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Abstract

Mind Genomics explored responses for an e-commerce website, focusing on a website with ‘deep knowledge’ of the user’s preferences. To understand
the application of Mind Genomics in a real-world setting, the timing of the setup and the fielding were limited to a total of 120 minutes. The data
were collected in Spring, 2019. Four years later, newly developed Al analysis further interpreted the results. The initial analysis in 2019 deconstructed
the ratings assigned by the respondents to vignettes, combinations of messages, describing the website. The respondents used an anchored 5-point
scale, with the anchors ‘buy’ and ‘not buy’, respectively. The deconstruction by OLS regression revealed the contribution of each element to the ‘buy’
rating. Clustering the 46 respondents using the 16 coefficients uncovered three Mind-Sets: MS1-Help the client grow, MS2-Client Consulting, and MS3-
Generate Leads. Four years later Al was applied to each group in the population, using six standard Al queries applied to all positive elements which
were deemed to be strong drivers of ‘buy.” This paper shows the possibility of rapid and insightful learning on new topics. Learning is promoted through
experimental design coupled with human validation, and Al interpretation.

Introduction Retailers, the brands they carry, and internet service providers
The computer, the Internet, the Tnternet of Things, and the focus arc? increasingly criticized by privacy advocates andv regulators for
) o ) using data collected from consumers to develop detailed profiles on

on real—,tlme OB timization 'contlnue to eml?ower our modern age. each one to tailor the commercial experience and to precisely target
You can't go a single day without encogntermg a constant Streém of their messages. In response, most data collectors now offer opt-out
ads and requests to buy. These advertisements often feature items . R . . ]
that have already been purchased or viewed, as well as items left metl‘lods to hrr?lt the <‘iata collec?lon, its uses‘, and .sharlng with th‘lrd
in a shopping cart. They are based on microsecond analyses of the parvtles, but doing so is not obvious. There is a w1des.p.read growing
shopping behavior of consumers. The analytic abilities are now so belief or, at t}?e V.eI.'y least, a loudly expressed recognition, that data
powerful that big data looks antiquated when compared to the small created .bY.an individual b.elongs to them anfl should b,e controlled by
data generated constantly. them, similar to the requirements set forth in the EU’s 2018 General
Data Protection Regulation [1].

This paper explores what could be considered an important issue,

the need to improve the flow of information between the customer Our world is inundated with data. As the speed and volume of

and the online retailer. Online retailers function best with a large data increase, our ability to form scientific questions, track trends,

amount of data about their customers or subject the rapid pace of life to scientific inquiry is lost. Amidst

massive amounts of data and massive optimization opportunities, it

For roughly a decade, brands and retailers have been promoting becomes increasingly hard to ‘think slow’

their strategies for being “consumer centric” This means that they

want to put the customer at the heart of all the work they do. In effect, We are accustomed to the slow, majestic, ingrained, now

this puts the consumer into the driver’s seat, with consumers ‘telling entrenched system of hypothetico-deductive reasoning [2]. Itis a basic

the brands’ what brand experience to create for them. When it comes concept that scientists, or even individuals, can ‘advance; when they

to analyzing consumer behavior and preferences, retail analysts are form a hypothesis and test it rigorously, trying to falsify the hypothesis.

tasked with interpreting data from consumers - such as sales figures, As technology speeds up the production of data and its acquisition, it

consumer trends and satisfaction ratings to develop insights for
managing the retail enterprise profitably.
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is also necessary to accelerate knowledge and thought. In the harder
sciences like biology and chemistry it may take exceptional creativity
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to produce knowledge, but in the human-centered sciences this
may not be a major problem. With the advancements in computer
technology, some paradigm shifts may already be possible [3].

Recurring Issues in the World of More Knowledgeable
Websites

With the increasing excitement and, occasionally, almost manic
positive responses about websites ‘knowing people’ comes the issue of
privacy at the most obvious, but more deeply the morality of machines
which have been programmed to learn about people The topic of
this paper is the desire of respondents for websites (viz., provider
technology) to ‘know them, or perhaps the opposite, the fear that the
machine may know too much, and the consequent loss of privacy.
Some of this issue is one’s own desire for privacy, but some of it is the
‘morality’ of machine knowledge about facts relevant to individuals,
and the implications of the wide availability of such knowledge.
The issue is not ‘all or not’ either, for with knowledge by websites of
people comes the smoother operation of interactions, the reduction of
annoying, and occasionally harmful friction.

Mind Genomics: The Promise and Vision for the Future

Mind Genomics is a new, emerging science which traces back to
three disciplines [4-8]. These are:

1. Experimental psychology which searches for the causes of
human behavior. The specific area of experimental psychology
giving rise to Mind Genomics is psychophysics, the discipline
which searches for lawful patterns in between what is
presented and what we perceive For Mind Genomics that
relation is between the words describing a situation and the
judgment we say we would make.

2. Statistics, The respondent reads combinations of elements,
messages, describing this ordinary situation, and rates the
feeling on a scale provided by the researcher.

3. Consumer research, which examines how consumers make
decisions in everyday life, in which we live, work, succeed or
fail. The goal is not to develop a new theory or to disprove an
existing one, though these noble endeavors are possible. The
only goal is to make sense of these patterns.

It is important now to keep in mind that the effort is more in the
world of ‘hypothesis-generating’ than in the world of ‘hypothesis-
testing. Quite often researchers really have no hypotheses to test but
are constrained to do the study as if it were guided by a hypothesis.
Mind Genomics does not care about that. It is simply a tool to discover
patterns that may be interesting regarding how people think.

