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About the Proponents 
Peter Scholten and Tim Goodspeed have been measuring value for more than two decades.  

They passionately believe in involving customers in decision making about the activities and products we 

render to them.On the other hand, Peter and Tim do not claim to be academic experts or qualified 

economists. 

This guide, then, is designed to share and encourage practice, based on the proponents’ 

experience as well as from the experiences of users all over the world.   

In line with continual improvement, discussion and constructive criticism is welcomed as we are 

sure that each case will open new opportunities to further improve the methodology. 

 

Background 
Manyorganizations and entrepreneurs want to know the value of their activities. It comes either 

from their desire to justify the costs of each activity, to determine the relationships between its costs 

and revenues, or just to know the long-term significance or value of their activities for their specific 

target group(s). 

The ValueGame focuses on the experiences of people today - what they find valuable, what is 

the problem for them, and what should be changed. 

Existing approaches to valuation often require resources and expertise that make them beyond 

the reach of the average practitioner to apply directly. Thus, practitioners must resort to referencing 

other’s work in the absence of being able to value outcomes directly with customers.  The ValueGame 

collects primary data about what your customers value. 

 

 

About of this Guide 
This guide is written to encourage customer involvement in the valuation of outcomes.  We do 

this by showing how the method can be implemented in a simple yet effective manner. It is aimed at 

anyone who wants to do this. 

This guide is written in different sections according to rigor of application.  It is designed to 

share and encourage practice, based on actual case-building experiences.  After basic principles are 

explored, practice and examples are discussed at different levels of rigor ranging from simple exercises 

to assess relative value of outcomes to more advanced applications offering higher precision.  Finally, 

we include some comparisons with other approaches and some references to the academic background 

of choice modelling. 
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This guide, and the described methodology, can be used for different purposes.  The basic 

applications are market research, valuation, and social return on investment (SROI).  However, based on 

the experience of practitioners, the ValueGame tool may also be optimized for the following: 

• Employee satisfaction surveys (leading to the formulation of Human Resource Management 

Strategies) in a fun way; 

• Formulation of the marketing mix for products and services; 

• Design of social development programs; 

• Other Investment decisions 

 

The ValueGame is a very flexible tool that is easy to use.  Thus, we welcome (andwill really 

appreciate) your sharing about how the ValueGame helped you realize your goals.  You may also want to 

tell us your research concerns on organizational management, marketing, social development and 

environmental sustainability programs which you think the ValueGame Webtool can help. 

For general inquiries, please get in touch with us through:helpdesk@valuegame-online.org. 

 

1. Introduction 
Funders of social development programs, the management of every organization, and private 

customers are always on the lookout for added value. Markets have matured and competition among 

organizations offering the same product, service or program can betight.  Thus, good intentions, visions, 

and satisfaction surveys are no longer enough because the aforementioned stakeholders would like to 

know – 

• What is their organization’s difference compared to alternatives; their Unique Selling 

Point (USP)?; 

• Who are their target group(s), what is important to them, and how can they build long-

term business relationship to them?; and, 

• What is their organization’s worth based on the perspective of their target group 

(beneficiaries, customers, etc.)? 

There is a growing interest for prioritization of the preferences of stakeholders, and the 

determination of the value they assign to the effects of their activities. 

The simplest way to determine the added value of an activity is to differentiate its cost over its 
outputs. Although in specific instances, this approach might be very useful, it also has limitations such 
as: 

➢ Results are defined in terms of simple outputs within an organization to count figures of a 
particular activity.  The figures are usually the number of participants, visitors, and activities 
conducted. Unfortunately, such figures rarely reflect the lasting effects they pose, and the 
extent to which they contribute in the fulfillment of the organization’s mission or to its 
formulated policy objectives. 

mailto:helpdesk@valuegame-online.org
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➢ To prove the social importance of an activity is to search for "what the society presents" such as 

cost savings, or additional income. However, ‘cost savings' is not always the primary objective of 

an investment or funding agency in social or cultural activities. 

➢ In addition, cost savings do not often reflect the full added value of an activity. 

 

Researchers are also unable to quantify this value because they don't usually know how 
sustainable and important the results are for their primary target group. Value will be often reduced to 
general comments like "I am very satisfied", "it is very valuable", or "the activity is greatly appreciated', 
etc. 

The inability to quantify the value of an activity makes it impossible to communicate that value 

directly to your target customers, investors and partners. At the same time, it is also important to every 

stakeholder to prioritize what ‘Value-drivers’ are and how to manage them. 

The ValueGame allows you to create that target “value”.  It provides space for the perceptions 

of the target group of customers by giving them a voice in determining what really matters, not only in 

retrospect but during the development phase of a project. 

This guide describes the ideas and thoughts behind the ValueGame particularly the determining 

factors why a certain “value” is different, what method makes more sense, how to determine cost 

savings, ways to collect proxy values, gather satisfaction surveys, and improvement of quality systems. 

 

1. Terminology 
The following lists are terms that are interchangeable in this document, but we have used the 

first term in each list throughout the document for consistency. 

• Customer can also meanend user, beneficiary, service user, etc. 

• Outcome  can also mean change, impact, result 

 

An outcome, in this document, could be the impact of a product or service you want to assess 

with customers.  For example: a young person gets a job.   

But you might also have a range of different outcomes you want to assess - and asses the 

difference in value between them all and find which is most important to them.  For example: a 

young person gets a job; improves family relationships; and makes new friends. 

 

2. Why use the ValueGame? 
Valuation of outcomes is increasingly necessary for: 
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• (Social) Market research 

• Management 

• Performance against objectives/targets (including evaluation) 

• Marketing and promotions 

• Attracting investment 

• Motivating and retaining good staff 

In all cases, it is desirable to not only know: what the outcomes are; their quantity; duration and 

causality; but also their value.  The most important outcomes to focus on are those that have the 

greatest combined: 

✓ Quantity 

✓ Duration 

✓ Value; and 

✓ Causality 

 

There are many tools and methods to capture outcomes, source or develop indicators of 

outcomes, and collect data against indicators.  However, there are fewer tools available for valuing 

outcomes.  The ValueGame is designed to meet this need. 

To clarify, valuation in this guide relates to outcomes (changes as a result of activities) and not 

about outputs (the count of the number activities, people, items, etc.) which were implemented or 

involved during the intervention.  

It is worth noting at this point that quantity, duration, value and causality are separate functions 

of an outcome.  Indicators are used to measure and quantify outcomes.  Financial proxies may be used 

to value outcomes.  There are cases, however, that outcomes are too lofty or too general.  In those 

cases, we need to use‘indicators’ for outcomes to value results or to give us an idea about how far we 

are from the target. 

Wellbeing valuation is becoming popular as it is based on real experiences and avoids many of 

the usual biases of asking people how much they value things.  But it requires significant data and is not 

used, or practical to use, for specific activities or projects and is based on values of ‘average adults’ and 

so doesn’t always fit with specific outcomes and customers. 

The value game, based on a technique called choice modelling or discrete choice experiments, is 

simple to use, requires little data, and involves customers directly to value their outcomes.  For this 

reason, it is a popular approach that aligns very closely to the principles (below) and addresses many of 

these issues.  

While higher rigor is desirable for many purposes, it should not become a barrier to considering 

social value or measuring social impact.  If you are looking for the simplest approach, or resources are 

limited, then consider reducing the rigor of your quantification and start with high/medium/low 

assessments of quantity, duration, value and causality.  If increasing the rigor beyond this is likely to 
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prevent analysis, then this is better than nothing.  But be transparent about what you have done (and 

not done!). 

One of the things that Social Value is well known for is putting a monetary value on results 

(outcomes).  This comes from 2 important principles: 

1 Stakeholder Involvement: 

Identify what should be measured and how this is measured and valued by thestakeholders 

involved 

Stakeholders are those people or organisations that experience change as a result of the 

activity.  Stakeholders are in the best position to describe the change that happened. This 

principle means that stakeholders need to be identified and then involved in consultation 

throughout the analysis. 

 

2 Value the things that matter: 

Use financial proxies in order that the value of the outcomes can be recognised: Many 

outcomes are not traded in markets and, as a result, their value is not recognised. 

