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Die Replikationskrise

Psychology Today

PSYCHOLOGY

@he Washington Post Are Most Published Social
Democracy Dies in Darkness . .
PSYC hol ogy Findin gs False? Study delivers bleak verdict on validity

Many scientific studies can’t be Social psychology is in crisis. Is it all wrong? of psychology experiment results
1 b/ J . », »
l'cpll(,'al()d. Thal Sa pl ()bl(’m‘ 0f 100 studies published in top-ranking journals in 2008,

75% of social psychology experiments and half of cognitive
studies failed the replication test

€he New York Times
a2 NBCNEWS
Three Popular Psychology

Studies That Didn't Hold Up

By BENEDICT CAREY and MICHAEL ROSTON AUG. 28, 2015

HEALTH NEWS

Psychology Studies Show Dodgy Results,
Study Finds

in three top psychology journals. The team was interested in duplicating them as Scientific studies in\'()]\'in‘_“ [7.\"\'Chl)|l)5l\ are really hard to l’CD“C(l[L"

closely as possible to see whether they held up. Only 35 did so, according to the most

In an unprecedented analysis, a team of 270 researchers redid 100 studies published

frequently used statistical test. Below are three popular studies that did not check

out, along with some possible reasons.
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Was ist passiert?

RESEA

PSYCHOLOGY

H ARTICLE SUMMARY

Estimating the reproducibility of
psychological science

Open Schence Collaborathon’

INTRODUCTION: Reproducitility is a defin-

viousty otwerved finding and s the means of
extablishing of s

It charactertaes curmsst ressarch s wnknown.
Scientific daims shoukd Dot galn credence
because of the status or authority of thelr
originator but by the replicatility of their

terstics of the original and replication tesees.

CONCLUSION: No singde indicator sufficient-

RESULTS: We of100 | ly describes replication success, and the five
plary quality may have empee atudies pub- examined bere are set the oaly
ical findings beause of random o gtematic »
emror. powered designs and original materials when | collectively these resalts offer & dlear conclo-

avaiiabie.

weaker evidener for the crigdnal findings de-

effect sues, subjctive assessments of repliar
thon teams, and meti-snalysis of effect st
The mean effect stae (1) of the replication e
s (M, » 0107, 5D »

spite rignal
auhors, review (n advance for methodolog-

mitude of the mean effoct size of the original

effocts (M, = 0,403, SO - 0188)

000 028 [

Orignal EMect Sze

Original study effect sizm versus replcation effect size (comedstion coefficients). Dipord
rophcanon etfect - oo

roghcat:
effoct 5w of O Fonts below the dottad kno were ofacts I he opposite cection o the crnginat

Dacsity plots are

SCIENCE sckncemagarg

Teatson sucoess, but they &5 Dot appear 1 do
50 here.
Reproducibiicy ks mot well wnderstood be-
cause the incentrves for indvidual scientists
peiorkize novelty over replication. Lnnova-
tion is the engine of discovery and is vital for
a productive, effective scientific enterprise.
However, innovative ideas become old news
fast. Journal reviewers and editors may dis-
miss & now test of & published idea &3 ue-
orighonil. The clalm Suat “we already know this™
Delies the wncertanty of sclentific evidence.
Tnnovation ol ot pths that e possibie;
replication polets out paths that are likely;

and suggests that there is still more work to
do to verify whether we know what we think
we know.

The 45 o sty sstons 1 vmdatie v e ol e soive.
o st senriserg s

G . e 5 Open Sctncn Golaer o, Sckce 348

2476 OT5, 508 VLD wence. 2347
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Ein Vergleich verschiedener Disziplinen

Article
Investigating the replicability of the social
andbehaviouralsciences Table 3| Original and replication outcomes by statistical
- _ significance and pattern and by Pearson'’s r effect size for six

- - e o] disciplines
T Mmmm;;:m homdsstly st ot Discipline Replication attempt statistical Median Pearson’sr effect

e L e R e ol significance and pattern size(s.d.)

