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Centrality bias as incidental alternative focus
distortion?
The central position of a new product on a shelf leads

to a greater choice probability.
(Atalay, Bodur and Rasolofoarison 2012)
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Is there evidence that incidental attention distorts choice?

MeiBner, Musalem, Huber Eye Tracking and Conjoint Choices
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* Ding, Min (2007), “An Incentive Aligned Mechanism for Conjoint Analysis,” Journal of Marketing Research, 44 (2), 214-223.
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