Financial proxies should be used in order to recognise the value of these outcomes and to give a 

voice to those excluded from markets but who are affected by activities. This will influence the 

existing balance of power between different stakeholders. 

 

3. Why Consider Value in Analysis? 
The ValueGame Methodology is not about the monetary value of outcomes, but about including 

the voice and values of customers in the assessment of what is important. It results in better informed 

decisions by including this value alongside everything else that influences decisions. 

This is a fundamental difference from common practice of Cost Benefit Analysis which often 

focuses on fiscal value (although best practice guidance for Cost Benefit Analysis suggests the value to 

the whole of society should be included (The Green Book)).   
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Assessing Relative Value 
Before we introduce the ValueGame, let us first consider a simpler approach. 

The easiest approach to assessing value with customers is simply to ask them to put their 

outcomes in priority order (weighting), or group them in to high/medium/low categories.  If you can 

summarise quantity, duration and causality of outcomes in the same way (weightings or 

high/medium/low), then you can analyse simply which outcome are most important.  If you have 

involved customers in doing this, then a low rigour analysis can be completed in this way too. 

If you want to compare the value for different groups of people, then you will need a common 

unit when assessing relative value to be able to compare the top priority for one group with another – if 

so, read on!  If you only wish to understand the value for one group of people, consider assessing 

relative value first. 

However, as we often have experience, research or tools for more rigorous approaches to 

measuring and quantifying outcomes, we often seek to find a higher level of rigour in valuing outcomes 

too – in any analysis the weakness or level of rigour of the whole analysis is the weakest point or point 

with the lowest rigour. 

While higher rigour is desirable for many purposes, it should not become a barrier to 

considering social value or measuring social impact.  If you are looking for the simplest approach, or 

resources are limited, then consider reducing the rigour of your quantification (this will save you time 

and resources) and start with high/medium/low assessments of quantity, duration, value and causality.  

If increasing the rigour beyond this is likely to prevent analysis, then this is better than nothing and 

useful.  As time and resources allow, increase the rigour of assessments of quantity, duration, value and 

causality consistently. 

 

Audience and Purpose 

Relative value is useful for internal analysis to quickly identify areas where value can be 

increased (without necessarily extra cost) and for monitoring value to continually improve.  It may not 

be as well recognised by funders/investors or other external audiences.  But if other approaches are not 

possible, it should be discussed with audiences and presented transparently to explore its’ use.  We 

would argue that it is better than nothing! 
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4. The ValueGame Methodology 
Carrying out research using ValueGame is fun and easy.  Instead of answering survey sheets or interview 

questions, the participants play with colourful cards that contain pictures of subjects that are relevant to 

them and to the goals of the research.   

The ValueGame is a very flexible tool, as it can be used for the following purposes: 

• Problem-analysis: such as in a social market research 

• Demand analysis: wherein the application  can be fora product (i.e., consumer goods), a service, 

or an activity 

• Stakeholder Analysis:  or identifying the specific sector (or group of individuals with common 

ideals, needs, etc.) who will be affected by a proposed action (e.g., a new policy) 

• Measuring outputs and outcomes: The ValueGame can help relate the costs and the benefits of 

a development intervention.  Specifically, it can determine the return on investment that 

resulted from a social development activity  

• Employee Satisfaction Plus: This answer questions such as - how much do employees value the 

perks given to them? What components of a specific human resource development program are 

appreciated by employees and what is the degree of appreciation?  

 

The ValueGame can be carried out in two ways: In the form of focus groups and through an online 

game. 

Further, just like the Social Return on Investment (SROI) Methodology, the ValueGame also adheres 

to the principles of measuring environmental, economic, and social value too.  However, in terms of 

ease of use, the ValueGame does not require specific experiences or knowledge. 

In this section, we will provide everything you need to know about how you can get the best results 

out of your ValueGame activity. 
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The ValueGame Cards 
 

Designing the Value Card is the most crucial step of the Value Game, both in focusgroups or 

online: they can make or break the outcomes of the investigation. 

 

 
Figure 1. Pictures of products and services that may be relevant to a certain target group 

 

Why work with images? 

The idea to use images originated from development workers immersed in geographically 

isolated and depressed areas (GIDAs) in developing countries.  Because they work with people who 

cannot read or write, they were able to devise a Participatory Impact Assessment method that use 

images instead of texts.  Briefly, the innovation on the Participatory Impact Assessment method is the 

use of images of products or services that are relevant to the target group to appraise the impact of 

interventions.  The images are shown to the participants who will in turn place markers – such as stones 
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and shells – to the picture that they find important.  The degree of importance will then be measured 

based on the number of stones or shells that were placed on the images. 

 

 
Figure 2.  Images used by development workers to measure the impact of their interventions to 

stakeholders who cannot read or write 

 
However, even for people who can read or write, words may not always be the best way to 

communicate.  There are times when phrases have entirely different meanings for different people.  For 

example, somebody says “Let’s have a holiday.”  To some nationalities, this means having a vacation, 

while for other nationalities (such as those in Asia), it means a paid non-working day to commemorate 

an event of national significance such as the birth or death anniversary of a hero or other religious 

activities. 

There are also instances when the meaning of a spoken language is lost in translation.  Consider 

the conversation in English of these two guys with different nationalities: 

 

 
 

 In the example above, the cat is asking if the dog thinks he/she is harsh or cruel.  However, the 

dog thought that the cat would like to know whether it is important to him/her. 

 

Yes…. You 

mean so much 

to me... 

Am I mean to 

you? 
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Sometimes, a word can be taken literally, or a noun can be thought of as a verb.  Let’s have a 

look at the example below: 

 

 
Therefore, to facilitate common understanding, the use of images is more effective than spoken 

or written words. 

 

To get accurate results from the value game, it also helps to be as specific as possible about the 

options.  For example, it will be difficult for a ValueGame player or respondent to contextualize ‘a 

holiday’, or ‘2 weeks, all-inclusive holiday, 4 star, in Spain for a family of 4’.  If the player must hold many 

of these descriptions in their mind when they are making a choice, it will become confusing.  The more 

options you have and the more specific you make them, the better the accuracy, but the more confusing 

it will be for a player.  Again, pictures help to overcome this challenge.  An image for each item can 

represent all the words.  The player’s attention is then focused on making a choice; not on trying to 

remember all the details of each option on offer. 

 

A word of warning about pictures, however, be careful of photographs of specific things as opposed to 

generic line drawings or clipart.  Photographs can enable people to identify specific colours and brands 

that they don’t like.  If you want to value these brands and colours, you will need this. But, if these are 

just for comparison, then the colour or brand of something may split a group playing the gamein half 

and give you false results. 

For example, a Ford or a Citroën car, may be more or less the same thing and price, but may have 

completely opposite preferences amongst people as opposed to the general idea of a new car to them 

that you want to compare.  Similarly, Apple or android smart phone, we all have different loyalties.   

For some people, the colour of the new shoes or clothes will make all the difference. 

So, talk about a type of car, phone, shoes avoiding brand and colour, and use a generic image if you can.  

Or if you are using a photograph, make sure it is clear to everyone that they can have different colours 
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and brands and as long as they are equivalent.  Linking this to the point above about being specific 

about the items; use the language that a car rental company would use to describe exactly what you will 

get: a Ford Focus, 5 door, 2.0l, with sat nav, or equivalent(and they normally show you a silver one!).  

This is a specific item that we all have the same understanding of the value of, but we are representing 

the wider concept of a car like this, not a specific brand or colour. 

 

1. Types of Value Cards 
In conducting a Value Game, we will need two types of Value Cards – the Product Card and the Impact 
Card. 
 

• The Product Cards contain pictures of products and services which the participants are familiar 
with; such as shoes, bags, beauty products, manicure services, etc. 

• The Impact Cards contain pictures of results or outcomes that the participants wish to have, 
such as a sexier figure, better eyesight, cleaner river, etc. 
 

 

Characteristics of Effective Value Cards 
When can we say that the Value Cards were appropriately and effectively designed?   

 

The following criteria must be satisfied to ensure that the cards for your ValueGame methodology will 

yield accurate results: 

 

1. Aim for Clarity 

The contents of the cards must be clear and specific. 

