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results and discussion 145-149
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summary 149
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calculating market share 137-139
data and methods 119, 139
instructions for beef steak auction
experiments 175-186
results 139-141
marketing case study (fresh food with multiple
quality attributes) 141-149
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benefits of farm record keeping 149-150
conclusions 152-154
data and methods 150-151
instructions for financial records auction
186-190
results 151-152, 153
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mixed logit models 4-5
money-metric utility 110
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multiple good valuation 76-80

negative values, effects of 92-94
non-expected utility behavior 4143
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value elicitation 1-2
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209-214, 215, 217
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225
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random parameter models 4-5
randomization 52
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252-255
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sample size determination 55-57
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56-57
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study) 209-214, 215, 217
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study) 209-214, 215, 217
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valuation case studies
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174-175
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in three countries) 154-161, 163,
191-195
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163-169
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new product) 119, 137-141, 175-186
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experiments 175-186
instructions for financial records auction
186-190
instructions for GM food auction
191-195
valuation heterogeneity, need to
understand 4-5
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commitment costs 43—-44
dynamic WTA 44
dynamic WTP 43-44
valuation under certainty 34-37
producer profit maximization 36
WTA (willingness to accept) 34-35, 36-37
WTP (willingness to pay) 34-36
valuation under uncertainty 37-43
cumulative prospect theory 42-43
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non-expected utility behavior 41-43
rank-dependent expected utility theory 42
risk (definition) 37
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risk preference 3941
risk premium 40
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value elicitation
applications for information 1-2
non-market goods 1-2
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value elicitation methods
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stated preference 2-3
value measures, comparison with auction
bids 258-260
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(negative) information 250-251
valuing safer food (case study) 121-127, 128,
129
conclusions 129
experiment 124—125
prevalence of food-borne diseases
121-122
results 126-127, 128, 129
study objectives 122—124
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control of 47-51
extraneous 52-54
Vickrey, William 16-17, 19
Vickrey’s nth price auction 17
Vickrey’s second price auction 16-17,
19-20
comparison with first price auction
23-24
demonstration of incentive compatibility
20-23
formal utility maximization framework
20-21
intuitive, heuristic framework 21-23
tournaments (case study) 209-214, 215,
217
see also second price auctions
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explanation to participants 33
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within-subject design 48, 52-53
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dynamic 44 to obtain a risky good 39—40
valuation under certainty 34-35, 36-37 valuation under certainty 34-36
value measure 34 value measure 34
when to use 34-35 when to use 34-35
WTP (willingness to pay) 1, 37-38 WTP and WTA
determination of 4 disparity 262-263
dynamic 43-44 factors affecting 251-252
overstatement in hypothetical bidding (case gap and the auction mechanism (case study)
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