The process of Mind Genomics is a simple one, beginning with
the question of what do people do about the information they receive
as they are instructed to make a decision? Typically, the respondent
is presented with the situation, using a simple story, even a single
sentence. It is the goal to find regularities and relations within nature.
Such discoveries generate the raw material for understanding how
people think. When these discoveries are amalgamated from well-
done experiments and when they reach critical mass, they form a
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coherent database, and in turn these coherent databases become the
foundation of technology and science.

This study forms part of a new initiative in Mind Genomics
which aims to massively accelerate the acquisition of information and
insights for everyday life, including topics such as subjective feelings
toward e-retailing, including ‘smart websites’Another motivation is to
show, through a research program integrating artificial intelligence
and systematized human testing, if the two can be used to reveal
aspects of everyday life or even weak signals about changing attitudes.

This study was done in 2019 before the massive expansion of
AT into the world of everyday consumer research analytics. The
original study was done without any focus on what AI could add to
the research effort, but rather focused on what people would want for
a system in which they would give up their privacy. The actual data
analysis reflects what people were thinking in 2019. The subsequent
AT analysis, in turn, was done in the third week, of May 2024, with a
view to what the data might mean for a business issue.

The project itself in each phase ran on an accelerated schedule.
For the first part of the project, the actual research, the total time
involved was less than three hours from start of the project (create the
experiment) to the acquisition of analyzed data. For the second part
of the project, the AI analysis of the results obtain four years before,
the analysis took 30 minutes, consisting of an automated Al-driven
reanalysis of the data tables The actual study itself with people came
shortly after the first experience integrating Al and Mind Genomic by
hand, with AI providing the raw information first, that information
transformed into the test stimuli [9]. The effort presented here moves
the process in the opposite direction, with AI providing a second, deep
analysis of results already obtained.

The First Part of the Project - The Creation and
Execution of the Survey with the Respondents

Mind Genomics is now scripted. It follows a templated process
which reduces the “angst” of doing experiments as well as the time
and effort required to collect data. Experience over a half century has
shown that individuals are anxious when asked to “do science.

Mind Genomics scripts are designed to make sure that researchers
can present the information in the correct format. In the actual
experiment, relevant messages about a subject (called “elements”) are
combined into short, easily readable vignettes. A vignette consists of
2-4 messages. People then rate the combinations using a scale. Each
respondent ends up rating 24 different vignettes. The vignettes are
different for each respondent, but all the elements remain the same
[10].

Mind Genomics’ studies have been scripted to allow them to be
run on a computer, smartphone, or tablet, with results available in a
very short time. The information in Table comes from the study, text
taken from the actual input by the researcher, and put together in the
report to document the study. The information in Table 1 is available
within five minutes after the end of the study, as is the basic analysis.
The AI summarization requires an extra 20-30 minutes after the end
of the field work. (Table 1)
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Table 1: Key information about the study provided by the Excel report.

Study Title

Code that actually matches your design. Fast and accurate.

Identification Number of the study: 05142019

Date when the study was run: (05/14/2019-05/26/2023)

Number of respondents: 46

Purpose of the study:

To help digital marketers sell websites to their clients, while using our services to deliver their product.

Keywords:

white label, website development, lead generation, website optimization, website conversion rates

Figure 1: The templated request of four questions (left panel) and four answers as used by respondent to manually provide questions and answers.

STUDY NAME

For your study, please choose four questions which
tell a story.

Question 1*

[ Tap

QUESTION 114: EXAMPLE
ONE

Mow choose four answers to this first question.
Make the answers simple. Try to paint a picture
with your words in the mind of the respondent.

Answer 1

Question 2*

l Tap

Question 3%

Tap

Question 4*

[ Tap

The setup begins with naming the study and the instructions to
provide four questions relevant to the topic of study. Researchers
are asked to structure four questions in a way that they “tell a story,”
and then provide four answers to each question. Figure 1 shows the
template. In 2019, it took several hours to create the four questions for
each question and four answers.

Since Mind Genomics became available to the public more than
10 years ago as a DIY (do it yourself) technology, there have been
many instances where researchers felt overwhelmed with the task of
creating the elements.

It is now possible to use artificial intelligence to generate questions.
The researcher only needs to write a paragraph into the Idea Coach
box in the Mind Genomics template and the AT will return 30 different
questions. The Idea Coach technology, which was launched in 2022,
was three years after this study was conducted.

Figure 2 shows three additional set up screen shots from BimiLeap.
These include the orientation page (left panel), the rating scale (middle
panel), and the researcher’s file information about the rationale for the
experiment as well as key words for a later search (right panel).

The researcher can select the respondents’ source using the
screen in Figure 3 following the study’s launch. This is done quickly
within the BimiLeap software. Respondents are ‘sourced from’ a panel
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Type in

Answer 2

Typein

Answer 3

Type in

Answer 4

Type in

provider that specializes in online surveys. There are a number of
panel providers around the world. These panel providers maintain
lists of respondents with their qualifications. They are individuals who
have agreed, in exchange for a reward from the supplier, to take part
in similar studies. The researcher does not need to know about the
agreement. The panel provider only needs to find the right respondent.

Mind Genomics research can include elements (questions,
answers, etc.) in many different languages and alphabets. However, the
instructions on how to set up the study as it is done by the researchers
are only available in a limited number of languages.

The actual experiment with the subject lasted about 3 minutes.
The experiment starts with a brief orientation. The respondent then
answers a few self-profiling questionnaires (Figure 4, bottom panel).
Finally, the BimiLeap program presents 24 different vignettes that
have been systematically created. The vignettes contain 2-4 elements,
at most one answer to a single question but often no answer to one
or two of the questions (see Figure 4, top panel).. It will be this very
incompleteness of the combinations which allows the analysis by OLS
(ordinary least-squares), and the estimate of absolute values for the
coefficients.

The experimental design allows for the analysis of each individual’s
ratings, respondent by respondent, as well as analysis of groups
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Figure 2: Three setup screen shots for BimiLeap. These are the orientation page (left panel), the rating scale (middle panel) and the file information (right panel).