1.1 The Value Card must contain a picture with a brief description;  

1.2 The description must be very concise; 

1.3 The picture in the Value Card should be able to effectively communicate what you mean; 

1.4 The Value Card must have the carefully chosen images to enable the reader to internalise 

the experience (e.g., an exciting roller coaster ride, a romantic dinner, or a relaxing walk in 

the park); 

1.5 The Value Card should be able to convey the cost associated with the specifications of the 

product, service, or experience (e.g., expensive designer bag, first class cruise 

accommodation, etc.); 

1.6 When appropriate, the Value Card should have units of measurement such as weight, 

volume and/or duration of supply (e.g., 50 kilograms of rice supply per month for a period of 

one (1) year, 800 grams of chocolates, etc.); 

1.7 The condition of the product, service or facility must be clearly conveyed in the Value Cards 

(e.g., brand new car, used motorcycle, etc.). 
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Some examples of well-designed Value Cards are provided, as follows: 

 
 

Camping 

Two-week camping trip at the Netherlands in a rented mobile home 

 

Shopping 

Fashionable new clothes from the H&M brand,  

 

 

2. Think of Relevance 

The cards should be relevant and meaningful to the target respondents.  But how can we say 
that the respondents will be able to effectively relate to the images in the Value Cards?  The rule of 
thumb is to know the background of your target group very well.  The following examples can give 
us an idea: 

 

• People with low income are more interested in satisfying 'basic needs' than wanting to 
have luxury products.  For example, if the respondents are working-class Nepalese, then the 
food they can relate to are rice and dill.   Most working-class Nepalese will not be able to relate 
to other types of more expensive food like hamburgers, pasta dishes, canned meat or fish, etc.  

o an you mix utility items with aspirational items? Players will move up a hierarchy of 
needs. If basic needs are met, they think about the next level and so on. But if their 
basic needs are not met, there is no point asking them about luxury products.  It may be 
possible to mix them, but make sure they are at no more than 2 levels in a hierarchy of 
needs. 
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• People of different nationalities, age groups and social class value vehicle types differently even 
though they do not have a drivers’ license.  Southeast Asian teenagers, for example, would 
always want to have motorbikes while young professionals would usually aim for an SUV. 

• Know the age group of your target participants - teenagers have other preferences than senior 
citizens. 

• Filipino men generally love basketball while European men generally love football. 
Cards must always be relevant to the target group and to the purpose of the study.  For 

example, when the purpose of the study is to ask employees about their work situation, cards must be 
about services and products that have something to do with that work situation. Mixing pictures of 
personal situations or personal care products, and even products or services that are not related to their 
working environment is often not significant or have an important part in the outcome of the research. 

Once the profile of the target group, their location, and the sample size has been determined; 
the images and the description of the Value Cards must be relevant to all the respondents. 

Because there is a need to make sure that the Value Game cards are relevant to 
the respondents, conducting a focus group discussion or a preliminary survey is necessary as a form of 
pre-test.  Thus, the Value Game Cards can be pre-tested either through the focus group method or by 
playing the online Value Game. Ideally, get potential players to come up with a list for you by asking 
them what they would like to have that you could buy for them. You can then select items from their list 
that meet the criteria above and produce your cards. 

Keep in mind that relevant Value Cards contain concrete products and services money can buy.  
Feelings, ideologies as well as physical state such as “good health”, “peace of mind”, “world peace”, etc., 
may be important but since they are not for sale, and are generally considered “priceless,” and cannot 
be used in the Value Game Cards. 
 

3. Consider the “Time” Factor 

For the Value Game, the Time Factor makes it easy to estimate the actual cost of the product or 

service. The types under the time factor are elaborated further through the following examples: 

3.1 Frequency of patronage, intake or occurrence  

• 50 kilograms of rice per month  

• 2 cups per day of a tall caramel machiatto from a specific coffee shop 

• Three years of free annual car insurance  

3.2 Seasonal Value 

• Showing a picture of a winter jacket in a Value Game research conducted during 

summer will have implications on the participants’ perception of value.  

• Winter coat is also useless for farmers in tropical countries.  

 

Therefore, apart from clearly showing frequency, the Value Cards should also be 

relevant to the season and environment at the time the research is being conducted. 

 

4. Emphasize Value, Not Price   

The Value Game is not about determining the price of an impact, product, or service.  

Therefore, it is important that Value Game respondents should not think too much about money 

when participating in the research.  The Value Game is not a “willingness to pay” exercise. 
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Why is it important to ensure that the Value Cards do not show the price tag in any way?  

The primary reason is to prevent over- or under-estimation.  The respondents or participants 

should not confuse the ValueGame with the “willingness to pay” research.  In case the ValueGame 

is mistaken as such, the possible thoughts that can affect the participants’ strategic thinking when it 

comes to money and research results may be the following: 

• A contribution will be paid after the research; 

• They will have to pay more later on for a particular product or service; and, 

• Their answer might reveal their status in life. 

 

For the same reason, avoid things on the list that would leadValueGame participants or ‘Players” 

to think that they could get a financial return from the activity.  Consequently, the ValueGame Players 

should not as well lead to thethinking that they could sell and turn something an aspect to money. Make 

it clear that the things are to keep (for the period) and they cannot get money for them or from them in 

any way.  We want players to think about the intrinsic value of the item itself, nothing else. 

Remember, the ValueGame does not speak about money nor intend to place a price on an 

impact. 

 
 

5. Have a Sufficient Range of Values  

 
Depending on the goal of the research, the set of Value Cards must have a wide range of 

values.  The range of values can be determined through focus group discussion or through an 
online survey depending on the target geographical outreach. 

In setting the values, you may consider the following steps: 

• Know your target respondents: their race, age group, nationality, social status, 
gender, education, etc.; 

• Run a focus group discussion or online survey to determine the products and 
services that are meaningful to the target group.  

• During the discussion, show pictures of products or services where they can choose 
which ones are relevant to them.  Ensure that the items have a good range of prices 
(i.e., US$1,, 10,, 20,, 50, 100, 1000, etc.).  

 
The focus group discussion may have a single set of respondents, or accommodate several 

groups, depending on the target outreach.  An online survey may also be conducted for the same 
reason.   
 

To further validate the result, another focus group discussion can be done featuring a different 
set of items with higher or lower price ranges than the first set.  Say, if the first focus group discussion 
used the price range starting from US$ 10 up to US$ 200 with US$50 increments; then, in a second focus 
group discussion, the price range of the products or service can start at US$100 with US$25 increments. 
 

Avoid products with very close price increments, such as a US$ 2 difference.  If the price 
increments are too small, the participants might not be able to distinguish their priorities.  Further, with 
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smaller price variance, participants might not care about putting the cards in the right order of the 
things they value most since the difference is very minimal anyway.  
 

 

6. Pre-Test the Value Cards  

 In executing the Value Game, how many cards do you want to use in the game?  How do you 

make sure that the pictures in the Value Cards will yield accurate results? 

 There is no hard and fast rule in setting the number of cards that respondents will play with.  

However, to allow a good variety of options, it is ideal to have at least five product cards per impact.   

 When finalising the cards to use, consider having at least two cards for the same product or 

impact.  Then ask the participants to choose between the two cards which best describe the impact you 

are looking for, or what we call the reference product.  The impact or product cards which were 

unanimously chosen by the focus group participants will then be used in the research. 

 To reiterate, when designing Value Cards, identify the items that are valuable to target 

participants and are appropriate to the goals of the research as well.  

 

 

7. Design Effective Impact Cards 

The design of the impact cards can make or break your Value Game-based research.  
Therefore, utmost care is needed to ensure that the message in the Impact cards are very clear.  
There is also a risk that the researcher can manipulate the results of the Value Game because of 
the picture in the Value Cards. 

For example, how do you portray the concept of “social contact”? Choose the best 
description: 

⃝ a successful businessman drinking cocktails with glamorous clients 
⃝ a lonely man who is walking with his older neighbour 
⃝ a group of friends who are having a fun discussion 

  
  Keep in mind that the impact cards represent what is being promised to the target 

group or how important is an aspect or a product’s attribute to the target respondents.

