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Abstract

We present a new approach to understand the importance of aspects of shopping behavior, focusing the empirical portion of the paper on the multiple

attributes of shopping for home furnishings. Respondents evaluated different combinations of 36 descriptive elements of the shopping experience, doing

so in five different studies, each pertaining to one product (bed sheets, decorator pillows, drapes, table cloths, towels, respectively). The ratings were

deconstructed into the part-worth contribution of each of the 36 elements. Clustering the 622 respondents into five groups (mind-sets) showed that four

of the five mind-sets valued similar features of the shopping experience (assortment, convenience price), but in different rank orders of importance. We

suggest that when the topic combines both the experience and the product, mind-set segmentation may not reveal polar opposites, but rather gradations

of what is really important. There may be fundamentally different ways of when people thinking about thinking about the combination of experience +

product versus thinking separately about product or experience.

Introduction

During the past two decades author HR has explored the use of
Mind Genomics as a way to understand the underlying criteria by
which people make decisions. Rather than working from a top-down
framework where individuals are assigned to clusters based upon the
pattern of responses to different aspects of life [1], Mind Genomics
works at the granular level, assigning people to clusters or mind-
sets based upon the patterns of reaction to description of specific
situations, and specific products. Mind Genomics can thus be seen as
an inductive approach to understand the world, an approach which
does not prescribe a specific pattern, but which simply organizes
responses to a limited part of a person’s experience [2,3].

During the early years of the 21 Century, the author and
colleagues from the Understanding and Insight Group began work on
large scale Mind Genomics studies in specific areas, such as products
that one might buy at a store (Buy It!), on different types of insurance
(Protect It!), on foods (Crave It!) and on beverages (Drink It!). At the
time of these experiments, the idea was to create a series of related
studies, with similar elements, but particularized in certain aspects,
such as the store where things were sold (Buy It!), or the ingredients
that the product included (e.g., Crave It! and Drink It!). The objective
was to create the studies, present the respondents with a wall of studies
from which to choose (Figure 1), and then analyze the results of the

respondents who chose to participate.

One of the interesting patterns to emerge was the existence of
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general patterns across related studies (e.g., [4]. As an example, for food
and beverage, three mind-sets emerge. These were the classics (want
what is typical), the elaborates (describe the sensory characteristics or
the ingredients), and the imaginers (talk about the experience.) The
emergence of three general, overarching mind-sets was interesting,
especially when the topic was products in a store. But what about
experience? Do we have the same clearly simple, obvious mind-sets
emerging when we have a complex experience, involving the person,
the action, but a goal (viz., buying a specific product)? The topic is
not new, interesting researchers over a period of decades, because it
involves what has come to be called multi-attribute decision making
[5-7]. Multi-attribute decision making becomes very interesting and
attracts attention, both in theory and in practice, when the topic
involves shopping [8-10].

The project reported here moved the focus beyond the simple
product, and beyond the simple experience, to conjoin them. The
topic was explored in the Buy It! study, with 30 different products,
shown in Figure 1. Figure 1 shows the array of different products that
were studied. In the actual study we had respondent select the product
in which they were most interested.

It is now two decades after the data were collected. In the world
of science, especially in the world of the hypothetico-deductive, that
type of data is considered irrelevant, ante-diluvian, and perhaps other,
more negative terms. The data from these ‘attitude studies’ is often
considered valuable only when the data are collected ‘today; to address
‘today’s issues. Yet, the data from Mind Genomics studies have been
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Welcome to the Buy It! study!

Please click on one of the yellow buttons below to take one of our surveys.
You are always welcome to come back and take another one, but you can only take each one once.
Feel free to forward the link to this study to your family, friends, and colleagues.
Disclaimer: Ifyou are under age 18, please get a parent's permission before completing this survey.

€ Tires

€ Blenders € Dishes
€ Electric Drills
€ Refrigerators
€ Lamps

€ Lawnmowers

¢ Televisions

€ Washers & Dryers

€ Decorative Pillows
€ Business Suit
€ Writing Paper

€ Exercise Equipment

@ socks € Sunglasses
€ Bed Sheets € New Baby Gift
€ Sandals € Pens

€ Bathing Suits

¢ Toasters

€ Tablecloths & Napkins
€ Drapes & Curtains

€ Ties

€ Couch

€ Boots

€ Towels

€ Drinking Glasses

€ Cars

€ Candles

Figure 1: The ‘screen’ showing the different studies for Buy It!

designed to be archival and to represent the way the mind works, not
to necessary to reflect the momentary issues of today. It is with this
perspective that we proceed to evaluate the data of two decades ago,
data which will prove just as enlightening today as they proved two
decades ago, although we will add some new analyses to the old data.

The importance of similar underlying structures cannot be
emphasized enough. Too much research in the world of consumer
decision making, as well as deep analysis of attitudes, is a one-off,
without the possibility of creating a database to understand the mind,
either across relative topics or across time, or both. There are simplistic
trends evaluations, such the Quinnipiac polls for political opinion, but
the polls are simplistic, and do not provide the potential for a deeper
analysis, indeed one analysis becoming increasing value with more
data collected in a disciplined manner.

The Buy It! Experiment

The data come from Buy It! a large-scale study of more than 4,000
respondents across 30 different products that one could purchase
(Figure 1). The It! studies were designed to investigate related topics
using a structured set of elements, these elements being particularized
to the specific product, but being as similar as possible across the 30
studies. In that way it would be straightforward to compare the data
from study to study, product to product, because the phrasing of the
element was maintained. Table 1 shows the 36 phrases. These phrases
apply to each product. The word PRODUCT is inserted where each
study would have the actual product name. The objective is to find the
degree to which each phrase drives similarity to one’s ideal shopping
experience.

ARCH Women Health Care, Volume 4(3): 2-13, 2021

The Mind Genomics process differs from the conventional
questionnaire or polls. Most researchers as well as respondents are
accustomed either to simple questionnaires presenting one-at-a-time
ideas, or concepts/mini advertisements, crafted in such a way as to
present coherent selling propositions.

