
 
 

Give to AgEcon Search 

 
 

 

The World’s Largest Open Access Agricultural & Applied Economics Digital Library 
 

 
 

This document is discoverable and free to researchers across the 
globe due to the work of AgEcon Search. 

 
 
 

Help ensure our sustainability. 
 

 
 
 
 
 
 
 

AgEcon Search 
http://ageconsearch.umn.edu 

aesearch@umn.edu 
 
 
 

 
 
 
 
 
 
Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only. 
No other use, including posting to another Internet site, is permitted without permission from the copyright 
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C. 

https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
http://ageconsearch.umn.edu/
mailto:aesearch@umn.edu


Elicit the Values of On- and Off-margin Consumers: 
Combining Choice Rankings and Auctions  

 
Marco A. Palma           Yu Yvette Zhang 

Department of Agricultural Economics, Texas A&M University 

mapalma@tamu.edu,  yzhang@tamu.edu 

Poster prepared for presentation at the Agricultural & Applied Economics 
Association’s 2012 AAEA Annual Meeting, Seattle, Washington, August 12-14, 2012 

Copyright 2012 by Marco A. Palma & Yu Yvette Zhang. All rights reserved. Readers 
may make verbatim copies of this document for non-commercial purposes by any 
means, provided that this copyright notice appears on all such copies. 

mailto:mapalma@tamu.edu


QUICK DESIGN GUIDE 
(--THIS SECTION DOES NOT PRINT--) 

 

This PowerPoint 2007 template produces a 42”x60” 

professional  poster. It will save you valuable time placing 

titles, subtitles, text, and graphics.  

 

Use it to create your presentation. Then send it to 

PosterPresentations.com for premium quality, same day 

affordable printing. 

 

We provide a series of online tutorials that will guide you 

through the poster design process and answer your poster 

production questions.  

 

View our online tutorials at: 

 http://bit.ly/Poster_creation_help  

(copy and paste the link into your web browser). 

 

For assistance and to order your printed poster call 

PosterPresentations.com at 1.866.649.3004 

 

 

Object Placeholders 

 
Use the placeholders provided below to add new elements 

to your poster: Drag a placeholder onto the poster area, 

size it, and click it to edit. 

 

Section Header placeholder 

Use section headers to separate topics or concepts within 

your presentation.  

 

 

 

 

Text placeholder 

Move this preformatted text placeholder to the poster to 

add a new body of text. 

 

 

 

 

Picture placeholder 

Move this graphic placeholder onto your poster, size it 

first, and then click it to add a picture to the poster. 

 

 

 

 

 

 

 
 

 

 

 

RESEARCH POSTER PRESENTATION DESIGN © 2012 

www.PosterPresentations.com 

QUICK TIPS 
(--THIS SECTION DOES NOT PRINT--) 

This PowerPoint template requires basic PowerPoint 
(version 2007 or newer) skills. Below is a list of commonly 
asked questions specific to this template.  
If you are using an older version of PowerPoint some 
template features may not work properly. 
 

Using the template 
Verifying the quality of your graphics 
Go to the VIEW menu and click on ZOOM to set your 
preferred magnification. This template is at 50% the size 
of the final poster. All text and graphics will be printed at 
200% their size. To see what your poster will look like 
when printed, set the zoom to 200% and evaluate the 
quality of all your graphics before you submit your poster 
for printing. 
 
Using the placeholders 
To add text to this template click inside a placeholder and 
type in or paste your text. To move a placeholder, click on 
it once (to select it), place your cursor on its frame and 
your cursor will change to this symbol:         Then, click 
once and drag it to its new location where you can resize 
it as needed. Additional placeholders can be found on the 
left side of this template. 
 
Modifying the layout 
This template has four 
different column layouts.  
Right-click your mouse 
on the background and  
click on “Layout” to see  
the layout options. 
The columns in the provided layouts are fixed and cannot 
be moved but advanced users can modify any layout by 
going to VIEW and then SLIDE MASTER. 
 