 



19 

 

 
Social contact 
Meeting friends at home 

 
 
 
 
 

8. Have blank cards ready  
 

Enrich your research and the design of your Value Cards through customers’ perspectives.  Have 
blank Value Cards ready to be able to capture innovative concepts and ideas from your target group. 
 

There are times when the participants have their own idea about the image of the desired impact, 
product or service which are not on the Value Cards that you have previously prepared.  There are also 
times when the participants may suggest very important impacts which you have not included in your 
research design. 
 

Therefore, when conducting a focus group discussion for the design of the Value Cards, it is always 
useful to have blank Value Cards and markers at hand so that product and impact cards can be created 
on the spot.  Thereafter, the true version of the card can be created – which can be through the help of 
an artist or through magazine or newspaper cut outs - for further validation among the participants.  
The final version of the Value Card should be shown to participants for validation.  Thereafter, a decision 
must be made whether it is valuable to include the new card to the research. 
 

Preparing Value Cards for the Web-based ValueGame 
 

The preparation of the Value Cards for the web-based ValueGame should follow the same 
methods and criteria.  The only difference is that the cards will be created online in the 
www.valuegame-online.org website.  
 

For the detailed instructions and techniques for the preparation of the Value Cards, please refer 
to the “ValueGame Manual” which can be accessed in the same site. 
 

Database 

 

Designing Value Cards may seem easy, but experience tells us that due diligence and constant 

practice are necessary to come up with the cards that will yield accurate results.  Sometimes, it is 

challenging to find the right images for the impacts sought or the products that are relevant to the 

target group.  It really takes time and practice to come up with the correct image and description. 

 

Thus, to make it easy for our stakeholders, the ValueGame website has a repository of images 

and ValueGame cards.  When appropriate, the ready-made images can be used in the preparation of 

http://www.valuegame-online.org/
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your Value Cards.  The ValueGame online website also has a database of Value Cards which can be used 

instantly.  For the offline Value Game, the cards can be printed out.  On the other hand, for the online 

ValueGame, the appropriated cards (which the respondents will drag) can just be used for a specific 

case. 

 

The types of images in the database has 10 categories: 

1. Transport and mobility 

2. Office 

3. Vacation and leisure 

4. Food and other daily necessities 

5. Entertainment (Dining out, going to the cinema, etc.) 

6. Household needs 

7. Sports 

8. Reading and literature 

9. Information Technology and Electronics 

10. Clothing and accessories 

 

It can be noted that certain products in the database can be classified into multiple categories.   

 

For more information, please refer to www.valuegame-online.org.  Should you need further 
assistance, questions and concerns can be emailed to helpdesk@valuegame-online.org. 

 

 

Conducting the Value Game 

The Focus Group Method 
A focus group is a structured discussion with a selected group of people (about 4-12 

participants). The discussion is supervised by an experienced facilitator. The method is designed to 
obtain information about the preferences and values of (different) people in relation to a particular 
subject.  It is also the goal of the Focus Group Discussion to come up with fresh insights which can 
improve a product, service or condition. 

A Focus Group Discussion method is a combination of an interview and a keen observation 
about how respondents express themselves about a particular topic as well as the attitude of the group 
about the topic.    

A Focus Group can be a face-to-face discussion.  However, now that the world is connected 
through the internet, Focus Group Discussion can also be done online. 

Focus groups are often used to test and evaluate projects. They are also suitable to gain insight 
into regional, gender-specific and ethnic differences in views and ratings. Focus groups are widely used 
for marketing research as well as political and sociological researches. 

 

http://www.valuegame-online.org/
mailto:helpdesk@valuegame-online.org
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Why Use the Focus Group Discussion Method? 
 The purpose for conducting a focus group discussion is to gather specific information about a 

topic while providing an environment for interaction and group dynamics.  The Focused Group 

Discussion Method complements other research tools such as designing survey questionnaires.   

 The Focus Group Discussion can be effectively used for the following: 

  

• To quickly get a picture about the views of a certain target group as well as gauge 
the nature and intensity of ideas and values about a certain topic;  

• When there is no need for wider research outreach; 
• When time and resources are limited for wider research; 
• When the research requirement is to obtain input from both individuals and interest 

groups; and, 
• If the goal of the research is to gather information on the needs of interested parties 

as well as their deciding factor about what additional information or modification is 
required for further improvement of a product or services; 

 
 
Specifically, for the ValueGame Methodology, the focus group method is used to determine what the 
(relative) value is being attached by a target group to a certain service or product. 
 
 

 
"Focus groups are relatively inexpensive and the method is flexible. It offers the participants the 
opportunity to question each other and comprehensive attention to the answers. Focus groups-as 
opposed to individual interviews – give participating individuals better opportunity to 
develop their views and to put them forward in a ' natural ' social context, which according 
to some is more closely in tune with the way people form their opinions in everyday 
circumstances. In addition, the discussion clearly exposes the underlying reasoning and 
thoughts about one’s opinion. The method is relatively simple, allowing people 
to easily understand where the process comes down to and what the intent is. " 
 

 

Applications and Benefits of Focus Group Discussion 

 The Focus Group Discussion Method may be optimised for the following: 

• To examine the opinion of a target group about a certain product, service, brand and activity 
(i.e., what is their idea about a new product that will be launched, will they buy the product? or, 
what is their impression about a television advertisement or a print media advertisement?) 

• To determine the root causes for the attitude of a target group (for example, why does Korean 
young professionals prefer volunteering for charity work to spend their free?) 

• To identify the strengths and weaknesses of specific programs or operational aspects of an 
organisation (i.e., human resource management programs of Company XYZ; or, the Corporate 
Social Responsibility program of a Company) 

• Identify the impacts created by a project or activity; 
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• Gather baseline information which can be used for designing a new program, product or service; 

• Designing survey questionnaires and ValueGame cards 
 
 
Further, the Focus Group Discussion Method can offer and/or yield benefits, as follows: 

 

• Lowimplementation cost; 

• Quick results; 

• The Interactive discussion among participants usually lead to innovative concepts and ideas 
which arises from the mutual sharing of opinions during the meeting;  

• The discussion not only gives a final result, but also gives the clear understanding of the 
underlying reasoning and thoughts of the participants; 

• A Focus Group Discussion offers a setting, which allow participants to bring even their daring 
views easier – which is hard to capture, especially, through surveys 

 

Disadvantages of the Focus Group Discussion Method 
 
 The Focus Group Discussion method has limitations and must not be used if the research would 
require any of the following: 

• Statistical analysis; 

• Financial projections; and, 

• If the subject matter is too sensitive (e.g., if the needed participants are emotionally-charged 
such as victims of war, domestic violence, etc.) 

 
The Focus Group Discussion Methodology will not be effective if the participants are not 

comfortable with each other or if they are the type of people who would not want to express their 
views and opinions openly. 

 
Further, the results of the Focus Group Discussion can be significantly influenced by factors, 

as follows: 

• The skill level of the facilitator in terms of creating the atmosphere for the participants to share 
their views in a very candid and honest manner as well as in terms of ensuring that the views of 
the participants are not influenced by the strongest voice among the participants; 

• The discussion is dominated by the most opinionated participant; 

• There are participants that does not want to express negative views because they were 
motivated in a positive manner.  This can affect the accuracy of the results 

  
Moreover, the results of the Focus Group Discussion cannot be treated as representative of 

the entire population. 

 

Conducting Focus Group Discussion for the ValueGame Methodology 
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There are two ways to optimise the Focus Group Discussion Method for the ValueGame Methodology – 
for the preparation of the Value Cards and for the actual conduct of the ValueGame-based research.   
 
For the Preparation of the Value Cards, the Focus Group Discussion is needed to come up with the 
product and impact cards.  The product cards contain the items, activities, products and services that 
are relevant to a target group.  The impact cards are the effect(s) or outcomes on which the importance 
(or value) is measured against products and services that are relevant to a target group.   The 
ValueGame enables participants to determine their preferences/opinion/values through a card game.  
The ValueGame Cards or Value Cards contains graphics and/or descriptions of products that are relevant 
to the preferences of a specific target group.   
 