The typical approach, questionnaire or polls, presents the
36 phrases to a respondent, one phrase at a time, instructing the
respondent to assign a rating to the phrase. In the Buy It! study, the
rating would be ‘How similar is this phrase to your ideal shopping
experience for the PRODUCT? This popular ‘one-at-a-time’ scaling
procedure ends up producing data, but one cannot be clear about
the stability of the judgment criterion used by a respondent as the
respondent evaluates single element of different types. For one-
element-at-a-time, this method makes little sense. For example,
can a respondent instructed to rate a single element on the scale of
similarity to ideal shopping, actually use the same criterion when
applying that scale to the selection (elements A1-A9) versus to price
(B1-B9)? There is no context, and the idea of ‘shopping experience’ is
hard to understand.

Having the respondents rating lists of ideas is typically done at
the start of a project, when there is little idea about what may be
important to the shopper, and may not be important. Later, after the
lists of ideas have been evaluated, and promising elements chosen, the
research will involve the evaluation of, completed, polished concepts.
The test stimulus moves from a single idea or set of ideas (so-called
promise testing) to a fully executed idea, the concept incorporating
the winning ideas into a proposition evaluated by the respondents,
and used as a basis for a go/no go decision.
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Table 1: The elements. The table shows the elements, with the study configured to bedsheets (replaced by PRODUCT).

Question 1: What type of selection does the store feature?

Al We have catalogs that feature sheets of all sizes, blankets, comforters, and bedspreads... page after page of bed linens

A2 Online or in the store... lots of choices in today's most popular styles

A3 Shop at our online store for every kind of (PRODUCT) you can imagine... plus all the accessories you could want

A4 A discount store featuring all kinds of (PRODUCTYS)

A5 Featuring areas for all types of (PRODUCT)... and many related items

A6 Lots of very different store environments showcasing the latest trends in (PRODUCTS)... shop the entire day

A7 Your favorite specialty store... they always seem to have that special (PRODUCT) set you are looking for and all the accessories you need
A8 A relaxing shopping experience... well designed displays, marble, wood, soft lighting and professional salespeople

A9 (PRODUCTS) chosen to fit your decorating style, lifestyle, room colors, and personality...to try out at your leisure

How is price described?

B1 The price is JUST RIGHT ... ALL OF THE TIME

B2 Self-service... no one to get in your way or slow you down

B3 Start anxious, leave happy ... spending that is well worth it

B4 Offering a GREAT DEAL on the suggested retail price

B5 An upscale focus makes you feel like you're part of an exclusive club

B6 Offering affordable packaging and gift wrapping for your (PRODUCTS)

B7 Priced a bit more than you would expect - but worth it!

B8 Shopping with salespeople just like you... who take the time to appreciate your needs!

B9 Helpful staff, not patronizing ... the service is personalized but you don't feel like you're being taken advantage of!

How is the shopping experience described?

C1 A practical and useful store setup... just right for targeted shopping

C2 Lets you get your shopping done quickly

C3 One stop shopping ... lots of choices, options, brands, colors and sizes

C4 An easy-to-use gift registry to help you find the perfect gift for someone on your shopping list
C5 Such a good experience you just have to come back for more

C6 Takes away the boredom ... just when you need it

Cc7 When you're feeling down, shopping lifts your spirits up

C8 Share the experience with family and friends ... get the encouragement when you need it!

c9 Designer (PRODUCT)s with a range of matching complementary items

What is the nature of the ‘place’ or ‘process’ by which to obtain the PRODUCT?

D1 At a store such as Wal-Mart, Kmart, or Target PARTICULARIZED TO THE PRODUCT

D2 At a store such as Sears, JC Penney, or Kohl's PARTICULARIZED TO THE PRODUCT

D3 At a store such as Linens & Things or Bed Bath ¢ Beyond PARTICULARIZED TO THE PRODUCT

D4 At a store such as Macy's, Marshall Fields, Famous-Barr, L.S. Ayres, Lazarus, Burdines, or Rich’s PARTICULARIZED TO THE PRODUCT
D5 At Williams-Sonoma PARTICULARIZED TO TH PRODUC

D6 When ordering by phone or by Internet ... friendly customer service helps you through it all

D7 Simple, easy shopping ... no hassles

D8 Great hours ... it may not be around the corner, but it's still convenient for you

D9 With a chain of stores all over ... buy your (PRODUCTS) anywhere
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The Mind Genomics approach begins with a different point of
view. To get the best answer the respondent should evaluate vignettes,
combinations of messages which paint a more realistic word picture
of the situation. The vignettes need not be crafted, but should contain
different types of elements, put together, presented to the respondent
as a single idea, and the whole idea then itself rated. No effort should
be made to craft the combination. Rather, the combination should be
created according to an underlying rule, the so-called experimental
design [11], which specifies the composition of the combination. The
combinations should be created so that each element from a category
(or question in today’s language) appears approximately equally often
with every element from the other categories. This approach, called a
permuted design [12] ends up producing a unique 60 combinations
of vignettes for each respondent. The permutations mean that the
research covers more of the ‘design space’ The researcher need not
know ‘what works’ ahead of the study.

The approach, embodied in the Mind Genomics approach, today
available as a do it yourself ‘app’ for a small set of 4 categories or questions
x 4 answers or elements, was done with a bit more effort in 2002.
However, the actual study was run in the same way, totally automatically
after the set-up. For each respondent, the combinations were created
automatically by computer and evaluated by the respondent. Each
respondent evaluated 60 unique combinations. Each element appeared
an equal number of times across the 60 vignettes or combinations, the
element appearing in five of the 60 vignettes, and thus absent from 55 of
the 60 vignettes. The vignettes themselves comprised 2-4 elements, most
one element from each group or question.

The benefit of this seeming ‘blooming, buzzing confusion’ is that the
respondents pay minimal attention, but do pay attention, and cannot game
the system. Respondents can't figure out the correct answer. Furthermore,
the elements appear in combination, defeating the respondent’s effort to
adjust the judgment criterion to match the element.