T Counts Percentage  Original  Replication

pbtion oy - estimate estimate

s istrsing o Business 17.0 of 36 472 0.24(0.12) 0.10(013)
— . B Economics 10.20f 24 425 0.28 (0.24) 0.13(0.20)
_ e Education 8.20f13 631 015(028)  0.1(0.10)
S - — . Political science 7.8 of 15 52.0 016(0.22)  0.05(016)
sgricant - dvctin e g%, SymemasingContde ] Psychology 28.4 of 58 49.0 0.29(0.22) 0.11(0.20)
half as Laege as effect skres I il stadies Y Similae  journals 'y the
ity - ) - i Sociology 9.20f18 511 0.10(0.16) 0.03(0.17)
e et 00 B e i Y Papers are weighted combinations of claims accounting for multiple claims per paper
0 e o : = st e replicated in some cases. The left column indicates the number of successful replications out
e b B o :;.,,0 z of the total number of papers with replication attempts. Samples for the right columns are the
o o “,.’.:.'_.E‘ ide ediemn papers for which a Pearson’s r could be calculated for the original and replication outcomes.
o
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Was ist eine gescheiterte Replikation?

Below is the mock-up advertisement we would like you to consider. Please take about 30 seconds to
look over the ad. Try to think about the ad naturally, and on the next page we will ask you about what

ideas came to mind based on the ad.
Product Entitativity: How the Presence of

Product Replicates Increases Perceived and

Actual Product Efficacy Dettol surface Dettol surface
JULIO SEVILLA

ul of products,
paniculary when Gfieronces i quantly selale % avalebity or popdarty.
However, wo

n acs, o

GMIng 8 proviously neapicred questn: How G0 product parceptions e
Gepending 0n whaer conmumars View 8 Egie U n lsciion, versss a8 S8

Sring mlichs groduct repheates 88 & PP b, preesning & srche Bom)
Increases POt eMCACY PCERtons bacause  percene
mnmmmmm-mmmum

munmmm

arketers festure peodects either im the presesce o booths feature cee package o many packages of promosed

absence of product replicates in various comsexts. peoducts. Such varuticns apply to many fast-moving con-
As examples, online retailers depict offerings by showing 2 mmmnumwm.
single wnit o¢ & group of replicates, advertisers prescnt 3 and pharmacestical products, as well 5 t0

single isem of several identcal items in theis proesosonal mn(wwumy-ar—u.”mmm
materials, and in-store special displays and samplisg stoees). While extant research has studied varia-
soms i quantity in mamy ways (Argo and White

Yok Vascaen o 2012; Castro, Morales, and Nowlis 2013; Haws and

b acmsl o ode) s 30 st prodemce 12, 1

o of Ciacianas, Cart M. Lindner Cs o Winterich 2013 Thywk and Block 2016; Parker and
I“-.‘“!‘“MMIN Comcinnnti, OH 45221, USA. (“:”Iﬂ Lebanann 201 1; Scott et al. 2008; Sevilla and Townsend
) s an msocise prodessee of marketing Uriversty of Herpen, Picters, enberg 2009, 2014;

Vi 1355 Unteeity Dn Cor G, 1. 304854, USA. R :?"‘. heor e 0 Zoul 2014
Seviba (sevilaugacde) s 4 wocisie pooicssn of marketing. sk

BZOZ APC 50 O 8N Ml BN AQ TSE9 L5054 2 LNSPRMIWI00 SN0 NepIon Wi WO4 PIPROIMOG

o e e m-hn-n—l-n—lm as opposed %o presenting a single product in isolation,

e el v o s s fets ot puoptione sd speion, Qv tnt After viewing the ad, participants then proceeded to a separate page on which they answered four questions
Editers. Durren W. Dkl and J. Jefrey Inman varb ¥ . N .

b i 1o ikl emtaer et s e of e that measured how effective they believed Dettol to be. Those questions were:

L FA—— ing & product amoeg product replicates verses in isolation

s Emportant to both msarketers and coasumers.
P e—

s - ..:j 1. Ingeneral, how effective do you think the Dettol you considered would be?
2. How much do you think Dettol would help you clean your home?

3. How effective do you think Dettol is in cleaning dirt and bacteria?

4. How potent do you think the active ingredients in Dettol are?

https://datacolada.org/90
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Was ist eine gescheiterte Replikation?