After establishing the goals of your research – whether it is about the preparation of ValueCards or the 
conduct of a research using the ValueGame, below is a step-by-step guide on how to execute a Focus 
Group Discussion 

Step 1: preparation 
 The Research Team should agree on the specific responsibilities and tasks of each member.   The 
Team must be composed basically of a facilitator (or moderator) and a documenter. The facilitator has 
the most crucial role.  Ball State University (www.cms.bsu.edu) recommended that the facilitator must 
have the following characteristics: 
 

• Has a good understanding of the group process; 

• Is aware, curious, diplomatic, open-minded, empathetic, quick learner, patient and flexible 

• Interested in people, good communicator and good listener at the same time 

• Good time management 

• Keeps his/her cool and have good control over personal reactions 
 

Moreover, the desirable qualities of a Facilitator are, as follows: 

• Does not obstruct conversation unless he or she as to ensure to keep the discussion on track; 

• Polite 

• Attentive listener 

• Expresses himself or herself clearly 

• Has good sense of humor 
 

To emphasise, the role of the facilitator is crucial to the focus group discussion.  To be able 
to choose the team member who will be the moderator, the criteria that must be considered are, as 
follows: 

• Must have the ability to lead and encourage the group to express what is on their mind; 

• Has effective communication skills (e.g., willingness to listen and/or help the participants 
express their thoughts in very candid manner); and, 

• He or she must be knowledgeable about the subject matter 
 

The Documenter, on the other hand, will take down notes, photographs and video.  He/She 
should assist the Facilitator in any way possible to ensure the smooth flow of the activity. 

 
 The Research Team must also be prepared for the various tasks, as follows: 

http://www.cms.bsu.edu/
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• Preparation of materials; 

• Coordination for venue and catering; 

• Identification of participants and sending of invitations as well as assuring that the desired 
number of participants are met; 

• Preparation of materials, equipment (e.g., microphone, camera, etc.) 

• Managing the Focus Group Discussion 

• Reporting of results 
 

It is good if the focus group discussion can be captured through video so that the reactions, tone 
of voice and other attitude of participants can be captured.  However, the privacy and security of the 
data must also be given attention. 

 
Please note that the number of team members and the logistical arrangements would depend 

on the available time and resources for the activity. 
 
In choosing the participants of the discussion, please also note that any member of the Top 

Management should not be present during a focus group discussion if the target group are rank-and-file 
employees.  The presence of a Manager or an Executive might make participants uncomfortable to 
express their true opinion, but will instead give “desirable answers” (they usually fear that 
“undesirableanswers” would make them lose their respective jobs or affect their promotion).  Further, 
rank-and-file employees would like to keep relationships harmonious and harsh opinions (though 
important) might have an impact to their career development. 

 
 Apart from the discomfort, the presence of a supervisor might have an impact on the flow of the 
discussion.  Say for example, a participant is expressing negative feedbacks on a program which was the 
brainchild of one of the executives present.  The Executive might be in a defensive position which might 
disrupt the flow of ideas.  The Executive and the participant might also engage in a heated argument. 
 
 Further, as resources permit, the organisation might consider engaging a third party to be the 
moderator.  Because the moderator is not connected in any way to the host organisation, he or she have 
unbiased “feeling” for the target group and the subject matter being tackled. 
 

 

Define the scope of the identified research subject 
 The goals of the ValueGame Research have already been well-defined prior to the planning for 
the team composition and logistics.  However, before the actual conduct of the Focus Group Discussion, 
the Team should be able to determine the extent of which they would allow the participants to present 
their preferences, opinions and effects or impacts that they are interested in.  The Team must be able to 
set the indicators that would tell them that they are reaching the goals of their research. 
 

On the other hand, based on our experience, there are instances that the participants are 
already on top of the discussion.  Because it is the intention of the Focus Group Discussion Method to 
actually extract innovative concepts and ideas from participants, the Moderator must have sufficient 
flexibility to accommodate the shift without forgetting the primary goals of the research.  However, in 
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case the participants are already out of topic, the Moderator should be able to shift the discussion back 
to the original agenda in a manner that will greatly encourage the participants to contribute further to 
the goals of the research. 

 
 
Define the Number of Focus Group Discussions that will be conducted 
 
 In line with the goals of the research and resources available, the Team must determine in 
advance how many sessions will be carried out as well as the number of participants per Focus Group 
Discussion.  Conducting only one session may yield restricted view or limited results.  However, 
conducting too many sessions might have implications on time and cost.    
 

The number of Focus Group Discussion sessions is also important depending on how the data 
will be used for the ValueGame – i.e., whether the focus groups are intended to pre-test the ValueGame 
cards or the actual ValueGame research design which will be used for a larger online research.  
 Moreover, Focus Group Discussion may also be used to validate whether the cards are correctly 
designed to accurately measure the value attached by a specific target group to a certain impact.  
 

 
 
 
 
Selection and Recruitment of Participants 
 No participants, no ValueGame!  But how do we select the right participants for the research?   
 In case the research would only need a small number of participants, say 20-25 respondents 
which are not geographically dispersed, then verbal or collegial invitations might be possible.  E-mail 
invitations may also be sent and the participants can reply with a confirmation note if they are available. 
 However, if the research would need a large number of respondents which may or may not be 
geographically-dispersed, make sure that the minimum number of respondents which will be set will be 
able to represent the idea or insights of the entire target group population.   
 Just a caveat though, let us do our best to very careful and not be purposive in choosing our 
respondents – such as the people who are always positive (or negative) as well as those who knows how 
to render what we would like to hear.  We should also avoid choosing our friends as well. 
 A good sampling methodology is random sampling.  We can make a list of the possible 
participants whose profile fits the definition of our target group.  Then we can choose either through 
drawing lots or choosing every 5th participant on the list. 
 Let us consider the sample below: 
 

A swimming federation conducted a research wherein the impact or effect being 
sought of is whether “children feel very safe in the water.”  A focus group discussion 
was conducted and only 14% of the respondents find this impact important.  “ 
    Thorough analysis was conducted and it was identified that one of the loopholes of 
the research is that the respondents are “loyal members” of the Federation and is not 
representative of the entire population. 
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 When appropriate, the homogeneity of the respondents is also important.  The important 
demographic data that can be considered are: 

• Gender 

• Age 

• Ethnic background 

• Socio-economic status 

• Level of education. 
 

It is also very important that the target group which will be engaged in the research are experiencing 
the “specific problem” which the research is trying to find an answer to. 

The ideal group size for a Focus Group Discussion is between 6 up to 12 participants per session.  
However, to ensure that enough participants are present in the session, the invitations must be sent to 
at least 15 invitees to still ensure ample number in case some of the confirmed invitees will not show up 
during the session. 

It is also recommended that the invitations will be presented in a manner that is not intimidating.  It 
is more advisable that the prospective participants will have the idea that they will have fun sharing 
their insights.   

However, in the event that the confirmed participants are only 6 but only 4 showed up during the 
actual session, it is necessary to conduct another round of focus group discussion with a different set of 
participants to ensure that the results are sound.  

Finally, keep in mind that advanced preparations are needed to ensure that the venue and other 
logistical requirements are conducive for the discussion.  Also, keep in mind that the participants might 
have a very busy schedule so it is necessary to properly manage the time. 
Step 2: The ValueCards 

  

The ValueCards is the most crucial component of the ValueGame.  As mentioned, the goal of the 

Focus Group Discussion is either to design the ValueCards – which will be used for the online or offline 

ValueGame -  or to actually conduct the ValueGame research.  Either way, the ValueCards must be 

prepared before the Focus Group Discussion. 

The images contained in the ValueCards must be carefully chosen, as we have explained before..  

. 