Another key benefit of the Mind Genomics approach is the use of
individual-level experimental design, permutations of the same basic
experimental design, but with the combinations differing from one
respondent to another [12]. Recall that each respondent evaluated
combinations. Across all respondents participating in the same study,
it is unlikely that the same vignette will appear twice, and extremely
rare that the vignette will appear three times. This feature means that
the researcher needs not know the ‘correct answer; because the pattern
will emerge from the array of the thousands of vignettes evaluate.
The analogy is the MRI in medicine, which takes many pictures of
the underlying tissue from different angles, and combines them
analytically afterwards to provide the picture. The really important
thing to know is the elements can be developed quickly, and the
process is inexpensive, and welcomes iterations.

The goal of the Mind Genomics study is not the measurement of
the combinations. The combinations are only vehicles to embed the
elements. Rather, Mind Genomics measures of the strength of each
element, as the driver of the ideal shopping experience for the product
(ratings 7-9 on the scale).

Figure 1 shows an example of one combination, comprising
three elements. Figure 1 provides a ‘scenario’ that can be judged.
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The respondent is still presented with ‘incomplete’ information, an
unpleasant fact which irritates many perfectionist marketers, who
want a densely written concept to be judged. The reality, however, is
that respondents presented with short vignettes such as the one shown
in Figure experience little difficulty assigning a rating to the vignette.
Figure 1 comprises enough information to describe a shopping
experience. No effort is made to polish the combination. The specific
product is particularized, so that the third element (Design exercise
equipment with a range of matching complementary items) would
have the world ‘tablecloth’ substituted for the phrase Designer exercise
equipment. The same substitution would be done for the rating scale.

The respondent presented with the vignette in Figure 1 often feels
confused. Some significant portion of the time the respondent’s first
attempt is to identify the one element that the respondent feels to be
important. The respondent will attempt to select that element but
become frustrated because there is no place on the screen to select a
single element. It is for that reason that the Mind Genomics studies
begin with an introduction.

Figure 2 shows the introduction to the study as it was done in
2002. By today’s standards, 2021, 19 years later, the respondent
orientation is unnecessarily long. The objective in 2002 was to ensure
that the respondent ‘knew’ what the stimuli were (combinations of the
elements), that the respondent understood the meaning of the rating
question, and that the respondent knew how long the Mind Genomics
interview (really experiment) would take (15-17 minutes). As of this
writing (2021), the introduction is a line or two, telling the respondent
about the topic of the study, and to consider the elements are one idea.

The study is itself was ‘fielded’ by Open Venue, Ltd., of Canada,
which had a large panel of online respondents. The respondents were
invited to participate. Those respondents agreeing to participate
clicked on the link embedded in the email, were led to the ‘wall’ of
studies shown in Figure 1, selected the study, read the introduction,
evaluated 60 vignette, and completed large-scale self-profiling
classification. Some of the self-profiling data will be referenced in this
paper to give a better sense of the nature of emergent mind-sets.

Experimental Design, Modeling, and Clustering

Figure 2 shows an example of one vignette, one combination of
elements. Each respondent evaluated 60 different vignettes, a vignette
comprising 2-4 elements, at most one element (or answer; Table 1)
from a question. The vignettes were created by a systematic plan,
experimental design. The underlying experimental design prescribed
which combinations a respondent would evaluate. The experimental
design was the same for each person, but the specific combinations
differed from person to person, according to a permutation scheme
[12]. This scheme ensured that the study for any product would cover
a large number of possible combinations. The scheme also ensured
that no mutually contradictory elements would appear in the same
vignette, e.g., two different stores. Finally, the scheme ensured that
it would be possible to do complete statistical analyses such as OLS
(ordinary least-squares) regression on the results of each separate
respondent, a capability that would prove vital to understand the
different ‘mind-sets’ of the 622 respondents who would participate.
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A relaxing shopping experience.. well designed displays, top of the line brands, marble, wood,
soft lighting and professional salespeople

Helpful staff, not patronizing ... the service is personalized but you don't feel like you're being
taken advantage of!

Designer exercise equipment with a range of matching complimentary items

How does this compare to your IDEAL shopping
experience for EXERCISE EQUIPMENT?

Rating Scale
1825354853617 819

1 = Very different; § = Very similar

Figure 2: Example of a three-element vignette. The phrase ‘exercise equipment’ would be changed to the appropriate product for the Mind Genomics topic.

Welcome o the Buy Ii! Study ... 2 survey on shopping experiences.

On the following sereens, wou will be presented with 2-4 staternents describing a shopping experience
for EXERCISE EQUIPRWENT . Please consider these statements in total and tell us howr well this
dezcription matches sour IDEAT shopping experience for this product.

Yo will wiew a total of 60 concept screens, and the test will take approcamately 15-20 ranutes of o
titne. You will see each staternent presented several tiries, each time in a different corbination. Ho
screen cotrbinatinns are exactly the sarne, so please treat each one as new and unigue.

L fter wou coruplete the concept section of this swvesy, you will be asked zome additional guestions.
The inforrmation you proside will be used for research purposes orly, and only in corbination with
that of other respondents, ensuring wour condidentiality.

Figure 3: The orientation page. The phrase ‘exercise equipment’ would be replaced by the appropriate product.

Each respondent chose one of the studies shown in Figure 1.
The data presented here will deal with the results of five studies; bed
sheets, decorator pillows, drapes; tablecloths, and towels, respectively.
The respondent was presented with the requisite set of 60 vignettes in
randomized order, responded to the combination, with the response
being on a 1-9 scale. In addition, the respondent completed an
extensive self-profiling classification, some of the results from which
will be shown at the end of this paper.