RATING SCALE FINAL THOUGHTS

RESPONDENT ORIENTATION
Now that you have created your study, tell us more about

Please type the question that you would like your why you creafed t

Use this space to tell your study respondents what respondents to answer. T
A 0 nel IgITal marketers sell weDsITes 10 reir clients, while usin
the study is about. We recommend 2-3 complete our senices o deliver fher product g

sentences. Be general, not too specific.

How likely would be to buy if this website were
tailored fo you

New website to keep your privacy but sells you o
targeted products . Tell me how likely would be Please enfer some keywords to associate with your study.

make a purchase from this website?

(v |

The lowest value is 1, choose the highest 5 i whitelabel
scale value: M

[ website development

What does 1 mean on the scale? not buy @ leodgencrofion

[l website optimization

What does 5 mean on the scale? | buy B website comersion rufes

Figure 3: Sources of respondents selected by the researcher at the end of the project.

Now that you have published your study, you need respondents! You
can choose to find respondents yourself, or you could use our sourcing
services or a custom service to provide respondents for your study.

Remember, studies made through the BimiLeap platform are FREE.
You pay only the per respondent processing fee. If you want your study
privatized, there is an additional fee for that. Other costs may be
incurred when you require the translation and programming of the
standard respondent instruction pages into a new language, as well
as handling fees for non-credit billing, or specialized recruiting of
respondents.

| want BimiLeap to provide respondents (general
population)

| want a custom sample of respondents from BimiLeap @

| want to use a third-party service or explore more custom

sampling options

| will source myself @

Psychol ] Res Open, Volume 5(5): 4-12, 2023




Howard R. Moskowitz (2023) Developer Goals for e-Commerce Startups: Applying Al-enhanced Mind Genomics to Thinking about Everyday Issues

Figure 4: Sample four-element vignette (top), and self-profiling classification (bottom).

=)

M2

Mew website fa Kees weur privecy Bt Bails you bargete peocucts . Tell e Mo Ml weald Be moke & purchass inoem Bhis websla?

Cowrgicher Hha ENTIRE VIGNETTE o OME IDEA

Hiptw ISoety wiouhd beto by if Bs websie wane bodoned 1o you

1 =t buy
5 =buy

gelling their cus komers new leads
dasign omazing ods

delhver o guality wet-sia Ihot cormearts visiiors b buy

prowide reparting showing how you improsed thene bottomn na

CODE THAT AGTUALLY MATCHES YOUR DESIGH. FAST aMD ACCURATE.

Thugik yoma Fpr pearticpationg
wAl Gt b gven 16 Gy mcrkrters for st pupoers.
Thards yens
BimiSam, ime,

Aoe Ehaoss

Choose

Heaww i o iR hat Hhe
webeAiTe o i Mired BG Qve i Ehooes

ol et

Firs! four leters of your nome

Frigcatas ©rerwepr T ToBicreding Guapimice 0 bosyt yonarsad, This indomrngmion will ordy be v for this thachy ong

H o racrme i whorior Thon 4 bothers enbor Bhoe

P chooas your Birthoionys

comprised of any set of 46 respondents who participate in this study.
The vignettes have been set up in a way that each person evaluates
24 unique vignettes. This design structure allows the researcher to
explore different aspects of a problem without having to select which
combination of elements gives the best chance for discovery.

Database Structure, Analysis, and Reports - Total
Panel

It is easy to analyze the data because the experiment design has
been preselected in a way that all the 24 combinations of different
sets are isomorphs. The vignettes are different, but the mathematical
structure is identical. The researcher will have a powerful analytical
tool that allows them to explore a large part of the “design space” (the
combinations). More respondents, and therefore more people, means
that more design space will be covered.

Psychol ] Res Open, Volume 5(5): 5-12, 2023
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A simple database makes it possible to perform the analysis. The
database is divided into 24 rows, each of which corresponds with one
of the vignettes that a respondent has tested. The database for the study
contains 1104 rows, or 46x24, of data. Each respondent contributes 24
rows to the database, one row for each of the 24 vignettes evaluated
by that respondent. The Columns are allocated for bookkeeping (row
number, how the respondent profiles herself or himself), a column
for the order of rating of the 24 vignettes (1-24), then 16 columns to
show absence or presence (value 0 or 1) of an element, and finally the
assigned rating and the response time. The response time is the number
of seconds between the appearance of a vignette and the answer.

The program then creates two binary variables: TOP (ratings 5, 4
transformed into 100) and BOT (ratings 1, 2 and 4 transformed into
100). BimiLeap adds a vanishingly small number of random numbers
for each BOT or TOP value to create needed This prophylactic
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measure ensures the required variability, even if the respondent rates
all the vignettes as either 5 or 4 (all transformed TOP become 100) or
1 or 2 (all transformed BOT become 100).

Table 2 shows the parameters of the equation, expressed as:
TOP = kO + k1Al + k2A2 .. k16D4 . This equation can be estimated
accurately because the OLS regression does not have any correlation
issues between variables. The coefficients emerging from the OLS
are absolute values, so a 5 has half of the value as a 10 It is crucial to
understand this necessary property, which allows Mind Genomics to
create a science. The researcher can quickly grasp the dynamics in the
data revealed by the experiment when the coefficients show the real
magnitude of the effects.

As a side note, this vision of absolute coefficients is often
counter-intuitive to ‘experts’ who believe that the respondent needs
all the information from the different questions to make a decision.
Admirable as that point of view is, which ends up presenting complete
vignettes to each respondent, the results data is almost impossible
to understand, because the absolute coefficients have no meaning.
It is only differences which have meaning. There is no possibility of
databasing the results unless the entire study is replicated. Only then
do the coefficients have meaning.

