are not located within a15-
minute drive-time radius of the competitor schools.
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-It’s important to remember that this is just one METHODOLOGY AND ONE tool that can be used to answer the non-traditional IR questions. 

In addition to the conjoint analysis we use (as we mentioned earlier) enrollment and admissions reports, recruitment reports, satisfaction surveys, ASQ surveys, IBHE data, online surveys, state level data (IBHE market share data) and more. The conjoint analysis helped us to determine the market attribute drivers that influenced perceptions and preferences of teachers in the largest school districts in our service area. 

OUTCOMES OF THE CONJOINT ANALYSIS

INITIATED STRATEGIC CONVERSATIONS REGARDING POTENTIAL GEOGRPHIC AREAS THAT MIGHT BE TARGETED NEXT

BASED ON THE TOP ATTRIBUTE THAT WAS MOST IMPORTANT (LOCATION), A RECOMMENDATION WAS MADE TO THE DEAN TO MOBILIZE THE FACULTY TO INCREASE ONSITE PROGRAM OFFERINGS IN SCHOOL DISTRICTS  

(3) AIDED DISCUSSIONS WITH SENIOR MANAGEMENT REGARDING THE NEED TO NEGOTIATE PRICE BASED ON SIZE OF ONSITE COHORT. 

(4) PROVIDED DIRECTION ON OPTIONS AND PREFERENCES OF PROGRAMMING AND COURSE OFFERINGS 
 




Discussion
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THANK YOU!
For More Information Contact:

Susan Stachler
sstachle@depaul.edu

Liz Sanders
lsander3@depaul.edu

Suzanne Depeder
sdepeder@depaul.edu
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Appendix
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Respondent Profile

• 575 completed or partially completed surveys for Part I 
• 449 completed surveys for Part II
• Ethnicity

– Caucasian 91.7%
– African American 2.3%
– Hispanic 2.8%
– Asian 1.9%
– Native American .2%
– Multi-racial 1.1%
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Reference – What is a conjoint analysis?

• Conjoint analysis is the original trade-off approach and uses linear models. There is metric 
conjoint, where respondents monadically rate various product configurations, and non-metric 
conjoint, where respondents rank a set of product configurations. There are also full-profile 
conjoint, partial-profile conjoint and pairwise conjoint. Full-profile conjoint uses all product features 
in every product configuration. Partial profile conjoint uses a smaller subset of available product 
features in the product configurations. Pairwise conjoint requires the respondent to rate their 
preference for one product over another in a paired comparison. We will only discuss conjoint 
methods in general in this paper.

• Conjoint models are simply regression models which are constructed for each individual 
respondent. Typically, each respondent rates or ranks 20 to 30 product configurations. Each 
product configuration contains different levels of the product attributes being tested. If the product 
levels are varied appropriately (the role of experimental design), a regression model can be 
estimated for each individual, using the product ratings as cases. The coefficients from the model 
are the utilities or utils.

• A conjoint approach should be used if a limited number of attributes needs to be tested and 
utilities need to be estimated for individual respondents, e.g., conjoint-based segmentation.
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Hierarchical Bayes as part of a CBC analysis
• Creating individual-level utilities for each respondent

– Detect segments that disagree and target them separately
– Build accurate what-if simulators that are sensitive to different preferences
– Instead of estimating each respondent’s utilities individually, the algorithm 

estimates how different the respondent’s utilities are from the other respondents 
in the study

– Series of iterations start with arbitrary made up averages then estimates what the 
individual utility scores would be assuming the sample averages were actually 
the starting point. After all individual preference scores have been calculated, the 
algorithm updates the sample average and repeats the process. Final results are 
calculated by taking the average of the saved sample averages and the average 
of the saved individual’s utilities.  

– Two probabilities: 1) likelihood that a respondent will select a specific concept in 
a choice task given a specific set of utilities.2) probability that the respondent’s 
utilities are consistent with the pattern of utilities observed with the rest of the 
respondents (sample density). 

– Assumes the respondent answers choice tasks according to a multinomial logit 
model. X
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Source: Sawtooth Software 
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