The Mind Genomics program (then called IdeaMap®) presented
the combination, recording the structure of the combination, as well
as the rating. The structure of the combination comprised 36 columns,
one column for each of the 36 elements. The coding for a specific
vignette comprised a set of 1’s for the elements (columns) which
appeared in the vignette, and a set of 0’s for the elements (columns)
which did not appear in the vignette. Since the vignettes comprised
2-4 elements by design, across the 36 columns coding the elements,
only 2-4 of the columns contained the number ‘1), and the remaining
columns contained the number ‘0> The 37" column was the rating,
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later converted to a binary value. The 38" column, corresponding to
the newly created binary variable, contained the number ‘0’ plus a
very small random number for those ratings which were 1-6. The 38"
column contained the number ‘100’plus a very small random number
for those ratings which were 7-9. It will be the binary transformation
that we will use for the analysis. The very small random number added
to each transformed value ensured that the dependent variable would
show some miniscule variability in the unlikely case that all of the
transformed ratings for a respondent turned out to be either 0 or 100,
respectively.

The OLS regression computed this equation for each respondent,
storing the parameters in a data file associated with the respondent:
Transformed Binary Value = k, + k(A1) + k,(A2) ... k, (D9). The
regression output, therefore, comprises a set of 37 numbers, the
additive constant (ko), and numbers, one for element.

At the very start of the research the experimental design ensures
ensured that the 36 elements are statistically independent of each
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other at the level of each respondent. Furthermore, the vignettes are
incomplete, with many of the vignettes absent elements from one or
two of the questions. This independence and the incompleteness of the
vignettes ensures that the coefficients k -k, in the foregoing equation
have ratio scale properties.

We interpret the additive constant, ko, as the estimated likelihood
of a rating of 7-9 assigned (similar to my ideal shopping experience)
for a vignette comprising no elements. Of course, the experimental
design ensured that every vignette would comprise a minimum 2-4
element. Thus, the reality is that the additive constant is a purely
estimated parameter. A baseline, telling us the degree to which the
respondent is prepared to respond strongly and positively to a
vignette as representing their ‘ideal shopping experience’ In turn, the
coefficient shows the driving power of the element to a response of 7-9
when the element is part of the vignette. The additive constant and
the coeflicients can be added to estimate the percent of respondents
who would rate a vignette 7-9, ‘matches my ideal shopping experience’
When constructing new vignettes it is best to use only one element
from each of the four questions.

The Standard Analysis for a Single Study and Its Modification
to Combine the Five Studies

Mind Genomics studies comprising one topic typically follow
a templated analysis, beginning with the creation of equations for
total panel, and for subgroups. All of the data for a specific subgroup
are placed into the same data set and then a single OLS regression
is performed on the full data set. There is no worry that the OLS
regression will fail since the permuted experimental design ensures
that each individual’s data constitutes the appropriate number of
cases (observations) to run a valid regression. Incorporating many
respondents with the same experimental design but permuted to
create different combinations across respondents simply strengthens
the statistical power of the regression.

For this study, however, we looked at five different products.
Following a slightly different path, the analysis created an individual
model for each respondent. A total of 622 respondents participated
across the five studies, creating a database of 622 rows, one row for
each respondent. The first data column was the additive constant, the
second to the 37" column corresponded to the coefficient of each of
the 36 coefficients.

We treated the 622 rows of data (viz., additive constant and
coefficients) as one large one data set, despite the fact that there were
five products. The elements were similar from product to product.
The next step clustered the 622 respondents into mutually exclusive
groups, based upon the patterns of the coeflicients [13]. For this
analysis we removed the five elements corresponding to stores, leaving
31 coefficients. Based upon previous suggestions of at least three major
groups of respondents (price, convenience, assortment) we opted to
divide the 622 respondents into five groups or clusters, based upon
the pattern of their 31 coefficients. The rationale for selecting five
was to keep the number of clusters to a minimum, recognizing that
there were five different products. Three were known; two additional
clusters might reveal new to the world criteria of judgment.
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The actual clustering was preceded by a data simplification task.
Previous experience revealed that many of the different answers or
elements were correlated with each other. To reduce the correlation,
we performed a principal components factor analysis on the matrix
of 31 variables (viz., all elements but the five stores), and 622 rows
(viz., the respondents). The additive constant was not used. The
principal components factor analysis revealed 14 statistically
independent factors, rather than 31 corresponding to the 31 elements.
Each respondent became a set of 14 factors scores, on this ‘reduced
space. We then clustered the respondents based on their 14 newly
created factor scores, rather than on their 31 original coefficients.
The approach of clustering is k-means. The measure of distance
between respondents is defined as (1-Pearson Correlation, viz., 1-R).
When the 14 factor scores of two respondents correlated perfectly
(R=1), the distance between them is 0. When the 14 factor scores
of two respondents correlated perfectly but inversely, viz. moving in
precisely opposite directions (R=-1), the distance between them is 2.
The k-means clustering put the respondents into five groups, based
upon minimizing the distance between respondents with a cluster,
and maximizing the distance between the centroids of the five clusters.

What Stories Do the Coefficients Tells Us for Each of the Five
Mind-sets?

The important outcome from the analysis is the ‘story’ told by the
elements which score strongly for a mind-set. These are the elements
which drive the respondent in the mind-set to say what is being
read corresponds to something driving towards an ideal shopping
experience. We should keep in mind that the respondent never saw
single elements, but only combinations comprising 2-4 elements. Yet,
some of the vignettes were rated far more similar to the ideal shopping
experience than were others, so the respondents are differentiating.

We begin with some information about the five mind-sets
emerging from the clustering. Keep in mind that these clusters were
created from the data of all respondents, and so respondents from
studies with several products can appear in the same mind-set.
The clustering program neither considered the study in which the
respondent participated (viz., product), nor considered the additive
constant.

Table 2 shows the distribution of the respondents in the five mind-
sets created by the clustering program. The five mind-sets are shown
in descending order of the strong performing coefficients. That is,
each mind-set shows will have a set of elements which score highly,
viz., which correspond to the ideal shopping experience. The strong
performing elements, shown in subsequent tables, will suggest names
for the emergent mind-sets. These names are based upon discovering
a possible theme uniting, when possible, the strong performing
coeflicients in that mind-set

1. The five mind-sets are shown in order, based upon the sum of
strong performing coefficients (coefficient >=8). This number
is shown at the bottom. Mind-Set A shows the largest sum
of positive coefficients greater than 8. The sum is 1,006. In
contrast, Mind-Set E shows the smallest sum of positive
coeflicients greater than 8. The sum is 19.
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Table 2: Distribution of respondents in the five product studies across five mind-sets.

