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• The first and most recognized program in the research and insights industry. Created to 
support data-driven decisions and analyze growing amounts of data available from retail 
scanners. According to the 2017 GRIT report, the UGA MMR program is recalled three times 
as often as all the other programs combined.

• Founded in 1979, first MMR class graduate in 1981. An alumni network of 730+ thought 
leaders in the industry.

• Our MMR students are trained in both methodological and consulting skills. Access to state-
of-the art software and hardware. Highly sought after by companies recruiting insights and 
research talent. 100% placement rate.

Whether you are looking to recruit top talent, or further your research education, contact us at:

Marcus Cunha, MMR Program Director: cunhamv@uga.edu
MMR program: terrymmr@uga.edu

About the UGA MMR Program at the Terry College of Business
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Meet the Team
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The Research Question

Inspired by an MMR alum who wondered whether the direction and orientation of rating-
scales influenced respondents, the MMR students set out to answer the following question:

Would scale points being presented in ascending/descending order or 
vertically/horizontally affect respondents’ ratings?

The MMR students, guided by Dr. Marcus Cunha, designed an experiment to answer this 
research question. This experiment included a “Mark 2” type of attention check as the MMR 
students hypothesized that attention paid to the experiment might influence ratings as a 
function of how scales were presented.

UGA MMR
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Experimental Design
Respondents were presented with an experiment in which we asked them to rate items on two 
well-established psychological scales measuring (1) impulsiveness and (2) dietary control. 
The average score on each scale served as the dependent variables in the analysis.

To measure whether differences in the structure of a scale affect ratings, we manipulated 
two independent variables: (1) direction of the scale labels (ascending vs. descending) and (2) 
scale orientation (vertical vs. horizontal). 

This design resulted in four experimental conditions: (1) ascending-vertical, (2) ascending-
horizontal, (3) descending-vertical, and (4) descending-horizontal. 

Respondents were randomly assigned to one of the four conditions and were presented with 
both the impulsiveness and dietary control scales in random order. 

762 respondents from a research panel participated in the experiment.

UGA MMR
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Impulse Buying Tendency Scale (7-point scale)
(Sharma, Sivakumaran, Marshall, 2014)

1. I often spend more than what I can afford.
2. I like to indulge myself by buying things for pleasure.
3. I lose self-control quite frequently.
4. I often act without thinking about the consequences.
5. I seldom plan anything in advance.
6. I often make decisions spontaneously.

Scales Used as Dependent Variables
Dietary Control Scale (5-point scale)
(Liu, Lamberton and Haws, 2015)

1. I take small helpings in an effort to control my weight.
2. I hold back at meals in an attempt to prevent weight gain.
3. I limit the amount of food I eat in an effort to control my weight.
4. I sometimes avoid eating in an attempt to control my weight.
5. I skip meals in an effort to control my weight.
6. I sometimes eat only one or two meals a day to try to limit my weight.
7. I eat diet foods in an effort to control my weight.
8. I count calories to try to prevent weight gain.
9. I eat low-calorie foods in an effort to avoid weight gain.

UGA MMR
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Visual Representation of the Four Experimental Conditions

Ascending + Vertical Descending + Vertical

Ascending + Horizontal Descending + Horizontal
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Literature Review
“When scales are presented in the “forward” order, we found that an average of 46.0% respondents 
chose from the first half of the scales. However, only about 43.5% of respondents choose from that 
side when the same scales are presented in the reversed order (and that side became the latter 
half), producing a significant primacy effect (F(1,1254)=4.6 , p=0.03).”

“The primacy effect is the tendency to remember the first piece of information we encounter better 
than information presented later on.” (The Decision Lab)
Ting Yan, Florian Keusch, and Lirui He. 2018. “The Impact of Question and Scale Characteristics on Scale Direction 
Effects.” Survey Practice 11 (2). https://doi.org/10.29115/SP-2018-0008.

“Specifically, ratings for those countries are higher when the scale starts with a high number than 
when the scale begins with a low number. We also find evidence indicating that the scale-direction 
effects are due to respondents’ use of anchoring-and-adjustment heuristics instead of satisficing. 
Implications of these results are discussed.”

The Effects of the Direction of Rating Scales on Survey Responses in a Telephone Survey: Ting Yan, Florian Keusch
Public Opinion Quarterly, Volume 79, Issue 1, Spring 2015, Pages 145–165, https://doi.org/10.1093/poq/nfu062
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Experimental Design

UGA MMR

Each respondent sees both dietary control and impulse buying statement sets.

Each respondent is randomly assigned to one of the four versions of the scales.

Ratings between treatment groups are compared – do respondents’ ratings vary 

as a function of the structure of the ratings scale?