 

Step 3: Implementation 

 Conducting a Focus Group Discussion is an exciting task.  To ensure that the atmosphere is 

conducive for a substantive exchange of insights, opinions and information, the minimum musts are, as 

follows: 

• Ensure that the participants are properly seated and are comfortable with the place where the 

focus group discussion is conducted; 

• Welcome the participants and thank them for sharing their time for the research; 

• Provide the background information about the meeting – especially the subject matter and the 

objectives of the discussion; 
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• Emphasise that there are no right nor wrong answers and the participants have the freedom to 

express their views about the topic.  Mention as well that the discussion is a two-way learning 

process; 

• Explain that when the results are presented, their views and opinions will be presented in a 

collective manner and not as individuals; 

• As a warm-up activity, the Moderator should post an open-ended question that is related to the 

topic and the participants can provide their answers one at a time; 

 

 

 
 
Starting the ValueGame: 
 As mentioned, the Focus Group Discussion Method can be used to design the ValueGame Cards 
or for the actual conduct of an offline ValueGame.  If the Focus Group Method will be used to design the 
ValueGame Cards, the following activities must be done: 

• After explaining the goals of Focus Group Discussion, present the ValueCards to the participants 
starting with the product cards.  Thereafter, ask the participants which of the products are 
relevant to them – they must come up with a consensus of which cards must be retained and 
which should be rejected.  Do not try to steer, predominate or intervene while the participants 
are deciding which cards to retain and to reject.  Before they submit the cards, ask a final 
question whether all agrees with the choice; 

• Next, ask the participants to rank the cards in order of preference/interest.  The item in the card 
that bear the product or services that is least valuable to the participants must be placed in the 
bottom, while the most important item must be placed on top.  The group must have the 
consensus on the ranking; 

 
In principle, this part of the ValueGame would take about 15-30 minutes to complete. 
 
Thereafter, present and explain to the participants the ValueGame Cards that bear the impact.  The 

procedure is, as follows: 

• The first question should be: “is the impact or effect relevant to the participants?”  If the 
majority (about 2/3) of the participants find the shown impact or effect irrelevant to them, then 
the ValueCard must not be used in this group; 
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• However, still take note of the number of participants that find the rejected ValueCards 
relevant.  Ask this group to place this card in line with the product cards keeping the agreed 
order of the product cards.  Take note of this profile – for example, this group can be composed 
of all women when the entire group is composed of both gender.  This can be reported as “the 
women in the group finds impact X as relevant while the male participants find the same impact 
irrelevant to them” 

• Repeat the procedure with the rest of the impact cards.  Keep in mind that the order of the 
product cards must not be changed when inserting the impact cards. 

• It is recommended that, to ensure that the order of the product cards will not be changed, the 
product cards can be lined in the table so the participants can just slide the cards when there is 
a need to insert the impact cards. 

 
What if none of the effects are relevant to the participants?  It is recommended that blank cards 

must be ready so that the impact card can be designed on the spot. 
Proper documentation should be done.  Thus, the picture of the final results must be taken.  The 

insights from the participants to explain the results must be carefully noted. 
 
 
Summary of General Tips in Conducting a Focus Group Discussion 
 Just to reiterate, let us keep in mind the following general tips for effectively conducting a focus 
group discussion: 

• Always keep in mind the goals of your research and ensure that the discussion will not deviate 
from such goals, unless appropriate; 

• Monitor the time; 

• Observe the participation, the participants who are always quiet must be given attention and 
best effort must be done to ensure their participation; 

• Minimise peer pressure – the opinion and insights must not be influenced by the loudest voice 
in the group or the most respected participants; 

• Foster a flexible and relaxed atmosphere  
Ending the Focus Group Session 
 After completing the Focus Group Discussion, consider doing the following: 

• Provide a review (or synopsis) of the activity – mention once again the goals of the research, the 
methodology and part of the results; 

• Provide the participants with the snapshot about how the results will be presented and used; 

• Finally, thank the participants for their time and for the insights they have shared.  We can also 
mention that we are looking forward to their participation (if possible) in the next research 
activities 

 
The Team may also want to prepare tokens for the participants or at least reimburse the 

transportation expense.  Depending on the budget, the Team may also distribute gifts to the 
participants. 
 
 
Possible Bottlenecks 
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 What if the impact (or effect) that you are trying to measure was placed on the extreme 
positions (top most or bottom)?  It will be difficult to extrapolate the value of the impact if its card will 
be placed in the extremes.  This is because the arrangement of values borne by the product cards would 
not normally be in ascending or descending order in terms of price.  This case is tricky.  This is what can 
be done in case something like this is encountered, the options are: 

1. Add a new product card bearing an image with a value that is higher than the top most card or 
lower than the bottom card 

2. Upgrade one of the cards in the original set.  The examples can be – instead of a “full tank of gas 
(petrol),” the upgrade will be “a Full tank of gas every week”; or, instead of “one day spa 
relaxation package” the upgrade can be “one-year spa membership.” Make sure time-frames 
are not getting different (do not compare things for one week with issues for one year). 

3. The “gaming strategy”:  The participants will be asked if they would like to keep the card on the 
position they designated.  If they say yes, the possible questions can be: 

"If this card so important to you, would you then be prepared in return to do 10 
days volunteering"; or, 
“How much personal contribution are you willing to give to keep this card?” 

 
  It can be noted that the last resort is a “willingness to pay method” Despite the 
disadvantage, this is the only way to measure the value of the impact. 
 

These cases are actual scenarios wherein impact cards are placed in at the top most and bottom 
position as well as how further investigation was made: 
 
     The first case is that, a group of participants were asked how important is having a conversation 
with the rescuer because such an impact card was placed in the top most position which was 
higher than 10,000.00 Euros.  Further discussion was conducted to probe whether the participants 
are serious about their answer.  When asked if they would like to card to be taken away, the 
answer was like “No, the conversation with the rescuer is so valuable for me… It determines 
everything in my life…”  The Moderator noted the answer and asked the importance of the other 
cards to the participants.  Suddenly, the Moderator asked “to keep this card on its position, would 
you be willing to pay a contribution now of 2.50 Euro?”  Surprisingly, the group responds aghast: 
“No.! Of course not!” 
 
     The second case is about a group of parents who demonstrated to complain about a school 
facility.  However, the ValueGame research conducted with the same group is about an on-going 
project for their children.  During the ValueGame, an impact card about the project was placed by 
the parents in the top most position.  The pointing at the impact card Moderator asked, “OK, if this 
project is really important to you, and the project would be lifted or discontinued, would you 
demonstrate?”  Then the Group replied, “well no, the project should first prove that it is delivering 
a good impact…” 
 

  
 

What if no consensus is reached? 
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 There are cases when participants are strongly holding on to their idea about the placement of 

the cards, and therefore, the group cannot reach a consensus.  This may be caused by factors such as 

gender, age group, economic status, etc., which influence their preferences.  

 How do we figure out where the problem is coming from?  Probe extensively.  For example, in a 
group of men and women, the value attached for a football match is different.  Thus, there is a need to 
divide the participants into two sub-categories.   
 Another scenario can be, one (or more) of the participants would really like to influence 
everybody about his/her/their position.  One strategy is to “park” the discussion and divert the 
participants to the next impact card.  Thereafter, the Moderator can tackle again the “parked” 
discussion by returning to the controversial ValueGame Card. 
 
Disagreements like this may be showing us something important – subgroups that value things different 
that we need to understand. This will be important to understand market segmentation. Consider if the 
strongly held view is coming from 1 player or a few. If it is a few, you can identify what it is that they 
have in common with each other, but different from those they are disagreeing with? If you want to 
understand this detail, the game can be played in these subgroups separately and results compared. 
 
 
 
Step 4:  Presentation of Results and Interpretation 
 The data from the focus group discussion(s) is now ready.  Please take note that pictures should 
have been taken especially on the final positions of the cards.  It is also very important to place numbers 
on the card to ensure that how they were positioned was properly documented.  Notations may also be 
placed in the cards.  Regardless of the value borne in the card, they must be numbered from highest to 
lowest, based on the position. 
 Unless in extreme cases, the impact cards must be placed in between the product cards with 
known price.  This is how the value of the impact can be estimated based on the consensus of the group.   
 If multiple focus group discussions were conducted, the values may vary but be watchful about 
extreme variations.  If this happens, the possible sources of error(s) could be: 

• The cards were not appropriate or were not properly designed; 

• The participants did not take research seriously (“gaming kids”) 

• The “influencers” in the group dominated the discussion 

• There were sub-groups that needed separate consideration 
 When this happens, do an extensive analysis of the possible sources of error and craft a 
solution.   
 
 One solution can be conducting more focus group discussions to validate the responses.   
 For larger number of respondents, it is better to use the online version of the ValueGame.  In 
case the methodology will have to shift to the online version, the focus group method may be used to 
validate whether you have effectively designed the value cards.  The results of the focus group method 
may also be compared to the results of the online ValueGame. 
 