Mind-Set A B C D El Total
Product & Experience | Price Convenience ::::’t l:::i Everything - EC::;i:ie;ireice, Shopping Higgh% ;l::jty’
Base size of each product (row) in each mind-set (column)
Bedsheet 30 29 22 27 33 141
Decorator Pillow 25 25 21 19 42 132
Drapes 19 23 18 28 38 126
Tablecloth 25 17 25 17 45 129
Towel 17 22 31 20 44 134
Total 116 116 117 111 202 662
Sum of strong performing coefficients (>=8) 1006 571 556 396 19 2548

2. Each product shows a different number of respondents in
every mind-set. The five mind-sets distribute in similar but
not identical numbers in each product.

3. Mind-Set E shows the greatest number of respondents, 202
out of 622, or one third of the respondents.

The fact that this mind-set shows the lowest sum of strong performing
elements (19) suggests that there may be other mind-sets hidden by in
Mind-Set E1, failing to surface because the patterns of coefficients of these
hidden mind-sets possibly canceling out one another. The extraction of
six, seven or even more mind-sets would make this paper unduly long, so
the statistical analysis was stopped at five.

Research note: There is no fixed number of clusters of mind-
sets to extract in these types of studies. The objective is to create a
workable set of different groups, with clearly different patterns. It
is quite possible, although statistically nonsensical; to make every
person into a mind-set, viz., create 622 clusters. In the same fashion, it
is equally nonsensical to create one mind-set and force everyone into
that mindset. The best practice is to create a relatively small number of
mind-sets which seem to tell ‘different, but interpretable stories. The
operative words are parsimony (fewer mind-sets are better than many
mind-sets), and interpretability (the mind-sets should be coherent,
telling a story or suggesting a common theme).

With five different products of the same type, and with 31 elements
in the segmentation, the data becomes overwhelming. Patterns cannot
be easily seen in this ‘wall of numbers, defeating the purpose of the
project. To make the analysis simpler, and to allow patterns to emerge.
We show only those elements which achieve at least a coefficient of +8
for one or more of the five products. All other cells are blanked out.
We will show the data for each of the five mind-sets in a separate table.

None of the mind-sets emerging from the combination of five
studies could be described as single-minded. Each of the five mind-
sets comprised at least two different aspects, albeit in different patterns
as shown below.

We begin with the strongest performing mind-set, Mind-Set
A which focuses on the product and the experience. Mind-Set A is
the most likely to feel that the elements portray the idea shopping

ARCH Women Health Care, Volume 4(3): 7-13, 2021

experience. Yet, Mind-Set A is discriminating. Here is a comparison
of the strongest performing positive element versus the weakest
performing positive element (Table 3):

A4 A discount store featuring all kinds of (PRODUCT) (Total
=119)

D9 With a chain of stores all over. buy your (PRODUCT)
anywhere (Total = 8)

Table 4 presents the results for Mind-Set B, which might comprise
those respondents focusing both on price and on convenience,
respectively. The orders of the five studies differ, with the highest sum
emerging for drapes, and the lowest sum emerging for tablecloths
and towels. This difference across the different products suggests an
interaction between product and mind-set. Here are the strongest and
weakest performing ‘relevant’ elements.

Bl The price is JUST RIGHT ... ALL OF THE
TIME (Total = 119)
B3 Start anxious, leave happy ... spending that is well

worth it (Total = 8)

Table 5 presents the results for Mind-Set C, comprising
respondents focusing on shopping and emotions, as well as the other
aspects such as price and convenience. It is clear from Mind-Set C that
the respondents in a mind-set do not focus only on the distinguishing
elements (viz., emotion), but rather include those distinguishing
elements in the ones important to them. Here are the strongest two
and weakest one elements for Mind- Set C. Notice that element C7
introduces emotion as a strong part of the ideal shopping experience.

A4 Adiscount store featuring all kinds of (PRODUCT)
Total = 74

c7 When you're feeling down, shopping lifts your spirits up
Total = 56

D6 When ordering by phone or by Internet ... friendly customer
service Total =8

helps you through it all
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Table 3: Strong performing elements for Mind-Set A: It’s about the product and the experience.