Importing text and graphics from external sources 
TEXT: Paste or type your text into a pre-existing 
placeholder or drag in a new placeholder from the left 
side of the template. Move it anywhere as needed. 
PHOTOS: Drag in a picture placeholder, size it first, click 
in it and insert a photo from the menu. 
TABLES: You can copy and paste a table from an external 
document onto this poster template. To make the text fit 
better in the cells of an imported table, right-click on the 
table, click FORMAT SHAPE  then click on TEXT BOX and 
change the INTERNAL MARGIN values to 0.25 
 

Modifying the color scheme 

To change the color scheme of this template go to the 

“Design” menu and click on “Colors”. You can choose from 

the provide color combinations or you can create your 

own. 
 
 
 
 

 

 

 

 

©  2012 PosterPresentations.com 
    2117 Fourth Street , Unit C 
    Berkeley  CA  94710 
    posterpresenter@gmail.com 

Student discounts are available on our Facebook page.  

Go to PosterPresentations.com and click on the FB icon. 

Auctions are commonly used when a seller is unsure about the 

values that potential buyers attach to the object being sold. 

Bidders’ willingness to pay can be elicited in the form of bids. 

Many auctions are designed to be truth revealing such that 

bidders’ optimal strategy is to bid their true value. However, 

people sometimes do not bid sincerely; in particular off-margin 

bidders, whose values are far below or above the market-

clearing price, are often observed not to bid sincerely (Shorgen 

et al. 2001). Low-value bidders might believe they will never 

win, while high-value bidders might believe they will never lose. 

Therefore, off-margin bidders often do not reveal their true 

values (Miller and Plott, 1985; Franciosi et al. 1993). This paper 

presents a combined choice ranking and nth-price sealed-bid 

auction mechanism which reveals the values of both on- and off- 

margin consumers for seven fruit products. Unlike experimental 

auctions that use lab-induced values to generate on- and off-

margin bidders, the choice rankings reveal bidders’ preference 

and signal their relative positions on the value distributions. We 

found that low-value bidders tend not to bid attentively while 

high-value bidders place bids strongly agreeing with their 

rankings of the products. Our approach provides an effective 

mechanism to discriminate sincere bidders from casual bidders 

and improves the reliability of the elicitation of consumer 

valuations. 

 

 

Introduction 

Full Sample Top 3 Above ‘no 
product’ 

Intercept 0.34 1.23 0.73 

4.99 17.82 11.42 

Age: 30-49 0.04 -0.72 -0.10 

1.58 -20.57 -4.31 

Age: >49 0.06 -0.32 0.15 

2.51 -9.93 6.98 

Education: College -0.49 -0.31 -0.43 

-17.55 -7.76 -16.11 

Education: Post graduate -0.50 -0.10 -0.46 

-14.42 -2.19 -15.23 

Female -0.10 -0.25 -0.30 

-4.24 -8.81 -15.05 

Income: 50-100K 0.09 0.01 0.00 

3.98 0.41 0.06 

Income: > 1000K 0.15 0.22 0.18 

4.61 5.54 6.32 

Informed Price 0.54 0.65 0.56 

23.49 23.44 25.72 

Primary shopper 0.20 -0.27 0.09 

5.54 -7.62 2.93 

Ave. fruit/vegetable expense 0.50 0.27 0.29 

24.69 9.55 14.67 

Fruit, vegetable on hand 0.17 -0.26 0.53 

5.94 -8.35 20.25 

Information_tasting -0.07 -0.05 -0.02 

-2.43 -1.56 -0.52 

Information_health 0.03 0.01 0.02 

1.56 0.35 0.80 

Information_cancer 0.09 0.06 0.00 

3.46 1.61 0.09 

Log_SD (individual effect) -0.29 -0.16 -0.27 

-31.11 -12.62 -30.83 

Log_SD (residual) -0.32 -0.58 -0.45 

-93.76 -81.66 -103.02 

Experiment Design 

We examine the dependence between submitted ranks and bids 

using three indices: the correlation, Kendall's Tau and Spearman's 

Rho. The first one captures linear correlation; the next two are 

rank-based, nonlinear dependence measures thus not sensitive to 

outliers in bids. The results show significantly high degree of 

agreements between ranks and bids. Bids are generally more 

informative, as they are cardinal, while ranks are only ordinal. 

On the other hand, since ties are not allowed in the rankings, 

ranks can be more informative since people have to reveal their 

ordering of preferences. When rankings and bids are combined, 

people's willingness to pay may be elicited more precisely. 