 
Interpretation of the results 
 Are the results of the ValueGame scientifically sound? What must be the ideal sample size? 
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 First of all, the sample size depends on the goals of your research and there are no standards for 
the number of participants that must be asked.  Of course, the more respondents the better.  However, 
aspects such as availability of funds, distance among participants and project sites, time, manpower and 
other resources will limit this. 

However, it is always valid to ask, is this scientifically justified? How many people from the 
target group you should speak before the research can be considered as ' scientifically sound '? 

First of all, there are no general rules1 for the size of the investigation or ' sample size'. 10%, 
50%? Of course, the largest possible number of participants will yield the best results.   However, the 
choice of the numberdepends on the size of the total target group and the available resources (time and 
money), etc.   What we would like to emphasize is that the quality of respondents is more important 
than the quantity.  We may reach the required cross section of the population but the respondents does 
not fit the goals of the research, then there goes the saying “garbage in, garbage out.” 

Because the quality of the results depend on the quality of the host, the respondents and the 
quality of the cards (and the same goes for universities!), is important therefore to provide them as 
attachments to the reports.The attachments should bear qualifications of the host, information on the 
extent of the total target group and the number of respondents.  If possible, the profile of respondents 
and how they were chosen may also be provided in the report. 
The online version of the Value Game has a number of statistical options (such as standard 
deviation and p-value) that can help determine the reliability of the research.For the focus group, 
however, you will have to monitor the results yourself.Thus, consider if you have too many cards 
that deviate from the expected position, the most effective way to manage is remove the deviating 
cards from the game. 
 

Be honest and transparent.  Don’t claim you have done something that sounds like academic 

evaluation or valuation if it is not.  However, don’t be afraid of using what you have got if it is 

good enough to use.  If you believe it was more important to try something, rather than do 

nothing, to understand your users’ preferences, then be clear what you have done and how far 

you were able to go with the resources you had available and say what you think it tells you. 

The Online ValueGame 
The Focus Group Method enables the target group to discuss their overall perception of value and come 

up with a single ranking agreed upon by all. However, this method is only for a maximum of 20 

respondents gathered in a single site per session.  What if we are dealing with a target group that are 

continents apart from each other?  Here is how the online Value Game can do the work for you. 

Step 1: Design the Impact (or Outcome) and the Reference Product Cards 

Similar to the Focus Group Method, the respondents’ perception of the pictures must match. When 

dealing with a huge number of respondents, how do we make sure that the pictures we use are relevant 

to our target group?   Consider the tips below to gather data in a cost-effective way: 

1. Send an email to a number of recipients comprising your target group to request for pictures of 

                                                             
1Testing for Statistical significance would test of the sample size was big enough 
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a certain outcome.  Social networking sites – such as Facebook, LinkedIn, etc. – are a good 

source of respondents. 

2. Run a contest or online raffle promo where participants comprising your target group can win 

gadgets or anything of value. 

After finalising the pictures to be used for the Impact (or Outcomes) and Reference Products, place your 

collection in a folder for easy access.  Afterwards, you can start using the web tool to meet your 

research goals in a fun and easy manner. 

 

Step 2: Uploading the Impact (or Outcome) Cards  
 

Let’s say that we have already finalised the pictures to illustrate the impact (or outcomes) which the 

project is aiming to achieve (e.g., the pictures in the focus group).   

 

The web tool can only accommodate an image size of 250 x 250 pixels. You must first resize and crop 

your photos.   

For the ValueGame research, you can have up to three (3) outcomes but the product cards can be more 

than three (3). 

 

Step 3.Upload and Crop the Reference Product Cards 

Reference products are individually uploaded.  The process is the same as uploading the pictures for the 

impact (or outcomes).  Therefore, building a photo gallery of reference products is also easy.   

Now, you are ready to implement your Value Game case.  Each Value Game case can only accommodate 

a maximum of 15 Value Game cards.  However, only 10 cards are advised to reduce the complexity for 

the respondents. 

 

 

 

 

Step 4: Complete your Value Game Case and disseminate the link 

You may want to review the contents once again.  Here is your chance to change the image and improve 

the texts.   
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In this step, you are to choose pictures from your gallery.  For the sample case, all uploaded pictures will 

be chosen as they are all relevant to the research objectives. For your future cases, some photos may no 

longer be relevant to your target groups.  However, you may still keep the pictures in your gallery for 

future use. 

If you are already satisfied with your work, here are the three (3) ways to disseminate the link: 

1. Copy the web link and paste it in your email message or social networking site 

(Facebook, LinkedIn, etc.). 

2. Upload your target recipient email list from a CSV file.  You can easily create a CSV file if 

you have a list of your respondents’ email addresses in an excel spreadsheet.  All you 

need to do is click on the <Save As> tab and save the sheet using a CSV file extension.  If 

you already have the CSV file, just click on the <Browse> tab and upload the file from 

your computer. 

3. Individually type the email addresses of your respondents in the box.. 

 

Step 5:  Assess Results 
 

Your respondents are given a specific period to participate in the case study.  However, you can check 

on the results any time before the deadline.  Say, you sent the link to your colleagues all over the world 

while updating your mailing list.   

 
 

Results 
 

Let’s have a review of the method and how the results are managed. The cards are laid in order 

of preference, and the number of the cards are written from highest to lowest. 

Let us consider an evaluation case for services.  The participants have already provided their 

ranking of priorities for particular services. The arrangement of the cards will allow you to do the 

following: 

The order of the Impact Cards and the extent to which they are apart can give you a clear idea of 

themajor and minor effects of services for them. 

• As the Impact Cards are in between product cards, this gives an idea of the interest assigned to 

the effects of the services. Are they in the domain of nice but not necessary like eating out or 

going to the movies; or are they in the domain of framework conditions like food and 
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shelter? You can also identify the financial value of the effects of services or you will know 

the product cards’ market value. The value of the effect is between the value of these 

two product cards. To determine the relative value of the examined effects, you can look at it 

based on the position of the impact cards. 

If you have multiple focus groups, the values may vary, but extreme variations would not be possible.  

If the values do not vary significantly, make sure to take the average of places and follow arrangement 

of the effects of services. 

If the values and sequences of different groups have significant variance, then something went wrong in 

the development and implementation of the ValueGame. The following could be the source of error: 

wrong value cards, diverse and very heterogeneous groups, gaming participants(or participants are not 

taking the research or ValueGame activity seriously), steering discussion leader is inexperienced or need 

more coaching to understand the methodology, among others. Try to figure out how these factors are 

relevant to the study. 

 

Conjoint Analysis 
Let us again consider the case of evaluating services.  Chances are that the participants’ (clients, 

customers, etc.) preference for a certain service will not only have one attribute or effect. Often, it is 
a combination of reasons: travel time, no waiting list, own contribution, familiarity with the rescuer, etc. 
 

In order to make a good analysis of a particular service, it is important to realize that the effect is 
not the sole criterion.  In the research literature, this is called Conjoint Analysis. For example: If you are 
going to buy a car with different characteristics such as color, price, and engine size, these 
characteristics have several levels under each characteristic. The choice for a certain preference is a mix 
of the trade off on these levels: you choose a red car with 2000 cc for 20,000 Euros, or a green car with 
1800 cc for 15,000 Euros. 
 

The above also applies to services, because under each service attribute are several levels.  It is 
therefore to be welcomed when designing a ValueGame there.  This can be done, for example, through 
the use of multiple cards of the same effect/result, which consists of different levels. 
 

For example: the intended and appreciated effect is finding a job.  Different attributes may 
include waiting list, lead time, and nature of the job (temporary, fixed). 
 

This way, an even better and more specific image is obtained by the added value (also compared 
to other offering) of the service.  

 
 

 

Managing the Response Rate 
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The Value Game is a methodology that enables you to reach as many respondents as possible locally and 

globally.  However, it is necessary that you craft a strategy to get accurate results and/or segregate 

responses according to age groups, gender, profession, status, etc., in case segregation is vital to your 

research.     

