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;Cuando
decidimos
usarlos?

Cuando gueremos describir las
decisiones de los agentes entre
sus alternativas

Caracteristicas

Mutuamente excluyentes
Finitos
Exhaustivos



Buscamos describrir la probabilidad
del individuo de elegir una de las
opciones (buscan una alternativa

fb donde la utilidad es mayor q otra)
Pi,j — PTOb(Ui,j > Ui,k V_] * k)
W s Vi ; = B1Caracteristical; + §;Edad,;

O& Vix = p1Caracteristica2; + oxEdad;
Vi,j — ,BlX] + SiSi






Lo unico que importa es la
diferencia de utilidades

Uij— U = ,Bl(Caracteristicalj — Caracteristicazk) + 0,(Edad; — Edad;) + &;; — €

M



Lo unico que importa es la
diferencia de utilidades

0
Uij— Uiy = ,Bl(C aracteristical; — Caracteristica2 k) + 0, (E dadi/?d/adi) + &€k

M



Ojo con las variables
sociodemograficas

Uij— Uk = ,Bl(Caracteristicali,j — Caracteristicazi,k) + (6]- — Sk)Edadi + &€k

M



Lo unico que importa es la
diferencia de utilidades

Uij— U = ,Bl(Caracteristicalj — CaracteristicaZi,k) + (6]- — Sk)Edadi + &€k

;Cuando se justifica incluir
Interceptos en el modelo?



Pn,j — PTOb(Un’j — Un,i > () V] * l)

= Prob(Vy,; + & > Vyi+&q;Vj#1i)
— PT'Ob(En’j — €n,i > Vn,i — Vn,]V] 7 l)
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Pi,j — P?"Ob(Un’j > Un,i V] * l)

= Prob(Vy,; + & > Vyi+&q;Vj#1i)
— PTOb(En’j — €n,i > Vn,i — Vn,]V] 7 l)

eVij

— Gumbel o tipo | valor
> eVik extremo




P; i = Prob(Uy; > Uy; YV j # i)

= Prob(Vi + ny > Vs + En¥ J # )
— PTOb(En’j —&ni > Vn,i — Vn,]V] 7 l)

~ 1 VR R ‘s
= EZr:l 1[£n,j_£n,i>vn,i—vn’jvjii] {877’;}7"=1 lld; N(O; Z)
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Course Description
This course is part of these

@ Assessments People make choices everyday. They choose products like orange juice or a car, decide who to vote for, and tracks:
choose how to get to work. Marketers, retailers, product designers, political scientists, transportation
. . . : . Marketing Analytics with R
[ Live Events planners, sociologists, and many others want to understand what drives these choices. Choice models

predict what people will choose as a function of the features of the options available and can be used to
make important product design decisions. This course will teach you how to organize choice data, estimate
choice models in R and present findings. This course covers both analyses of observed real-world choices
and the survey-based approach called conjoint analysis.

o Quickstart Guide FREE 100%
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Dia de pedido Manzanas
Jueves 1
Viernes 2
Sabado 10
Domingo 0

s

Peras
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Dia de pedido Fruta

Jueves Manzana
Jueves Banana
Jueves Peras
Viernes Manzana
Viernes Banana
Viernes Peras
Sabado Manzana
Sabado Banana
Sabado Peras
Domingo Manzana
Domingo Banana

Domingo Peras
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(también se
le llama
sensitivity)

True Positive

or
Predicted Results

True Positive
True Positive + False Negative

True Positive + True Negative
Total

True Negatives

True Negatives + False Positives