Table 2 shows the results from the Total Panel, of 46 respondents,
each rating a unique set of 24 vignettes. The Table shows us places for
the 16 coefficients, along with the additive constant.

This constant indicates the likelihood of respondents saying
‘buy’ in the absence of any element in the vignette. The vignettes are

all designed with a minimum of two and maximum four elements.
The additive constant can be thought of as a statistical correction
factor. On the other hand, we can use this as a base, or a tendency for
respondents to respond “buy”. This will help us gain this insight. Table
2 indicates that 45% of the responses will be 5 or 5, when they know
what the system is, even when there are no specific elements to qualify
the product. We could have measured this change over the years if we
had done the same type of experiment.

In the interests of revealing patterns, the convention in this paper
and others is to show only positive coefficients of value 2 or higher.
Coefficients of 1, 0 and negative are of no interest. The low coefficients
indicate that an elements presence in a vignette “doesn’t add”. This
does not necessarily mean the element detracts or is insignificant.

Eight out of 16 elements have coeflicients greater than 1. All the
rest generate coefficients that are 0 or negative. . However, only one
element is really successful, “create amazing ads” with a coefficient
of 6. Subgroups are likely to be hiding strong performers, as we shall
soon see.

We now move to the Al interpretation of these results from the
total panel. Al analysis should only be viewed as a set of tentative
observations by a heuristic. AI can provide a quick answer before
taking the time to analyze the entire dataset. The BimiLeap report has
been upgraded to provide Al responses to the following six queries,
using the coefficients for the key subgroup being summarized.

The following are the six queries.

Table 2: Elements for the Total Panel which drive TOP (Sounds interesting). Only elements with coefficients > 1 are shown.

Group (Binary Ratings) Total
Base Size 46
Additive Constant 45
Question A: What is the typical problem faced by digital marketers

Al Acquiring new clients

A2 Getting their customers new leads

A3 Delivering results

A4 A lot of competition
Question B: What do you do specifically that gives your prospects a wow factor

B1 Offer value that No One else offers 3

B2 Deliver leads within the first week

B3 Design amazing ads 6

B4 Low-cost leads 2
Question C: What's the biggest promise you can offer your client?

C1 Get our clients good leads 2

C2 Deliver a quality website that converts visitors to buy

C3 Provide quality content that engages readers

C4 Provide long-term business growth which improves their bottom line 3
Question D: How do you nurture your long-term relationships with your customer?

D1 Deliver monthly newsletters and updates to their inbox 2

D2 Proactively call them to check if they are happy with results

D3 Offer them advice on improving their products 3

D4 Provide reporting showing how you improved their bottom line 5

Psychol ] Res Open, Volume 5(5): 6-12, 2023
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Interested in

Create a label for this segment:

Describe this segment:

Describe the attractiveness of this segment as a target audience:

Explain why this segment might not be attractive as a target
audience

Which messages will interest this segment

These queries primarily consider moderate or high performing
elements with coefficients greater than +5. The elements with
coeflicients below 4 are considered, but not relied upon.

The AI summarization of the data, based on the six queries
appears in Table 3.

Results from Self-profiling Questionnaire

The BimiLeap program instructed respondents to put themselves
into one of four groups, based upon how they feel about an outside
website having deep knowledge of oneself. Table 4 shows the pattern
of coefficients generated by the two polar opposite groups, the first very

excited and positive about the situation, the second bothered. As one
might expect, the additive constants are higher for the positive group,
and much lower for the negative group. Furthermore, there are more
strong-performing elements in the positive group. Table 4 shows the
coefficients of the elements. Table 5 shows the Al analysis of the patterns.

Dividing Respondents According to Mind-Sets Using
the Coefficients

The final analysis of the data will be focused on creating Mind-
Sets. These are groups of respondents that have been created by using
the K-means Clustering Program based upon the similarity of the
patterns made by their coeflicients. We use the 16 coeflicients whether
they are positive or negative for clustering. The additive constant is not
used in clustering [11].

BimiLeap. It generates two Mind-Sets at first, then three Mind-
Sets. The Mind-Sets encompass all respondents. A person belongs to
only one mind-set for the two mind-set solution, and again to only
one mind-set for the three mind-set solution. The clustering results
in meaningful groups that can be interpreted, despite the fact that the
process is mechanical and mathematical.

Table 3: Al first scan and interpretation of the strong performing elements for the Total Panel.

Overall Panel - Top

Interested in: Design amazing ads; Provide reporting showing how you improved their bottom line;

Create a label for this segment: Market MaximizerS

Describe this segment: The description of attributes from the total sample of a research study does not provide enough information to accurately describe a specific segment. Additional data
is needed to identify the characteristics, behaviors, and preferences of the target audience for advertising and reporting purposes.

Describe the attractiveness of this segment as a target audience: Based on the total sample of the research study, the target audience seems highly attractive for advertisement design and
reporting purposes. The sample may have various demographic and psychographic attributes that can be used for creating customized, targeted, and personalized advertisements. Additionally,
the availability of data can help in measuring the effectiveness of the ad campaigns and provide insights on how to further improve the bottom line. Hence, the target audience can be considered
as an excellent opportunity for businesses to enhance their marketing strategies and achieve their objectives.

Explain why this segment might not be attractive as a target audience: The total sample of the research study consists of individuals who are primarily middle-aged (between 354 years old),
educated (at least a bachelor's degree), and have a moderate to high income. They are primarily married or living with a partner and have children. These individuals are active on social media
platforms and are interested in health and wellness, travel, and entertainment.