Original vs. Replication Results:
Perceived Effectiveness

O Single Unit Condition
@ Multiple Units Condition

Perceived Effectiveness
(2]
1

=.489
dE =t = p=174_
" ==
6.36 6.32 6.48
d=|.43 d=|.05 d=]-.06 d=|.10
Original Study Replication 1 Replication 2 Replication 3
(N=87) (N = 636) (N =574) (N =702)

https://datacolada.org/90

Mogliche Griinde

Der Effekt existiert zwar, aber...
 die Stichprobe unterscheidet sich,
 der Effekt ist kleiner als urspriinglich angenommen.

Der Effekt ist weniger robust als gedacht.
 Er tritt nur unter bestimmten Bedingungen auf.
 Es gibt bislang unbekannte Moderatoren.

Der urspriingliche Befund war tberschatzt oder zufallig.
* kleine Stichprobe,

« geringe Power,

» statistische Zufallsschwankung.

Es gab Verzerrungen im Forschungsprozess.
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Arten von Replikationen

Replikationstyp

Ohne Erweiterung

Mit Erweiterung

Direct Replication

Ist das Ergebnis
reproduzierbar?

Close Replication
Bleibt der Effekt unter

ahnlichen Bedingungen
bestehen?

Conceptual Replication

Ist die Theorie gltig?

Exakte Wiederholung der Originalstudie mit
identischem Design, identischen Materialien und
derselben Stichprobe unter denselben Bedingungen
(praktisch kaum realisierbar.)

Moglichst originalgetreue Wiederholung. Das
Forschungsdesign, die Operationalisierung und die
Analyse orientieren sich eng an der Originalstudie;
notwendige Anpassungen (z. B. Sprache, Stichprobe
oder Zeit) werden auf ein Minimum beschrankt.

Uberpriifung derselben theoretischen Hypothese mit
einer anderen Operationalisierung der unabhangigen
und/oder abhangigen Variablen oder einem
veranderten Studiendesign. Ziel ist die Priifung der
Generalisierbarkeit der Theorie, nicht des konkreten
Experiments.

Replikationen mit gezielter Erweiterung, z. B.
zusatzliche Moderatoren, Mediatoren, weitere
Stichproben oder Lander, zusatzliche abhangige
Variablen
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Close Replication - Sollten wir nach den Sternen greifen?

* Online-Bewertungen korrelieren ooty o Suies oot Pilodiode gl o
. Consumer-Generated Ratings and Reviews, Making, A
Navigating by the Stars: Investigating nur schwach mit den ACommanaryon de Langhe, Famosch, | on e anghe, Frbach,and Lichiensin
the Actual and Perceived Validity of [S— :‘ i soson
Online User Ratings von Consumer Reports vergebenen | |

Qualitatsbewertungen — die als
MaB fiir die ,objektive”
Produktqualitat angesehen werden
konnen - korrelieren,

BART DE LANGHE
PHILIP M. FERNBACH
DONALD R. LICHTENSTEIN

The 1666arch oCUTNS @ DSl JECONST betwesn The CORCIVG Qualty
ke s ity corwey Vo which oo

8 idcatons of Avatyses.
g 1272 prockuces acroms 120 verticaly Gflereniaing PO CaRgOes sl
#at averagn ser ratngs (1) lack Comeence wth Conmames Repords scoms.
™ o tenaver

ecatire. (7) e ofhen baviend on B avR S 5Uws whach il T o

» Konsumentinnen und
Konsumenten vertrauen bei der
Beurteilung der Produktqualitat
starker auf Online-Bewertungen,
als es aufgrund deren tatsachlicher
Aussagekraft gerechtfertigt ware.

Objective vs. Online Ratings: Are Low
Correlations Unexpected and Does It

Matter? A Commentary on de Langhe,
Fernbach, and Lichtenstein
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Close Replication - Sollten wir nach den Sternen greifen?