= = =] =) 4 &
2 s z g 2 g
s |8 | 3 g z
o & s o =Z
2 g 2 5
Mind-Set A: It’s about the product and the experienc€ = :, 9(,:
g g
2 >
Sum of Positive Coefficients (>= 8) 275 240 221 136 133 1006
Ad A discount store featuring all kinds of (PRODUCT) 19 18 18 29 35 119
A9 (PRODUCT )chosen to fit your decorating style, lifestyle, room colors, and personality...to try out at your leisure 19 29 28 24 18 118
A6 Lots of very different store environments showcasing the latest trends in (PRODUCT)... shop the entire day 20 23 32 16 19 109
A7 Your fav?rlte specialty store... they always seem to have that special (PRODUCT)set you are looking for and all the 18 7 P 16 14 98
accessories you need
B2 Self-service... no one to get in your way or slow you down 24 14 11 20 16 86
A8 A relaxing shopping experience... well designed displays, marble, wood, soft lighting and professional salespeople 24 17 21 10 72
Al We have catalogs that feature (PRODUCT) of all sizes, ..page after page of (PRODUCT) 16 25 19 10 70
B1 The price is JUST RIGHT ... ALL OF THE TIME 16 11 12 12 14 65
A3 Shop at our online store for every kind of (PRODUCT)you can imagine... plus all the accessories you could want 18 8 22 10 58
B4 Offering a GREAT DEAL on the suggested retail price 27 16 9 51
A2 Online or in the store... lots of choices in today's most popular styles 24 11 35
A5 Featuring areas for all types of (PRODUCT)s... and many related items 16 11 27
D7 Simple, easy shopping ... no hassles 12 15 26
C1 A practical and useful store setup... just right for targeted shopping 13 13
B3 Start anxious, leave happy ... spending that is well worth it 12 12
B8 Shopping with salespeople just like you... who take the time to appreciate your needs! 11 11
B5 An upscale focus makes you feel like you're part of an exclusive club 10 10
C3 One stop shopping ... lots of choices, options, brands, colors and sizes 10 10
B9 Helpful staff, not patronizing ... the service is personalized but you don't feel like you're being taken advantage of! 8 8
D9 With a chain of stores all over ... buy your (PRODUCT) anywhere 8 8
Table 4: Strong performing elements for Mind-Set B: It's about price and convenience.
o = o = = @
3 g g 2 & S
=1 @ =] I &
3 3 2 = [ z
Mind-Set B: It’s about price and convenience & g g'. 5
o oy
E &
5 <3
B w
Sum of Positive Coefficients (>= 8) 150 129 122 90 81 571
Bl The price is JUST RIGHT ... ALL OF THE TIME 24 25 25 20 25 119
B4 Offering a GREAT DEAL on the suggested retail price 20 14 18 16 18 85
D7 Simple, easy shopping ... no hassles 17 14 15 14 17 77
B2 Self-service... no one to get in your way or slow you down 15 17 12 27 72
C2 Lets you get your shopping done quickly 14 12 17 12 10 65
C3 One stop shopping ... lots of choices, options, brands, colors and sizes 23 17 23 63
D9 With a chain of stores all over ... buy your (PRODUCT)anywhere 16 23 10 49
A4 A discount store featuring all kinds of (PRODUCT) 13 12 24
B9 Helpful staff, not patronizing ... the service is personalized but you don't feel like you're being taken advantage of! 9 9
B3 Start anxious, leave happy ... spending that is well worth it 8 8
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Table 5: Strong performing elements for Mind-Set C: It's about shopping and emotions.

& " | g | & | g |8

Mind-Set C: It’s about shopping and emotions =2 - i 3_

E &

2 o
Sum of Positive Coefficients (>= 8) 128 124 121 94 89 556

A4 A discount store featuring all kinds of (PRODUCT) 23 13 16 9 12 74
Cc7 ‘When you're feeling down, shopping lifts your spirits up 16 11 14 15 56
D9 With a chain of stores all over ... buy your (PRODUCT)anywhere 15 2 13 16 10 56
A3 Shop at our online store for every kind of (PRODUCT)you can imagine... plus all the accessories you could want 12 11 16 14 54
D7 Simple, easy shopping ... no hassles 11 14 13 12 50
We have catalogs that feature (PRODUCT)... page after page of (PRODUCT) 21 12 33

C2 Let’s you get your shopping done quickly 21 11 32
Great hours ... it may not be around the corner, but it's still convenient for you 13 18 31

B2 Self-service... no one to get in your way or slow you down 17 11 28
C1 A practical and useful store setup... just right for targeted shopping 13 13 26
B1 The price is JUST RIGHT ... ALL OF THE TIME 14 12 26
C6 Takes away the boredom ... just when you need it 12 10 22
A9 (PRODUCT) chosen to fit your decorating style, lifestyle, room colors, and personality...to try out at your leisure 8 12 21
C3 One stop shopping ... lots of choices, options, brands, colors and sizes 14 14
A5 Featuring areas for all types of (PRODUCT)... and many related items 14 14
C5 Such a good experience you just have to come back for more 12 12

D6 When ordering by phone or by Internet ... friendly customer service helps you through it all 8 8

Table 6 presents the results for Mind-Set D, which might comprise
those respondents without a specific focus. They appear to react to
only nine elements, but these elements come from all of the aspects
of shopping: choice, price, shopping, and experience. Here are the
strongest and weakest elements from the relevant set of elements.

C3 One stop shopping ... lots of choices, options, brands, colors and
sizes Total = 72

B4 Offering a GREAT DEAL on the suggested retail price Total = 8

Table 7 presents the results for Mind-Set E, the most numerous
mind-set, but the group which responds to only two elements,
representing high quality and choice. Mind-Set E might comprise
several mind-sets within it, but we focus here only on five mind-sets,
and treat Mind-Set E as a single mind-set

We now move to the additive constant, which was not included
in the clustering, but nonetheless plays an important part in the
interpretation of the results, and their practical application. The
additive constant tells us about the basic proclivity of the respondent
in the mind-set to assign the rating (7-9) to a mind-set which is absent
any elements. Again we see different patterns (Table 8).

Mind-Set A (It’s about the product and the experience) shows the
highest additive constant for the decorator pillow, the one item which
can be considered the least necessary item.

Mind-Set B (Its about price and convenience) show the highest additive
constant for bedsheets and towel, and unexpectedly for decorator pillow.
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Mind-Set C (It's about shopping and emotions) show the high
additive constant for all products except towel.

Mind-Set D (Everything, chi8ce, price, shopping experience)
shows the highest additive constant for all five products.

Mind-Set D (High Quality, Choice) shows no additive high
additive constant, and seems to be uninterested in the topic

Can We Find a ‘Golden Message’ Which Works for a Product
across Mind-sets?

Thus far, we have in front of us an unusual situation in which there
exist mind-sets, but the mind-sets are not opposite of each other, but
rather emphasize the same types of messages (price, convenience,
assortment), albeit in different orders. The next level of question, and
the final in our analysis of messages, the elements of the vignette, is
whether there exist a set of messages for each product which promise
good performance across the mind-sets. Based upon what we have
seen above its quite likely that the strongest performing elements will
comprise messages from price, convenience, and assortment, and that
the strongest performing messages will do well for all five products.

Table 9 shows the performance of each of the elements across the
mind-sets, broken out by product. The e table shows the number of
mind-sets out of five mind-sets where the element generates a positive
coefficient of 8 or higher. The right half of the table shows the sum
of the strong performing coeflicients for the element across the five
mind-sets, for each product.
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Table 6: Strong performing elements for Mind-Set D: Choice, Price, Shopping Experience.

