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only to  
numerical tables 
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The attraction effect may be limited to numbers 
 and does not apply to  "perceptual" representations. 
 [Frederick et al, 2014] 
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1st Experiment: "Choose a gym" 
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[Malkoc et al,2013] 
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Can the attraction effect occur in visualizations? 
 
 

effect size 

*** all error bars in this 
talk are 95% confidence 
intervals 
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Does the attraction effect extend to larger datasets? 
 
 

[Bettman et al, 2014] 

The attraction effect requires  
asymmetric dominance relationships to be  
"perceptual in nature" and "easy to access" .  
The bias should be eliminated as the number  
of pairwise comparisons increases. 
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2nd Experiment: "Choose a lottery ticket" 
 

73 crowdsourced 
participants 

Does the attraction effect extend to larger datasets? 

extension of a  
within-subjects 
study 
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2nd Experiment: "Choose a lottery ticket" 
 

real 
choice ! 
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Important observation 

only 24 over the 1460 
choices were a 
dominated alternative 
(3% "wrong" answers) 
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Also in visualizations,  
perfectly informed people 

do not always make  
good decisions 



The Attraction Effect in Information Visualization 
 

replication & supplementary material:  http://www.aviz.fr/decoy 
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Why you think there are more tickets closer to A? 
 
 
 
 
 

4 participants 

had the explanation in mind 
during the task ! 
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Why you think there are more tickets closer to A? 
 
 
 
 
 

1. "to tempt people to choose tickets of high prize but with low probability, 
increasing the profitability of the lottery owner" 
 
2. "to distract from choosing the higher chances of winning" 
 
3. "customers want to win a higher prize" 
 
4. "maybe more people played the same" 
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