Jowrnal of Marketing Behavior, 2018, 3 167-18%

Replication Note

Should We Reach for the Stars?
Examining the Convergence Between
Online Product Ratings and Objective
Product Quality and Their Impacts on
Sales Performance

Sarah Kocher and Sdren Kocher®

TU Dortmund University, Germany

ABSTRACT

wades performance

Keywords: Online product ratings; objective quality; sales performance;

product age

Introduction

the extent to which

D.. Langhe et al. (2016a) recently discovered antinl gap between
tings when making

Table 1: Parameter estimates (and confidence intervals) for the original and present study.

de Langhe et al. (2016a)

Present study

Model A Model B

Model A Model B

Dependent variable

Independent variables

Consumer Reports
quality scores

Stiftung Warentest
quality scores

Average rating 0.16 0.09 0.13 0.08
(0.10 to 0.22) (0.03 to 0.15) (0.07 to 0.19) (0.02 to 0.13)
Price 0.34 0.31
(0.28 to 0.39) (0.26 to 0.36)
Standard error —0.13 —0.15 —0.15 —0.18
(—0.20 to —0.07) (—0.21 to —0.09) (—0.21 to —0.09) (—0.23 to —0.12)
Average rating x —0.06 —0.07 —0.01 —0.01
standard error (—0.12 to —0.01) (—0.12 to —0.02)  (—0.06 to 0.04) (—0.05 to 0.04)
Average correlation between average 0.18 0.18
rating and objective quality scores
Percentage of negative correlations 3 36.3
Data source of independent variables Amazon.com Amazon.de

Number of observations

N = 1,272 products
across 120 categories

N = 1,322 consumer electronic
products across 224 categories
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Conceptual Replication - Differential Price Framing

AM>

AMERICAN MARKETING
Artick ASSOCIATION

When “More” Seems Like Less: Differential <-‘-~;;-"_~:-_:_-_;
Price Framing Increases the Choice Share
of Higher-Priced Options

b ) s g e
-
e ]

Thomas Allard @, David J. Hardisty, and Dale Griffin

Abstract

Four experiments supported by six supplemental studes show tha premium but higher-priced products (e, direct fights,
larger-Gpacity daca storage devices) are more popular when the addiional cost Is made exphcx using dileroncal price framing.
(DPF; 0. “for $20 more™) rather than being left imphc, 35 in sandard inclusive price framing (PF: e.g. “for $60 total"). The DPF
effect is driven by pricing focalism: relative 1 1P, DPF creates a focus on the price difference. which. because it is smaler than the
tocal price. beads 0 lower perceived expensiveness and thus greater choice share for the premium option. This price framing
effect Is robust to displaying the tol cost of the purchase, bad deals, and easy-to-compute price dfferences. and & appears (o be
uniquely effective in pricing contexts. However, DPF effects are reduced among consumers who adopt 3 slow and eflortiul
decision process. These findings have implications for research on price parstioning, the design of eflective pricing srategy. the
sources of expensiveness percepaons in the markecplace, and consumer wol

Keywords
attribute framing, expensivensss, heuritic Processing, price partitioning, pricing strasegy
Oniine supplemenc: hetps:/idoLorg/10.1177)002224)7 1985 1490

Imagine shopping for 3 new computer mosisor froes 3 well-
known beand. Deliberating between the standard 23-inch
smodel and the mwore expensive 27-inch model, you notice that
Retailer A quotes $199.99 for the 23-inch model and $259.99
for the 27-inch model. In contrast, retsiler I3 quotes the prices
a5 $199.99 for the 23-inch model and ~$60.00 more™ for the
2T-inch model. How might these two pricing suategies influ-
ence your choices? Although simple arthmetic quickly reveals
that both pricing formats lead 1o equivalent payments at the
cauh register, we prodict that because of 3 representational biss
cauied by comsumers focusing oa the explicily peesented price
format (“pricing focalism™), consumen will be mare likely to
purchane the 27-inch version a retadler B, where i is offered
for “$60 maoee”

We test the noticn that when selecting between  paie of
products, with cne being higher m quality and higher in price
(“peemium” option hercmatter), consumers are more likely to
select the premium option when retailers quote the price dfs
feremce from the standaed opehon, rather than the sovs! peice of
the premium option. Specifically, we define differemial
price framing (DPF), 3 price framing strategy hat presents

consumens with the upward peice difference between vertically

differentiated products (c.g.. “$199.99" and “$60 more™). We

contrast this appeoach with & more traditional pricing
strategy —inchusive peice framng (IPF) —that prescess the total
or aggregated peice of cach option (c.g., “$199.99" and
~$259.99)