= = ] = ] 2}
E | E |8 | E| £ | E
I =] ) fa=1
3 = 2 o 8 z
& = e =
Mind-Set D: Everything - Choice, Price, Shopping Experienc€ - 5] =3 2
= 3
5 <y
= =]
Sum of Positive Coefficients (>= 8) 103 101 99 51 42 396
C3 One stop shopping ... lots of choices, options, brands, colors and sizes 16 13 22 15 7 72
A4 A discount store featuring all kinds of (PRODUCT) 14 17 15 10 12 68
A5 Featuring areas for all types of (PRODUCT)... and many related items 11 16 11 15 53
B1 The price is JUST RIGHT ... ALL OF THE TIME 15 17 19 51
A2 Online or in the store... lots of choices in today's most popular styles 11 11 15 10 47
B8 Shopping with salespeople just like you... who take the time to appreciate your needs! 18 9 12 39
B9 Helpful staff, not patronizing ... the service is personalized but you don't feel like you're being taken advantage of! 8 21 29
D9 With a chain of stores all over ... buy your (PRODUCT )anywhere 10 7 11 29
B4 Offering a GREAT DEAL on the suggested retail price 8 8
Table 7: Strong performing elements for Mind-Set E: Quality and choice.
S
g @
el 15 w
= | £ |5 |8 | & | €
Mind-Set E: High Quality, Choice e g g b 2 =
e o 2 2 ] @
= E * &
5
=
Sum of Positive Coefficients (>= 8) 19 0 0 0 0 19
B7 Priced a bit more than you would expect - but worth it! 10 10
Al We have catalogs that feature (PRODUCT) of all sizes, (PRODUCT)... page after page of (PRODUCT) 8
Table 8: The additive constants for the five mind-sets and the five products within each mind-set.
Additive constant
(Basic proclivity to feel the vignette describes the ideal shopping experience)
Mind-Set A Mind-Set B Mind-Set C Mind-Set D Mid-Set E
It’s about the pl:oduct and the It’s about p.rice and It’s about sh.opping and Everythin.g - Choic.e, Price, High Quality, Choice
experience convenience emotions Shopping Experience
Bedsheet 33 46 49 40 32
Decorator Pillow 43 44 42 41 29
Towel 17 52 37 46 27
Drapes 34 37 47 43 19
Tablecloth 19 46 44 53 18
The data tell a straightforward story. There are four tiers of B2 Self-service... no one to get in your way or slow
messages: you down
Very strong messages, likely appealing to all mind-sets and all D7 Simple, easy shopping ... no hassles
roducts . . .
P C3 One stop shopping ... lots of choices, options,

A4 A discount store featuring all kinds of
(PRODUCT)
BI The price is JUST RIGHT ... ALL OF THE TIME

Strong messages, appealing to all mind-sets, but only some of the
products

D9 With a chain of stores all over ... buy your
(PRODUCT )anywhere
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brands, colors and sizes

Truly losing messages, performing poorly, possibly well with one
product/mindset combinations

B5 An upscale focus makes you feel like you're part
of an exclusive club

B7 Priced a bit more than you would expect - but
worth it!
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Table 9: Performance of each element in terms of generating strong performing coefficients (>=8).

Count (Number of mind-sets out of
five in which the element performs

well (>=8))

R EEIERERE
£ |2 |Fg|2 | g |2
=1 =} a3 o ol
g |1FE|® ||~

o3 g E

= =3
A4 A discount store featuring all kinds of (PRODUCT) 17 3 4 4 3 3

Bl The price is JUST RIGHT ... ALL OF THE TIME

D9 With a chain of stores all over ... buy your (PRODUCT )anywhere

B2 Self-service... no one to get in your way or slow you down

D7 Simple, easy shopping ... no hassles

C3 One stop shopping ... lots of choices, options, brands, colors and sizes

B4 Offering a GREAT DEAL on the suggested retail price

A3 Shop at our online store for every kind of (PRODUCT)you can imagine... plus all the accessories you could want 8 0 2 2 2 2
Al We have catalogs that feature sheets of all sizes, blankets, comforters, and bedspreads... page after page of bed linens 7 0 1 2 2 2
A5 Featuring areas for all types of bed sheets... and many related items 7 1 1 1 3 1

A9 (PRODUCT)chosen to fit your decorating style, lifestyle, room colors, and personality...to try out at your leisure 7 1 2 1 1 2

C2 Let’s you get your shopping done quickly

A2 Online or in the store... lots of choices in today's most popular styles 6 1 1 0 2 2
A6 Lots of very different store environments showcasing the latest trends in bed sheets... shop the entire day 5 1 1 1 1 1
A7 Your favorite specialty store... they always seem to have that special (PRODUCT)set you are looking for and all the accessories you need 5 1 1 1 1 1
A8 A relaxing shopping experience... well designed displays, marble, wood, soft lighting and professional salespeople 4 1 0 1 1 1

B8 Shopping with salespeople just like you... who take the time to appreciate your needs!

B9 Helpful staff, not patronizing ... the service is personalized but you don't feel like you're being taken advantage of! 4 1 0 1 0 2

Cc7 When you're feeling down, shopping lifts your spirits up

C1 A practical and useful store setup... just right for targeted shopping

B3 Start anxious, leave happy ... spending that is well worth it

Ce6 Takes away the boredom ... just when you need it 2 0 0 1 0 1
D8 Great hours ... it may not be around the corner, but it's still convenient for you 2 1 0 0 1 0
B5 An upscale focus makes you feel like you're part of an exclusive club 1 0 0 0 1 0
B7 Priced a bit more than you would expect - but worth it! 1 0 0 0 1 0
C5 Such a good experience you just have to come back for more 1 0 0 0 0 1
D6 When ordering by phone or by Internet ... friendly customer service helps you through it all 1 0 0 0 1 0

B6 Offering affordable packaging and gift wrapping for your (PRODUCT)

C4 An easy-to-use gift registry to help you find the perfect gift for someone on your shopping list 0 0 0 0 0 0

C8 Share the experience with family and friends ... get the encouragement when you need it!