  

To shed some lights on the argument above, we look at the 

dependence between ranks and bids for three subsets of items 

according to bidders’ ranks: (a) the top-three ranked products 

(high-value bidders); (b) the bottom-three ranked products (low-

value bidders); (c) the products that are ranked above “No 

Product”. There is a marked difference in the dependence 

patterns between the top 3 and bottom 3 choices. For the top 3 

choices, the correlation is as high as 0.86. However, there is 

essentially no correlation between ranks and bids for the bottom 

3 choices. This is possibly due to two reasons: (a) participants 

may bid zero for products they don't like; (b) participants may 

bid less carefully for products they don't like. 

  

The correlation for products ranked above “No Products” is 

around 0.75, slightly less than that for the top 3 products only. 

On average for each participant there are more than 6 products 

ranked above ‘No Product’.  The comparison highlights an 

important merit of including the ‘No Product’ option.  It 

indicates that we can place relatively high confidence on the 

bids of products ranked above ‘No Product’, even when the 

number of products is relatively large.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Dependence between Bids and Rankings 

We use regression analysis to investigate how consumers’ social 

economic factors and consumption habit and attitudes affect 

their willingness pay to fresh fruit products.  Because of heavy 

censoring, we use the tobit model for panel data. We apply our 

model to three groups: (a) the full sample; (b) the products that 

are ranked as top 3 ; and (c) the products that are ranked above 

‘no product’. The results are reported below. 

 

Estimation results (t-values below coefficients) 

 

Regression Analysis Concluding remarks 

Our results demonstrate that a combination of auction and 

choice ranking takes the advantages of both methods and avoids 

some of their limitations.  It aids in the discrimination of sincere 

bidders from causal bidders and therefore facilitate the 

elicitation of consumers’ evaluation. This method is particularly 

useful in experiments designed to elicit consumers’ valuations on 

multiple objects. Our results indicate a high degree of 

agreement between auction bids and rankings of top-ranked 

objects. In the ranking experiments, we included an option of 

‘no product’. We find that auction bids and rank of objects 

ranked above ‘no product’ agree with each other to a degree 

similar to those of top ranked objects and significantly higher 

than those top-ranked objects. This finding is useful because it 

indicates the reliability of auction bids on objects that 

consumers rank above ‘no product’, effectively increases the 

size of the useful sample. 
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203 Participants were recruited through newspaper and online 

advertisements in Bryan-College Station area, Texas. Subjects 

participated in the fruit purchase experiments on seven 

pomegranate-related fruit products. A combined 11th-price 

sealed-bid modified-Vickrey auction and nonhypothetical ranking 

procedures were used to elicit consumer preferences.  Subjects 

were randomly divided in 8 sessions, each with 20 to 30 bidders. 

They first participated in practice rounds: one bidding round and 

one ranking round for four soft drink products and then again for 

four snack products.  The winning (11th) prices were posted 

during the practice rounds to ensure understanding of the 

mechanism.  

  

Subjects then participated in a series of ranking and auction 

rounds for fruit products.  The first round (baseline round) was to 

establish a starting point for WTP and preferences.  Following 

the baseline round, all subjects received three information 

treatments, 1) Tasting: subjects tasted small samples of each 

product, 2) Health and Nutrition Information: subjects were 

provided with health and nutrition information for all fruit 

products, and 3) Anti-Cancer Information: subjects were provided 

with specific information on the potential anti-cancer properties 

of pomegranates.  After each information treatment, participants 

were asked to rank each item on a ranking sheet, and submit 

their bids for each item on a bidding sheet. Participants were 

asked to rank a total of eight options (in addition to the seven 

products, an option of “No Product” is included).  In the 11th-

price auctions, the ten highest bidders all win the products and 

pay the 11th highest bid. 
 

Marco A. Palma           Yu Yvette Zhang 

Texas A&M University 

Elicit the Values of On- and Off-margin Consumers: Combining Choice Rankings and Auctions 

Top 3 Bottom 3 Above no 
product 

Correlation Mean: 0.65 
Median: 0.87 

Mean: 0.23 
Median: 0.00 

Mean: 0.56 
Median: 0.77 

Kendall’s Tau Mean: 0.64 
Median: 0.82 

Mean: 0.23 
Median: 0.00 

Mean: 0.53 
Median: 0.69 

Spearman’s 
Rao 

Mean: 0.66 
Median: 0.87 

Mean: 0.24 
Median: 0.00 

Mean: 0.58 
Median: 0.79 
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