While this segment may seem attractive as a target audience for businesses focused on health and wellness, travel, and entertainment, it may not be the most ideal for advertising and reporting
purposes. This is because the sample is relatively large and diverse, making it difficult to pinpoint specific interests and behaviors that drive their purchasing decisions. Additionally, as a middle-
aged demographic, this group may not be as susceptible to advertising as younger demographics or may have already established brand loyalty. As a result, businesses may want to consider
targeting a narrower segment with more specific interests and behaviors to maximize the effectiveness of their advertising and reporting efforts.

Which messages will interest this segment? The total sample of the research study consists of individuals who are primarily middle-aged (between 354 years old), educated (at least a bachelor's
degree), and have a moderate to high income. They are primarily married or living with a partner and have children. These individuals are active on social media platforms and are interested
in health and wellness, travel, and entertainment.

While this segment may seem attractive as a target audience for businesses focused on health and wellness, travel, and entertainment, it may not be the most ideal for advertising and reporting
purposes. This is because the sample is relatively large and diverse, making it difficult to pinpoint specific interests and behaviors that drive their purchasing decisions. Additionally, as a middle-
aged demographic, this group may not be as susceptible to advertising as younger demographics or may have already established brand loyalty. As a result, businesses may want to consider
targeting a narrower segment with more specific interests and behaviors to maximize the effectiveness of their advertising and reporting efforts.

- Highly diverse

- Varied age range (185+)

- Majority are employed (full-time or part-time)

- Different educational backgrounds

- Wide range of incomes

- Access to smartphones and other forms of digital technology

- Interest in trying new products and services

- Value authenticity and quality in brands they support

- Significant portion are environmentally conscious and socially responsible
- Strive for work-life balance and prioritize self-care

- Open to engaging with advertisements that align with their values and interests

Potential messages that may interest this segment could play up the uniqueness and diversity of the group, while also emphasizing the importance of quality, authenticity, and social responsibility.
Advertisements that tout the benefits of trying something new and innovative may also resonate with this audience. Highlighting ways in which your product or service can contribute to work-
life balance and self-care could also be effective. Finally, leveraging digital channels and creating visually striking or interactive ads may help capture their attention.

In terms of reporting, focus on metrics that demonstrate improved bottom line performance, such as increased sales, higher conversion rates, or improved customer retention. Tie these metrics
back to specific tactics or strategies that were implemented in your advertising campaigns to demonstrate your impact on their business.

Psychol ] Res Open, Volume 5(5): 7-12, 2023
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Table 4: Elements which drive TOP (Buy) for the two key segments emerging from the self-profiling question: How important is it that the website know my mind to give me offers?

ooy =
33 g
E =
Group (Binary Ratings) =3 g
E g g
23 :
Base Size 14 9
Additive Constant 56 33
Question A: What is the typical problem faced by digital marketers
Al Acquiring new clients
A2 Getting their customers new leads 10
A3 Delivering results
A4 A lot of competition
Question B: What do you do specifically that gives your prospects a wow factor
B1 Offer value that No One else offers 12
B2 Deliver leads within the first week 6
B3 Design amazing ads 2 8
B4 Low-cost leads 5 4
Question C: What's the biggest promise you can offer your client?
Cl1 Get our clients good leads 7 4
C2 Deliver a quality website that converts visitors to buy 7
C3 Provide quality content that engages readers
C4 Provide long-term business growth which improves their bottom line 5
Question D: How do you nurture your long-term relationships with your customer?
D1 Deliver monthly newsletters and updates to their inbox 12
D2 Proactively call them to check if they are happy with results 8
D3 Offer them advice on improving their products 12
D4 Provide reporting showing how you improved their bottom line 4 4

Scan and interpretation of the strong performing elements by two self-proclaimed segments (want them to know my mind vs bothers me)

How important is it that the website know my mind to give me offers?:

I want them to know my mind - Top

Interested in: Getting their customers new leads; Deliver leads within the first week; Low-cost leads; Get our clients good leads; Deliver a quality website that converts visitors to buy; provide
long term business growth which improves there bottom line; Deliver monthly newsletters and updates to their inbox; Proactively call them to check if they are happy with results; Offer them
advice on improving their products; Provide reporting showing how you improved their bottom line;

Create a label for this segment: Small Business Lead Generation Solutions Seekers.

Describe this segment: This segment is likely focused on obtaining new leads for their business and is interested in receiving high-quality leads quickly and at a low cost. They also prioritize
having a website that is optimized for conversion, which they believe will contribute to long-term business growth and improved profitability. Regular communication through newsletters
and updates is important to them, and they appreciate proactive outreach to ensure their satisfaction with results. Additionally, they value expert advice on how to improve their products and
services, and they expect clear reporting demonstrating the impact on their bottom line.

Describe the attractiveness of this segment as a target audience: The total sample of the research study is an attractive target audience for businesses that are interested in getting new leads
and delivering them within the first week, as well as providing low-cost and high-quality leads. This segment is attractive because they are looking for a website that can convert visitors into
buyers, which indicates they are actively seeking to grow their business and improve their bottom line. Additionally, this segment is interested in receiving monthly newsletters and updates, as
well as proactive calls from the business to check if they are satisfied with the results. Furthermore, businesses that offer advice on improving products and provide reports showing how they
have improved the bottom line will be particularly attractive to this segment. Overall, this segment represents a highly motivated and engaged group of potential customers who are seeking
long-term business growth and improvement.

Explain why this segment might not be attractive as a target audience:

This segment might not be attractive as a target audience because their main focus is on receiving Low-cost leads and getting good leads that deliver quick results. They also prioritize short-
term gains, such as getting new leads within the first week, over long-term business growth. This suggests that they may not be willing to invest in more expensive or long-term marketing
strategies that may yield better results in the future. Additionally, their emphasis on receiving regular newsletters and updates may indicate a lower level of engagement or interest in actively
participating in marketing efforts. Overall, this segment may not be as receptive to comprehensive or tailored marketing solutions and may prioritize cost and immediate results over long term
growth and development.