We show that DPF leads to stronger preferences for the
premium prodact tan IPF because focusing on the price dif-
ference, compared with focusing om the two total prices, leads
consImEn: 10 Perceive he OIS OpEin 38 lw CxPensive.
For instance, when selocting betwoen 3 standard version of 8
product for SX, and a pressem quabity version for X, fram-
ing the price of the premaum option as 8 ASX = ($X; ~ $X,)
increase will lead consemers 1o foces cn the smaller ASX
amoust (rather than $X) as they make their subjective value
assessment of the relative cost of the two products. Becawse
ASX << $X;, and because most consumens. use the informa-
tion as presented to make expensiveness assessments (e.§.,
Raghubir and Srivastava 2002; Wertenbroch, Soman, and

Thomis Alaré i Asstitane Prokesor of Murkeeng,

Markeng
Comin, Carata (arnsd A g8 swebes e c3)

Inclusive Price Framing Condition

The smaller version is available for $199.99 and the larger version is
available for $259.99.

Differential Price Framing condition

Dell 23" Monitor - Black

The smaller version is available for $199.99 and the larger version is
available for $60.00 more.

IPF DPF

% premium option 42% 58% '

In einer Reihe von zehn Labor- und
Online-Studien zeigten Allard et al.
(2019), dass Konsumentinnen und
Konsumenten eine starkere
Praferenz fir Premiumprodukte
mit héherem Preis gegenuber
Standardprodukten haben, wenn
ihnen die zusatzlichen Kosten der
teureren Option (z. B. ,fir 20 €
mehr”) statt des Gesamtpreises
(.fir insgesamt 60 €") prasentiert
werden

Ob der Effekt sich auch in realem
Einkaufsverhalten beobachten lasst
ist jedoch noch unklar

w
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Conceptual Replication - Differential Price Framing

Letters (2024) 35:155-170

g /idon.ong/10.1007/511002 02309680 7 2 — = e - - - & e
‘ A) Inclusive price framing condition B) Differential price framing condition
A Conceptual replication of the differential price framing —
effect in the field
Boxershorts aus Bio-Baumwolle Boxershorts aus Bio-Baumwolle

Sren Kacher'© - Markus opetzky’ - Marie .
Melina Hess’ - Fablan Gmeind!’ - Samuel Hess® d

sform wie eine zweite Haut haben die ei

assform wie eine zweite Haut haber

Accepted: ) duly 2023 / Published online: 12 Joly 2023
©The Autherts) 2023

Abstract

Across a series of 10 laboratory and online studies, Allard, Hardisty, and Griffin

(2019) demonstrated an increased preference for premivm, higher-priced products

over standard products when consumers were presented with the additional cost of = " = "

the higher-priced option (i, differential price framing: ¢.5.. “or $20 more™ rather nkl. KOSTENLOSER Versand & Retouren inkl. KOSTENLOSER Versand & Retouren
than with its total price (Le., inclusive peice framing: e.g., “for S60 total™); a phe-

nomenon referred 10 as the differential price framing effect. In this paper, we con-

ceptually replicate this effect in a field cxperiment that focuses on the application

of a differential price framing strategy 10 a specific product format: namely, mul-

tipacks of identical products. Consistent with the differential price framing effect,

the present study shows—based on 45,626 add-to-cart events and 30,426 completed Menge Menge

product purchases on an online retailer’s website—that the choice shares of higher-

priced options increase when a differential price framing strategy is used. However, Bestelle einen Mengenpack und spare bis zu 16% Bestelle einen Mengenpack und spare bis zu 16%

compared 1o noa-consequential add-10-cart activities, this bias is coasiderably less

promcemced i sl puchase pancrs. L dusparat 9% Y du sparst 16X | du sparet X [N du oparst 14X
Keywords Diffcreatial Price Framing - Conceptual Replication - Partitioned 6 Stiick 12 Stiick 18 Stiick 6 Stuck 12 Stuck 18 Stuck