Remember that quantity is not as important as quality. High response rates do not guarantee validity of 

responses. It is more important for the number of respondents to be the logical representative of the 

whole population.  For further assistance on this topic, you may contact our Help Desk. 

 

Setting the Level of Rigour and being Confident 

 

So far in this guide, we have suggested two levels of rigour: 

1. Relative value.  High/medium/low, or just getting users to rank things in order of 

preference without deriving a figure for the value from the process. 

 

2. Playing the ValueGame.  Find items of an equivalent price, to provide a figure that 

represents the value of an outcome 

They are presented in order of rigour and the resources you are likely to need (including your time) to 

carry out.We think you should try them both, in this order and go as far as you can with the resources 

available to you until you get results you can use. 

However, we have also said that we have not presented in this guide anything that is equivalent to 

academic or professional evaluation or valuation.  So be careful how you present your results and be 

honest and transparent with your claims.  There are several limitations with the ValueGame, but these 

enable it to be used simply by many people.   

Compared with good evaluation and research, or techniques used in commercial pricing, we are offering 

a very low level of rigour in this guide. 

Take your confidence in the results from the ValueGame, not from any precise figures, but from the fact 

that you have been able to simply assess users’ preferences and priorities.  This is better than ignoring 

their views.  So, claim that you have listened to the voice of your users and their preferences.  But do 

not claim that you have any absolute or precise valuation figures. 

If you need more precision, then consider exploring rigourous approaches.  But be prepared to put in 
more time and resources.  There are many valuation techniques and approaches, and methodologies 
that use valuation.  We do not take the valuation to a rigourous level in this guide.  Social Value UK are 
developing a guide to valuing what matters, which will include more on this subject.  WBCSD’s social 
capital protocol has a useful summary of approaches, pro’s and con’s and likely costs.  
[http://www.wbcsd.org/Clusters/Social-Impact/Social-Capital-Protocol] 

http://www.wbcsd.org/Clusters/Social-Impact/Social-Capital-Protocol
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Important Reminders in Managing Responses: 
 
1. To reiterate, one important aspect in Value Game design is your respondents’ perception of 

value.  Put yourself in their shoes.  If you use the same reference products for both rural and 
urban young women, such as Louis Vuitton handbag, car, iPad, television, and livelihood training 
programme; the responses of your target group will be greatly dispersed.  It is expected that the 
livelihood training programme and television will occupy higher positions on the rankings of 
rural young women while urban young women may place the signature bag, car and iPad in 
higher rankings. 

 
2. The pictures and description in the Value Game card should be able to clearly convey the 

outcome(s) that you are trying to measure.  The same clarity is required for the reference 
products.  For example, you can use a specific brand and functionality of rubber shoes (e.g., Nike 
football shoes) and its prevailing price for teenage respondents. 

 
3.  Communicate the need to take the research seriously.  You need to explain very well why your 

respondent's opinion is valuable and how their time will make a significant contribution to the 
project. 

 
4. Lastly, ensure that the Value Game is correctly constructed. The outcome should not be stated 

in the form of a question.  It is necessary to clearly define the outcome you are measuring. 
 

 

Biases 

Like any data resulting from one person asking another person a question, results are subjective 

and influenced by biases.  All the usual things that can introduce a bias apply to the value game.  

For example: 

- Social preference bias 

- Strategic bias (including protest bias) 

- Selecting players randomly/representative? 

- The time you do the game (coffee in the mornings has more value than in the evening). 

 

Focus groups also generate higher values than online surveys and questionnaires.  There is 

rapport and relationships within a focus group. People who are positive and willing to help will 

come to a focus group. Negative people may prefer to state their preference online. 

 

Prices 
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The calibration list relies on market structure assumptions from functioning market places free 

of distortions – customers are not involved in attaching prices to items on the calibration list and 

may have made different assumptions. (Although a useful relative valuation is still provided). 

 

PROS 

 

1. Preferences are directly stated by customers without them having to ‘price’ an outcome. 

 

2. Value game exercises do not require causal inferences to be made about the outcome as a 

result of an activity - customers will have experienced the outcome as a result of an activity (or 

will anticipate it themselves if you are forecasting). 

 

3. cost-effective and inclusive – customers and audiences understand the concept and accept the 

values accordingly. 

 

 

Analysing results 

The type of data you will get from individuals playing the ValueGame on their own, and you looking at 

the combined results may be different to data you are used to using.  If you measure something with a 

simple indicator, you will get YES/NO or binary results – you simply count the number who say ‘YES’ or 

satisfy your indicator.  With the ValueGame (and all valuation data), you will get variable data in a range 

that you will need to deal with.  The simplest approach is take an average (or mean).  If you have more 

confidence or experience, analyse your results statistically.  But if you only have a small sample size, it 

may not be worth analysing statistically (your result s will not be ‘statistically significant’). 

 

As with any data – it can be analysed statistically for sub groups, confidence, standard deviation etc. 

 

If you are doing it on line or with individuals, you may spot biases and subgroups in the data after it is all 

collected.  If you are doing it in a focus group and there is agreement on all stage up to the valuation, 

but then a disagreement about how much the outcome is valued, then you may need to split the groups 

in to sub-groups if you can for it to work.  This may be the first time the material difference in groups 

could have been identified. 

 

Subjectivity 
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Customer subjectivity is the strength of the ValueGame, not a weakness. Value is in the eye of the 

beholder.  Value drives if things work or not, or how well they work! In private sector market places, it 

drives if a transaction takes place or not? 

 

 

Duration 

Duration of the outcomes must match the duration of the calibration list items. Items on offer must be 

explained as the same urgency of need or period. E.g. hiring car for a year, annual holiday, annual rent 

etc. 

 

Limiting the duration of items also ensures that people are not aiming for a capital gain and letting this 

influence their choice.  For example, do not allow items like: property, shares or other investments in 

the list that people can convert in to income in the future or on an ongoing basis.  Make sure they are 

choosing between items at face value.  So, we convert ‘a house’ they might like, in to ‘renting that house 

for them for a year’ to avoid any capital again that might bias their choice. 

Changing the duration can also be used to test ‘priceless’ outcomes that are always more than anything 

you can put on the calibration list.  

 

 

Dealing with Challenges& Troubleshooting 
 
How to deal with differences in income, economic strata or age group among 
respondents 

 
After deciding on the reference products with their corresponding prices, we then ask the question: is 
the perception of value the same between people who have high and low income? For instance, do 
teachers and students have the same perception of value when planning for an educational tour?   
 
It is undoubtedly true that the value of an evening at the cinema for a millionaire is different than that 
of a student with scholarship.  Though both persons paid the same price for the ticket and wanted to be 
entertained; the student may have sacrificed meals to afford the movie ticket while the same amount is 
only a fraction of the cost of the millionaire’s lunch.  
 
Like traditional business, international development workers also consider the Purchasing Power Parity 
which can be readily understood through popular terms like the “Big Mac index” – which is how 
McDonald's put a price on their burgers – e.g., a Happy Meal with the same product inclusions may be 
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more expensive in Europe than in developing countries. Thus, when describing and putting a price to a 
certain reference product, it is important to consider aspects like: 
1. The profile of your respondents, especially their purchasing power; and 
2. The familiarity of your respondents to the reference product(s); 
 

 

 

 

SUPPORT SERVICES  

We want you to make the most out of your investment.  For this matter, the Value Game offers 

customised services which includes, but are not limited to, the following: 

1. The Value Game Help Desk: An online support for Value Game Users 

Should you encounter a problem while working on your case, you can send us an email and we will reply 

to you within 24 hours.   

2. Workshops and Webinars 

Should you need a tutorial and master the use of the Value Game for a wide array of social development 

and market research activities, we can assist you via a traditional face-to-face training program or 

through an online webinar.  Drop us an email and we will be happy to prepare a customised training 

proposal for you.   

3. Case development services 

Need a helping hand for your research?  All you need to do is send us an email and we will prepare a 

customised proposal for activities such as research design, dissemination, data analysis, and case 

writing.   

 

For further information, please contact: 

The Value Game / Peter Scholten 

PO Box 59790 

1040 LG Amsterdam 

The Netherlands 

Email: info@valuegame.org 

 

mailto:info@valuegame.org
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