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Bayesian Truth Serum (Prelec, 2004)
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B BTSICKDEEFM (Miller, Bailer, & Kirlik, 2014)
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1) Which of the following statements best describes this image:
a) This is an effective example of the visibility principle
b) This example depicts a violation of the visibility principle
c) This example is not relevant in reference to the visibility
principle
2) Please rate the proportion of students in the course that you think
will endorse each answer (must add up to 100%)
a)
b)
c) %

Computer Recycling Bin Design
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