Pricing - Consumer Choice - Field Experiment
g €39,99 €7299 €100,99 €39,99 + €33 ( + €61,00

1 Soeon Kiher
sceren hoecher @ ovgu de

! Ono-Vee-Guericke-Usiversity Mapdebery, Faculty of Ecomcenics and Manapement, Chaie

R e Datengrundlage:

Freie Usiversinst Berka, School of Business and Economacs, Marketng Departmest, Armmalioe
11, 14195 Bertin, Germany

R 45.626 Add-to-Cart Events und 30.426 Produktkaufe

9 Springer

von 138.026 Websitebesuchern
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Conceptual Replication - Differential Price Framing

Add-to-Cart Events Produktkaufe

100% 100%

81.7% 85.5%  g3.1%

71.1%

23.4%

14.7%
3.6% 5.5% 12.0% 13.6%
-
- o /—- 25%  34%

small medium large 0%

. . . . . . . small medium large
OInclusive Price Framing  m Differential Price Framing 8

OInclusive Price Framing ~ m Differential Price Framing

» Kein Unterschied in den Conversion Rates, Cipr = 11.8% vs. Cppe= 11.7%
* Durchschnittlicher Bestellwert: Mjpr = 50.98 vs. Mppr = 52.50 (p < .001)
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Replikationen in der betriebswirtschaftlichen Forschung

Was Journals bevorzugen

* Neue Theorien

« Uberraschende ("counterintuitive") Ergebnisse
* Hohe theoretische Originalitat

« Signifikante Effekte

Neuheit ist ein zentrales Publikationskriterium

Replikationsstudien

* testen bestehende Erkenntnisse
 prifen Robustheit und Generalisierbarkeit
e erweitern Theorien

haufig geringere Publikationschancen

MARKETING Professur fiir Marketing und Innovation
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Die Rolle von Open Science in der Replikationsforschung

Open-Science-Praktik Originalstudien

Replikationsstudien

Open Materials

Open Data

Open Code

Praregistrierung

Materialien (z. B. Fragebogen, Stimuli,
Instruktionen) offen bereitstellen, damit Studien
moglichst originalgetreu repliziert werden kdnnen.

Daten veroffentlichen, damit Ergebnisse Gberprift,
EffektgroBen nachvollzogen und Reanalysen
durchgefiihrt werden kdnnen.

Analyseskripte bereitstellen, damit Ergebnisse
reproduzierbar und nachvollziehbar sind.

Hypothesen und Analysen vor Datenerhebung
festlegen und transparent dokumentieren.

Open Access / Preprint Studie frei zuganglich machen.

Verwendete Materialien und ggf. Anpassungen
offen dokumentieren, damit weitere Replikationen
moglich werden.

Daten veroffentlichen, damit
Replikationsergebnisse Gberprtift, in Meta-
Analysen integriert und weiterverwendet werden
kdnnen.

Analyseskripte offenlegen, damit die Replikation
vollstandig reproduzierbar ist.

Replikationsdesign und Analyseplan vorab
festlegen, um analytische Flexibilitat zu reduzieren
und die Glaubwiurdigkeit zu erhéhen.

Replikationsergebnisse unabhangig vom
Publikationserfolg zuganglich machen und so
Publication Bias reduzieren.
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Only when certain events occur in accordance with rules or regularities, as in the
case of repeatable experiments, can our observations be tested — in principle — by
anyone.

We do not take even our own observations quite seriously, or accept them as
scientific observations, until we have repeated and tested them. Only by such
repetitions can we convince ourselves that we are not dealing with a mere
isolated ‘coincidence,' but with events which, on account of their regularity and
reproducibility, are in principle inter-subjectively testable.

(Popper 1959)

M MARKETING Professur fiir Marketing und Innovation
Prof. Dr. Séren Kécher
& INNOVATION

15



Herzlichen Dank fiir lhre Aufmerksamkeit!

Prof. Dr. Soren Kocher
Professor of Marketing and Innovation

+49 651 201-3465

0<| soeren.koecher@uni-trier.de
www.mui.uni-trier.de

i} linkedin.com/in/soeren-koecher-26777249
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