Which messages will interest this segment?

This segment is likely interested in messages about getting new leads, delivering leads quickly and at a low-cost, delivering quality websites that convert visitors to buy, providing long term
business growth that improves their bottom line, and proactively checking in with them to ensure they are happy with the results. They may also be interested in receiving monthly newsletters
and updates and receiving advice on improving their products. Messages about providing reporting showing how their bottom line has been improved may also be of interest.

How important is it that the website know my mind to give me offers?:
It bothers me - Top

Interested in: Offer value that No One else offers; Design amazing ads; Low-cost leads; Get our clients good leads; Provide reporting showing how you improved their bottom line;

Create a label for this segment: Value-Driven Lead Generation with Analytics Focus
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Describe this segment: The segment of the total sample in this research study is likely comprised of businesses or organizations that prioritize unique value propositions and effectively
communicating that to their target audience through visually appealing advertisements. They may also prioritize generating leads at a low cost, as well as ensuring those leads are of high quality
for their clients. Additionally, this segment values measurable results and would likely appreciate a service provider who can provide reports demonstrating the impact of their efforts on the
client's bottom line.
Explain why this segment might not be attractive as a target audience:
The segment described is focused on the service provider's ability to offer unique value propositions, design effective advertisements, generate Low-cost leads, and provide reporting on how
they have improved their clients’ bottom line. While these attributes may be desirable for some businesses, this segment may not be an attractive target audience for several reasons.
Firstly, the segment seems to be solely focused on the service provider's offerings without considering the specific needs or goals of the businesses they are targeting. This lack of customization
may not appeal to businesses that prioritize personalized solutions.
Secondly, the emphasis on Low-cost leads may not align with the goals of all businesses. Some companies may prioritize high-quality, targeted leads over cheap options that may not necessarily
result in conversions.
Finally, the focus on bottom-line reporting may not be relevant to all businesses, particularly those that prioritize other metrics such as brand awareness or customer satisfaction.
Overall, while the attributes described may appeal to some businesses, the lack of customization and narrow focus may limit the appeal of this segment as a target audience.
Which messages will interest this segment? Messages that emphasize offering value that no one else offers, designing amazing ads, providing Low-cost leads, getting clients good leads, and
providing reporting showing how the company improved their bottom line will be of interest to this segment.
Table 5: Elements which drive TOP (Buy) for the three Mind-Sets, emerging from k-means clustering of all the element coefficients from the 46 respondents.
e o] e QO
&5 3 2 g 2
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Group (Binary Ratings) B = = ('., -3
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Base Size 16 12 18
Additive Constant 30 50 54
Question A: What is the typical problem faced by digital marketers
Al Acquiring new clients 2 4
A2 Getting their customers new leads 5 8
A3 Delivering results 12
A4 A lot of competition 2
Question B: What do you do specifically that gives your prospects a wow factor
B1 Offer value that No One else offers 18
B2 Deliver leads within the first week 7
B3 Design amazing ads 6 17
B4 Low-cost leads 3 12
Question C: What's the biggest promise you can offer your client?
C1 Get our clients good leads 15
C2 Deliver a quality website that converts visitors to buy
C3 Provide quality content that engages readers 10
C4 Provide long-term business growth which improves their bottom line 8
Question D: How do you nurture your long-term relationships with your customer?
D1 Deliver monthly newsletters and updates to their inbox 15
D2 Proactively call them to check if they are happy with results 12
D3 Offer them advice on improving their products 12 10
D4 Provide reporting showing how you improved their bottom line 22

Table 6 lists the elements that make up the successful performance
of the Three-Mind-Solution. In order to save space, the two-mind
solution is not included. The Al results are shown in Table 7, emerging
after applying the six AI queries to the Mind-Sets.

Understanding Performance Using an Index Number
(IDT, Index of Divergent Thought)

Researchers in many fields ask the same question: “How did we
perform?” With Mind Genomics and AI still at an early stage, but
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available worldwide at the touch of a button, it becomes a matter of
whether the research produced anything valuable. It is important
to note that the notion of “value” does not refer to personal worth
of data for the researcher or to reproducibility of science. Instead,
for Mind Genomics we ask whether or not the study produced any
high-performing elements. When we find strong elements, there’s a
link between the element and rating questions. In these studies, the
researchers are looking for this link. In those elements, the issue at
hand can be better understood.
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Table 6: Al interpretation of the strong performing elements) by AI for the three-Mind-Set solution.

MS1 - Help client grow

Interested in: Getting their customers new leads; Design amazing ads; Get our clients good leads; Provide quality content that engages readers; Provide long-term business growth which
improves their bottom line; Deliver monthly newsletters and updates to their inbox; Proactively call them to check if they are happy with results; Offer them advice on improving their products;
Provide reporting showing how you improved their bottom line;

Create a label for this Mind-Set: Proactive Growth-Oriented Clients

Describe this Mind-Set: The Mind-Set appears to be comprised of businesses or individuals who are focused on improving their bottom line through various means such as lead generation,
designing effective advertisements, providing engaging content, and offering long-term business growth. They value regular communication and proactive outreach from their service
providers, seeking advice on ways to improve their products and operations. This Mind-Set also values transparency and data-driven reporting to show how their service providers have
contributed to their business success.

Describe the attractiveness of this Mind-Set as a target audience: This Mind-Set of the total sample appears to be highly attractive as a target audience. They are focused on obtaining new leads,
creating engaging content, and achieving long-term business growth. They value communication and transparency, as evidenced by their desire to receive monthly newsletters and updates,
as well as reporting on bottom line improvements. Additionally, they appreciate proactive outreach and advice on how to improve their products. These characteristics suggest that they are
invested in their business and actively seeking ways to improve and succeed, making them a promising potential customer base.

