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Example:

Table 1. Comparison of the unweighted and weighted mean probabilities for the two
purchase probability scales

Juster Scale Verbal
Probability Scale
Unweighted Weighted Unweighted Weighted
Option 1 0.25 0.13 0.24 0.10
Option 2 0.20 0.12 0.24 0.10
Option 3 0.54 0.38 0.64 0.40
Option 4 0.29 0.16 0.32 0.20
Option 5 0.25 0.15 0.35 0.20

n=284 n=117
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