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 Study examining the relationship between the value one 
places on happiness and well-being from a global population

HAPPINESS VALUES AROUND THE WORLD

places on happiness and well being from a global population

 Recruit a diverse sample through dif ferent methods of 
recruitment
 Amazon’s Mechanical Turk (MTurk)

 Google Adwords (GoogleAds)

MTurk
Wave 1 (all countries): n

GoogleAds
 n = 68  87 days or 1 

RECRUITMENT TIME

Wave 1 (all countries): n
= 100, 9.65 hours or 1 
response every 5.79 
minutes

Wave 2 (excluding India): 
n = 100, 3.42 days or 1 
response every 49 36 

 n = 68, 87 days or 1 
response every 6.63 
days, 273,942 
impressions, 1,230 
clicks 

 If the MTurk studies 
were allowed to run as 
long as GoogleAds would response every 49.36 

minutes
long as GoogleAds would 
collect:
 n = 112,288 (at Wave 1 

rate)
 n = 13,171 (at Wave 2 

rate)
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Mturk GoogleAds

COST

$10.00 (for n = 200)

$0.05/participant

$955.03 (for n = 68)

$14.04/participant

 If MTurk Studies were 
provided equivalent 
resources would resources would 
collect n = 19,100

Mturk
 Partial Submissions

 GoogleAds
 Partial Submissions: 364

DATA QUALITY

Partial Submissions
 Wave 1: 43
 Wave 2: 22 

 Countries
 Wave 1: 15 countries (India, 
n = 75)
 Wave 2: 48 countries 

(Canada, n = 12, Pakistan, n
= 11)

 Questionnaires

Partial Submissions: 364

 Countries 33 countries 
(India, n = 23, UK, n = 7)

 QuestionnairesQuest o a es
 Happiness Values: α = .80
 Positive Affect: α = .92
 Negative Affect: α = .95
 Depression: α = .92

 Questionnaires
 Happiness Values: α = .83
 Positive Affect: α = .94
 Negative Affect: α = .92
 Depression: α = .92
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RAPID DEVELOPMENT AND ITERATION
MTURK THOUGHTS

 Wave 1: Emotion/Situation/Thought/Alternative/Evidence
 Wave 2: Emotion/Situation/Core Belief/Thought/Alternative

MODIFICATIONS AND THOUGHTS

 Wave 3: Emotion/Situation/Thought/Distortion/Alternative
 Wave 4: Emotion/Situation/Thought/Belief ( 0 - 1 0 0 % )/Alternative

 Wave 1: “Oh boy, Dan is going to get mad at me for this one!”/ “I 
know if I’m polite, he won’t write me a ticket.”/He didn’t give me 
a ticket

 Wave 2:“This is going to ruin my l ife”/Helpless/”It’s going to be 
ok”

 Wave 3: “They are not returning my phone call  because they  Wave 3: They are not returning my phone call  because they 
don’t want to help me”/Making Guesses/“They are just busy”

 Wave 4: “She must think I am a horrible mother”/100%/“I feel 
l ike I have tried to make him understand his behavior affects 
other and will  have to keep working with him on this”
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Recruitment methods 
should match trial

Quality of data does 
not differ strongly 

SUMMARY

should match trial
 Reflect goals of 

scalability, adaptability

MTurk offers a low-
cost, easily accessible 
population

not differ strongly 
between MTurk and 
GoogleAds

MTurk studies can be 
useful at different 
stages in the research population

 Know the population
stages in the research 
process
 Internal development
 Early trials
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Contact: Stephen Schueller
 E-mail: schueller@northwestern.edu

 Twitter: @steveschueller
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