


address that when the jackpot is low. We may not be in the market at all
with that kind of message, when the jackpot is high. So how do we get
credit for that, in this kind of measurement?”

Veronique agreed: “They will know about the jackpot if they care.
Only.”

"And another thing,” Jade continued. “We are looking here at Pow-
erball, and talking about advertising the Powerball jackpot. But what if
we are having a more general effect? What if we were talking about a
different game, or no particular game, and still got people to care? How
do we get credit for that?”

| was a little puzzled by Jade’s preoccupation with “getting credit,”
and it must have showed. Veronique called for a short break, and took
me aside. “You see,” she said, “it is one of those advertising effective-
ness panics. Everyone is under pressure to show measureable results.
We want to use your thing to measure effectiveness. We trust that you
have built it well. But Jade is right: it does not make sense to look just
when and where we are spending money. It is more a thing of people’s
attitudes. We should measure what we do. Have you looked at how they
measure attitudes? Scale one to five, love it to hate it? Which face is like
your face? “

She briefly pulled a face that did not, to my mind, much resemble
those confused androgynous faces you see on surveys.

“Which fundamental emotion were you expressing just then?”

“Disgust. Was it not convincing?”

“No”

“Must be the botox.”

Jade and Andrew returned from the coffee corner with the rest of
the crew, and we reconvened. Evidently they had been talking about the
same issue. Andrew summarized.

“I think we all agree that our efforts
for the Lottery ought to affect peoples’
attitudes. And we don’t trust that that the
surveys we have seen measure attitudes
with much sensitivity.”

Jade snorted and made a convincing
“disgust” face.

“The work we are seeing from Dr. Wade
does not claim to measure attitudes, but
just to show how people are responding
to current conditions in a particular game,
compared to how they did at some earlier
time. | am not sure that this is going to help
us show the effectiveness of advertising.”

“And why are we trying to move peo-
ples’ attitudes?” asked Jade.

“So they will spend more.”

“Do we really care when they spend
more, or on which game?”

“Well no, but it seems like we have a
better chance to show an effect if we’re very
specific.”

“Is that true?” she asked, looking at
me. “Couldn’t you just build a predictor for
every game, all the time, and add them up
to say, here is the status quo for the whole
operation today?”

“| could do that,” | said. How to do it was
clear, but where Jade was going with this
was just dawning on me.

“Wouldn’t you think that the very first
thing that will change, if people feel just a
little differently about the Lottery, is some-
thing about how they play? Rather than
something they say? | mean, | might play
the Lottery for years and say, ‘Playing the
Lottery really isn’t worth the money.” | might
play now more often than | used to, but
that’s not going to change what | say about
it. | might not even say that I'm playing
more. | might not even know that I’'m play-
ing more — why would | be tracking that?”

“So you're saying that what a person
does,” Andrew ventured, but found his sen-
tence completed by Jade as “is more likely
to change than what they say about what
they do, or say about how they feel.”

Over the next minute or two, various
ones of us pointed out various ways in
which changes in people’s spending seemed
likely to reflect changes in their feeling.
Everyone seemed confident that their
combined efforts could cause people to
part with more money than they otherwise



would have. No one suggested that they could cause people to express
measurably more positive things, without also spending a little more
under the same objective conditions. Then someone said, ”Wait a min-
ute. How did we get to use sales as a measure of marketing success?
What if we get a stretch of bad jackpots?”

| exchanged a glance with Veronique. This was the test of what |
had managed to communicate.

“Jackpots vary, and other things too,” said Jade. “But if we can say
what would have happened last year, we can see whether this year is
different.”

This formulation seemed to satisfy everybody. “Of course,” said
Andrew with a smile, “if there is progress, it will be due to everybody,
not just us.”

I quickly supported this. “What | do helps us measure where we
are, and if something has changed we can probably say what. But
maybe not why.”

Jade laughed. “I'm happy to be a team player if we have a fair way
of keeping score.”

As | anticipated, building an all-game dashboard turned out to be
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year” has really focused the discussion of jackpot
fatigue. More about that, another time.

Another thing: | have never determined whether
Veronique or Jade ever for a moment believed that |
had been a player in the modeling trade. We are very
comfortable with this ambiguity. Il

straightforward. It lives now on a site where everyone who wants to
can see it. Andrew tells me that he sees pivot charts every week now.
He also says that having a precise picture of “how things were last
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