Scales dimensionality: 

The variables for each scale 
perfectly lined up in corresponding 
single factors, indicating construct 
validity (factor loads below .40 
removed from the output to 
improve visualization).

Factor 
Analysis



The original Impulse Buying Tendency scale had a Cronbach's 
alpha of .82.

The original Dietary Control Behaviors scale had a Cronbach's 
alpha of .92

Cronbach’s Alphas for the scales in this study were .85 and .92, 
respectively, closely matching the original scale reliabilities. Reliability

Impulse Buying 
Tendency 

Dietary Control 
Behaviors



Attention checks and screening for straight-lining can mitigate the impact that 
the structure of a rating scale may have on participants’ ratings.

In other words, the pattern of the data varied meaningfully across those 
who failed versus those who passed the attention check. 

Learnings from the Experiment

Screening 
for 

Straight-
Lining

Attention
Checks
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Finding #1: Scale-Label Directionality Biased the Ratings of 
Those who Failed the Attention Check

UGA MMR

Then the directionality (ascending vs. descending) 
of the scale labels, but not the scale orientation 

(vertical vs. horizontal), significantly influenced the
ratings for both dietary and impulsiveness scales 

(p <= .001).

When we analyzed the data for those 
who failed the attention check… 

(n=80)
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Finding #2: Attentive Participants do not Seem to be Influenced 
by the Structure of a Rating-Scale

UGA MMR

When we analyzed the data for those 
who passed the attention check… 

(n=682)

Then neither the directionality (ascending vs. 
descending) nor the scale orientation 

(vertical vs. horizontal), significantly affected 
ratings for both the dietary control and 

impulsiveness scales.
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Finding #3: Attentive Participants who straight-lined 
showed similar patterns to those who did not pay attention

UGA MMR

When we analyzed the data for those 
who passed the attention check but 

straight-lined… 
(n=27)

Then the directionality (ascending vs. 
descending) of the scale labels, but not the 

scale orientation (vertical vs. horizontal),
significantly influenced the ratings for both 

dietary and impulsiveness scales.
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Key Takeaways

UGA MMR

• Direction of the rating-scale labels (ascending vs. descending), 
but not scale orientation (vertical vs. horizontal), influenced 
participants’ ratings when they failed attention checks.

• Direction of the rating-scale labels (ascending vs. descending), 
but not scale orientation (vertical vs. horizontal), influenced 
participants’ ratings when they straight-lined.

Screening 
for 

Staight-
Lining

Attention
Checks
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Key Takeaways

UGA MMR

• Moreover, the direction of this bias indicates that the descending
direction of scale labels inflates the ratings, likely as a result of 
both straight-liners and those who fail the attention check 
quickly selecting one of the first possible options.

Descending + Vertical

Descending + Horizontal
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Key Takeaways

UGA MMR

Demographic Horizontal/Vertical Ascending/Descending None
Income X

Age X

Gender X

White X

Black X

Asian X

Native American X

Education X X

Significant for: 
Diet Control: X
Impulsiveness: X
Both: X

Across a majority of demographics we saw negligible effects of both types of scaling, aside from a few blips in 
areas like education (those with professional degrees tended to have highly inflated ratings) and ethnicity (On a 
descending scale Asian respondents saw inflated ratings, while Black respondents saw lowered ratings).
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“Straight-liner Analysis” for Impulsiveness

UGA MMR

When we analyzed the data for 
respondents who straight-lined… 

(n=33)

Then directionality (ascending vs. 
descending) of the scale labels, and the 
scale orientation (vertical vs. horizontal),
significantly influenced the ratings for the

impulsiveness scale.
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“Straight-liner Analysis” for Diet Control 

UGA MMR

When we analyzed the data for 
respondents who straight-lined… 

(n=68)

Then directionality (ascending vs. 
descending) of the scale labels, and the 
scale orientation (vertical vs. horizontal),

significantly influenced the ratings the dietary 
scale (p = .026). 
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Demographic Insights- Income*DietControl
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Demographic Insights- Income*Impulse
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Demographic Insights- Age*Diet & Age*Impulse
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Demographic Insights- Gender*DietControl
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Demographic Insights- Gender*Impulsiveness
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Demographic Insights- White*Diet & White*Impulsive
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Demographic Insights (Black*Impulsiveness)
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Demographic Insights (Black*DietControl)
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Demographic Insights (Asian*Impulsiveness)

No effect



33

Demographic Insights (Asian*Diet)
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Demographic Insights (Native American*Diet & Native American*Impulse)
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Demographic Insights (Education*Diet)
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Demographic Insights (Education*Impulse)