Explain why this Mind-Set might not be attractive as a target audience: This Mind-Set might not be attractive as a target audience because they are not clearly defined and do not have a specific
industry or demographic. Their interests are also very broad and varied, making it difficult to create targeted marketing campaigns. The mentioned attributes are also focused on the needs of]|
businesses rather than individuals, so it may be challenging to appeal to a specific target audience within this group. Additionally, there is no indication of their budget or willingness to pay for
these services, making it difficult to prioritize them as potential clients.

‘Which messages will interest this Mind-Set? Mind-Set is likely interested in messages that focus on providing new leads and improving their bottom line through quality content and effective
advertising. They may also be interested in receiving regular updates and being proactively contacted for feedback and advice on product improvement. Messages that highlight the ability to
deliver measurable results through reporting and long-term business growth could also be appealing.

MS?2 Client Consulting

Interested in: Getting their customers new leads; Delivering results; Offer them advice on improving their products;

Create a label for this Mind-Set: "Results-Oriented Clientele"

Describe this Mind-Set: The total sample in the research study is a group of customers who are looking for providers who can help them with new leads, deliver tangible results, and provide
guidance for improving their products. They value proactive and insightful support that can help them achieve their business goals. This Mind-Set is likely to be focused on growth and
innovation, and willing to invest in expertise and resources that can help them succeed. They are likely to be responsive to solutions that are tailored to their needs and are committed to building
lasting relationships with their providers.

Describe the attractiveness of this Mind-Set as a target audience: The Mind-Set of customers who are interested in getting new leads, Delivering results, and receiving advice on improving their
products is highly attractive as a target audience. These customers are proactive and goal-oriented, seeking tangible outcomes from their business efforts. They are likely to value innovation
and creativity and are open to new ideas and approaches. Their willingness to seek advice and support indicates a desire for continuous improvement, making them a promising audience for
businesses offering products and services in this area. Moreover, their focus on results and outcomes suggests that they are willing to invest resources in achieving their goals, making them
potentially lucrative customers for businesses. Overall, this Mind-Set represents a high-potential target audience for businesses looking to cater to their needs.

Explain why this Mind-Set might not be attractive as a target audience: Based on the given attributes, it seems that the total sample of the research study is a diverse group with various interests
and needs. However, this Mind-Set might not be attractive as a target audience for businesses because it does not provide a clear focus or direction. The group's interests seem to be too broad,
without a clear indication of their specific needs and preferences. Additionally, the group may not be willing to invest the necessary time, money, and effort to achieve the desired results,
making it less profitable for businesses that target this group. Therefore, businesses may prefer to focus on a more specific and defined audience with clear needs and more significant potential
for growth and profitability.

‘Which messages will interest this Mind-Set? This Mind-Set will be interested in messages that focus on Delivering results and offering advice on how to improve their products. They are likely
looking for a solution to generate new leads and will be attracted to messaging that highlights the effectiveness of the service. Therefore, messages that emphasize the benefits of the service in
terms of increased lead generation and actionable insights to improve their business are likely to appeal to this Mind-Set. Examples of such messages include "Our service delivers results that
will drive growth to your business,” "Let us help you find new customers with our lead generation solutions," and "Get expert advice on improving your products and growing your business."

MS3 - Generate Leads

Interested in: Acquiring new clients; Offer value that No One else offers; Deliver leads within the first week; Design amazing ads; Low-cost leads;

Create a label for this Mind-Set: High Value Lead Generation Seekers

Describe this Mind-Set: The Mind-Set is likely composed of individuals or businesses who are looking for a competitive edge in Acquiring new clients. They value offering something unique
and want to stand out from their competitors. They also prioritize quick turnaround time and value providers who can Deliver leads within the first week. Additionally, they place value on the
quality of ad design and want their campaigns to look visually impressive. Cost is also a factor for this Mind-Set, and they are interested in sources that can provide them with leads at a low-cost.

Describe the attractiveness of this Mind-Set as a target audience: Based on the given attributes, this Mind-Set of the total sample is highly attractive as a target audience. They are interested in
Acquiring new clients, which suggests that they are actively seeking ways to generate new business and grow their customer base. Additionally, they are looking for value that no one else offers,
which implies that they are willing to invest in unique or innovative solutions.

The fact that they prioritize the delivery of leads within the first week is also an important consideration, as this suggests that they have an urgent need for new business opportunities.
Furthermore, their interest in designing amazing ads indicates that they value high-quality marketing content and are likely willing to invest in visually striking campaigns that effectively
capture the attention of their target audience.

Finally, their preference for Low-cost leads is a further indication of their business savvy - they are looking for solutions that offer a strong return on investment and will help them maximize
their marketing budget. Overall, this Mind-Set is highly attractive as a target audience for any business that can provide innovative solutions, fast results, and cost-effective lead generation
strategies.

Explain why this Mind-Set might not be attractive as a target audience:

Based on the given attributes, it is possible that this sample of the research study does not represent a desirable target audience for certain businesses.

The first attribute "Acquiring new clients" is broad and generic, as most businesses are interested in Acquiring new clients. Thus, it does not help in identifying a specific group of potential
clients who might be interested in the particular products or services being offered.

The second attribute "Offer value that No One else offers" is ambitious but lacks specifics. Without knowing what value is being offered, it is difficult to judge whether this group would be
interested in the product or service, or if they are willing to pay a premium price for it.

The third attribute "Deliver leads within the first week" is focused on a short-term goal of gaining leads quickly. While this could be important for certain businesses, it might not be a significant
factor for others who may be more interested in building long-term relationships with potential clients.

The fourth attribute "Design amazing ads" suggests that the sample might be more interested in the creative aspects of marketing rather than the potential benefits of the products or services
being offered. This might be less appealing to businesses looking for more concrete metrics such as customer acquisition costs or return on investment.