Cc9 Designer (PRODUCT)with a range of matching complementary items

C5 Such a good experience you just have to come
back for more

D6 When ordering by phone or by Internet ...
friendly customer service helps you

through it all

B6 Offering affordable packaging and gift wrapping
for your (PRODUCT)

C4 An easy-to-use gift registry to help you find the

perfect gift for someone on your

ARCH Women Health Care, Volume 4(3): 11-13, 2021

shopping list
Cs8 Share the experience with family and friends ...
get the encouragement when you
need it!
C9 Designer (PRODUCT)with a range of matching

complementary items

All other messages.
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Learning about the Mind-sets by What They Say about
Themselves

The foregoing analysis suggested at least five mind-sets about
shopping, as well as showing that for each mind-set (except Mind-
Set E), the elements which ‘drive’ the perception of an ideal shopping
experience come from three major groups; product choice, price,
shopping convenience. Do these respondents feel the same regarding
the way they describe the shopping?. That is, how do the respondents
in a mind-set feel about the shopping experience, and do respondents
in the five mind-sets answer differently? Furthermore, if there are
segment to segment differences are there a clear story, or are the

differences unrelated to the mind-sets?

At the end of the evaluation of the 60 vignettes, the respondents
completed a lengthy self-profiling questionnaire on shopping habits,
feelings, etc. This is the so-called habits and practices or attitude and

usage questionnaire. The question is quite lengthy, often reflecting the

researcher’s effort to acquire as much information about the topic as
possible.

Table 10 shows the tabulation of the some of the questions by the
five mind-sets. The self-profiling questionnaire suggests that the mind-
sets are similar in the pattern of their attitudes. In light of previous
studies with Mind Genomics which reveal dramatically different
attitudes and behaviors of mind-sets, the similarity of patterns in Table
10 beg the question of ‘what is special about the topic of shopping for
household furnishings?’

Discussion and Conclusions

Most of the previous work using Mind Genomics focused on
products, specific experiences, social issues, medical, and legal topics,
respectively. Many of these studies revealed dramatically different
mind-sets, with the coefficients of the elements clearly revealing
the nature of the mind-set. This study on shopping, and a recently
published study on the experience of dining in a casual restaurant [14]
suggest that the mind-sets which emerge are less polarized.

Table 10: How the total panel and the five mind-sets respond four questions taken from the self-profiling questionnaire. All numbers in the table refer to the number of respondents.

Thinking back to the last time you purchased (PRODUCT), how satisfied were you with your shopping experience?
MIND-SET A MIND-SET B MIND-SET C MIN].;_SET MIND-SET E Total

Product & Price & Experience Everything - Choice, Price, High Quality,

experience convenience & emotions Shopping Experience Choice
Satisfied and very satisfied 81 82 85 88 136 472
Dissatisfied and very dissatisfied 32 28 31 20 59 170
Do Not Shop for item 3 6 1 3 7 20
Total 116 116 117 111 202 662
When you shop with someone for (PRODUCT), what role do they play in your shopping experience? [check two]
General company ... we just like to hang out 53 41 29 39 43 205
Let me know it looks good 66 33 36 28 26 189
General company ... we just like to hang out 53 40 23 30 35 181
Help me feel confident about my purchase 38 16 17 21 23 115
Give me their expert opinion 44 19 17 10 20 110
Where do you typically purchase (PRODUCT) [check all that apply]
Superstores, like Walmart or Target 125 87 73 85 81 451
Department store 98 60 57 62 55 332
Discount outlet 69 44 36 36 48 233
Specialty store 60 27 33 25 44 189
Through a catalog 40 26 24 15 34 139
Online/Internet store (2002) 26 26 19 9 20 100
Warehouse or club stores, like BJ’s or Costco 19 18 8 10 16 71
Somewhere in the mall 19 17 11 16 8 71
Which three things MOST influence your purchase of (PRODUCT)
Appearance ... color and style 159 99 94 87 94 533
Convenience 87 63 51 53 57 311
Shape & texture 76 49 37 39 46 247
Price 59 33 39 43 36 210
Atmosphere 41 25 24 24 27 141
Just the right size 20 11 12 14 12 69
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In the 1980’ a similar observation emerged, not with ideas, but
with food products. There were some food products wherein the taste
preference segments were dramatic, including pasta sauce, pickles,
and coffee [15]. Yet, there was one product, pizza, which showed some
sensory preference segmentation, but the segmentation was a matter
of degree to which one topping scored higher than other, rather than
accept/reject. The explanation proffered at that time was that flavor-
driven foods, the segmentation would be polarization. Pizza, however,
is not a flavor driven food as much as it is different levels of acceptance
of the various toppings. As a consequence, there were differences
in the preference for pizza, leading Pizza Hut to modify some of its
offerings to better accord with the preferences [16]. That finding
for pizza confirmed the results of almost a decade earlier before, for
exploratory studies with pizza done with Campbell Soup Company
[17].

We surmise from the pizza vs pasta sauce that the shopping
experience is not one of ‘flavor’ but rather one of a hierarchy of
preferences. That is, a person does not fail to care about price, but care
about assortment, and so forth. It is just a matter of which is somewhat
more important than others. The nature of the segmentation is not
dramatically different. Rather the segmentation reveals the minor
differences among people.

The pattern of likes for many products is based upon simple
dimensions, such as flavor, and to a lesser extent appearance and
texture (mouthfeel). These simple dimensions drive strong likes and
dislikes, which emerge in the description of the product. The mind-
set segmentation may be too simple, too dramatic, when the focus
moves from simple products or simple, relatively one-dimensional
experiences to a complex of experiences with clearly different aspects,
shopping as well as eating in a restaurant, represent these complex
situations. Both shopping, the topic of this paper [18-22] and eating at
restaurants [14], there are two aspects making the segmentation less
powerful. The first aspect is that which is sought and for which the
experience is initiated (the item shopped for, the food served in the
restaurant). The second aspect is the dimensions of the experience as
it happens. It may well be that fuzzy mind-sets emerge when there
are these two-pronged situations, that which is being sought, and that
which has to be experienced, separate and parallel to what is being
sought.
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