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BDMAH=X L (Becker, DeGroot, & Marshak, 1966)
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Wertenbroch & Skiera (2002)
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N7 >Ba8EA Bayesian Truth Serum (Prelec, 2004)
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Weaver & Prelec (2013)
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SFRX> « TA—FVYRTAa 20 (Lewis-Beck & Skalaban, 1989)
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Graefe (2014)
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Figure 1. 2012 US Presidential Election Vote-Share Forecasts of 20 Vote
Expectation Survevs and 110 Polls (Last 100 Days Prior to Election Day).
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Figure 5

Predicting Movie Success
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HSX Market Price = Forecast Opening Take (% million)

Source: Data from 489 movies, 2000-2003 ((http://www.hsx.com}).

Hollywood Stock Exchange(C KBIREDEIYY A (Wolfers & Zitzewitz, 2004)
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Figure 2
The Saddam Security
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Saddameter: Expert assessment of the odds of war (top line)
—— Saddam Security: Price of contract paying $100 if Saddam

is ousted by end June 2003

Oil prices (WTI), right hand scale

Sources: Trade-by-trade Saddam Security data provided by Tradesports.com; Saddameter from Will
Saletan’s daily column in Slate.com.

Tradesports.com(C KB Y L - T 2 KMIFHI (Wolfers & Zitzewitz, 2004)
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Fig.5 The set of prices offered by the market maker corresponds to a probability distribution. This figure
shows the percentile curves of the probability distribution. The x-axis ranges over the trading days of the

market, while the y-axis ranges over the possible opening days (the contracts in the market). The market
actually spanned opening dates from April 1, 2009 to March 31, 2010; the y-axis is truncated here for clarity
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