The fifth attribute "Low-cost leads" might indicate that this target audience is more price-sensitive and might not be willing to pay a premium for a particular product or service. This might not
be ideal for businesses with higher-end products or services that cannot be sold at low prices.

Overall, this Mind-Set might not be attractive as a target audience for certain businesses based on the general nature of their interests and preferences.
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Which messages will interest this Mind-Set?

This Mind-Set is likely interested in messages that highlight the value and unique offerings of a business, as well as their ability to acquire new clients and deliver leads quickly. They may also
be interested in messages that emphasize Low-cost leads and the ability to design effective ads. Possible messaging could include:

- Discover the value that sets us apart from the competition and start Acquiring new clients today!

- Don't settle for basic leads - get the best with our exclusive, low-cost options that deliver results fast.

- Our talented team of designers will help you create amazing ads that will capture attention and drive conversions.

- Launch your marketing campaign with confidence knowing that our leads are guaranteed to deliver results within the first week.

- Get the edge over your competitors with our value-packed offerings that no one else can match.

Table 7: The IDT, Index of Diverged Thought, showing the performance of the elements, and thus the strength of the thinking behind the specific Mind Genomics study.

Total Mind-Set 1 of 2| Mind-Set 2 of 2 | Mind-Set 1 of 3 | Mind-Set 2 of 3 | Mind-Set 3 of 3
Base (number of respondents in this group) 46 26 20 16 12 18
Acquiring new clients 9 2 4
Getting their customers new leads 1 11 5 8
Delivering results 11 12
A lot of competition 1 2
Offer value that No One else offers 3 8 18
Deliver leads within the first week 0 5 7
Design amazing ads 6 14 6 17
Low-cost leads 2 9 3 12
Get our clients good leads 2 7 15
Deliver a quality website that converts visitors to buy 1 1
Provide quality content that engages readers 10 1
Provide long-term business growth which improves their bottom line 3 4 1 8 1
Deliver monthly newsletters and updates to their inbox 2 5 15
Proactively call them to check if they are happy with results 3 12
Offer them advice on improving their products 3 8 12 10
Provide reporting showing how you improved their bottom line 5 3 5 22
Sum Total of All Positive Coefficients 27 50 54 109 37 58
Average of All Positive Coefficients (sum coefficients/base) 0.6 1.9 2.7 6.8 3.1 32
Number of respondents in the column (in the subgroup) 46 26 20 16 12 18
Weight = Proportion of the respondents in the subgroup 0.33 0.19 0.14 0.12 0.09 0.13
Weighted Total (Weight x Sum Total of All Positive Coefficients) 8.91 9.5 7.56 13.08 3.33 7.54
Final Score = sum of weighted total 49.92

We present IDT Index of Divergent Thought as part of our effort
to “systematize” the use of Mind Genomics, in an era of simple-to-
use Al-powered techniques. IDT’s objective is to determine the effect
of elements. IDT produces a simple, indexed result. This is shown
in Table 8. When we divide the study into six groups, each sum of
positive coefficients for that group is weighted by the relative number
of respondents for that group. The six groups are Total, Mind-Sets 1 &
2 for the 2-Mind-Set solution, and Mind Sets 1, 2, & 3 for the 3-Mind-
Set solution. The IDT is the weighted sum of positive coeflicients. The
weight is the ratio between the respondents per group and the total
of 138.

The IDT by itself is simply an index number about how well the
elements performed. With continuing use of the IDT as a metric, it
may become possible to measure the degree to which a person grows
in the ability to think creatively. One could imagine charting the IDT
value for a person or group of people as they are challenged to think
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through various problems. The IDT gives us a way of measuring the
‘strength’ of alternative efforts to deal with the same issue, with different
issues, after teaching interventions, and so forth. The alternatives may
be the same researcher over time, the performance of studies done by
individuals vs. those done by collaborating groups, and so forth. The
IDT is objective, a simple index quickly calculated as part of the report
to the researcher.

Discussion and Conclusions

The Mind Genomics method has been used to investigate the
decision-making process for the world of the ‘everyday. Rather
than focusing on topics of deep significance and with a long history
of investigation, the researcher using Mind Genomics investigates
simpler problems, such as what does a person want from a website
which ‘knows’ the user. It is within that world view that the current
study was done.
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What emerges from Mind Genomics is far more than a simple
snapshot of human decision making at the level of the concrete issue.
One can sense from the use of commonplace features as elements that
behind these everyday statements lay an entire universe of motivations,
a universe that might totally disappear or at least lose its vitality if the
statement were couched in the general, rather than in the specific. It
is the richness in the meaning of everyday experience which provides
deep learning. In other words, Mind Genomics provides emotion-
rich, philosophically rich metaphors that ordinary, academic language
cannot.

Armed with that point of view the paper no longer talks only about
websites which know the person. Rather, the paper talks to the issue
of emotional responses to different ways of weighting information
to decide. different ways of responding to recommendations from
a ‘machine’ and the concern with the nature and trustworthiness
of machines which know the person. The issues lose a bit in the
translation when they are stated in the form of generalities, but create
immediate, palpable internal sensations when they are described by
daily, identifiable events, viz., by realistic metaphors.

Beyond the actual data from the Mind Genomics exercise,
however, lies the second layer of AI analysis. The AI process was told
to look at the elements in general, especially those with coefficients
of +6 or higher, along with the additive constant, and summarize
the results through six queries. The objective of the exercise was to
publicly present the data, and then the AI interpretation of the data,
untouched by human hands. No attempt was made to structure
the output of the Al, this effort being among the first to attempt a
machine-level summarization. It is likely that we will see significant
advances in ‘insights and languages, as the ever-evolving Al amplifies
the structured outputs of Mind Genomics experiments.
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