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execuTive Summary

For the retail food store and cpg marketer, 
ƋĘå�ÏŅŸƋ�åþÏĜåĹÏƼ�Ņü�ĵ±ŸŸěĵåÚĜ±�±ÚƴåųƋĜŸĜĹč�
Ę±Ÿ�ÚåÏĬĜĹåÚ�ĜĹ�ƋĘå�Ş±ŸƋ�Ɩǈ�Ƽå±ųŸţ�aåÚĜ±�
advertising has been replaced with 
promotions, discounting, merchandising and 
new media, but these approaches rarely 
deliver both the high levels of brand loyalty 
±ĹÚ�Ş±ƼÆ±Ïĩ�ĵ±ųĩåƋåųŸ�Ÿååĩţ��

as a result, the behavioral Science lab 
(bSl), a joint Sanders\wingo and Somerset 
consulting group undertaking, executed a 
ŸĘŅŞŞåųěĵ±ųĩåƋĜĹč�ŸƋƚÚƼ�ƵĜƋĘ�ĜƋŸ�aFc%:�F%)�
ŸåųƴĜÏå�ƋŅ�ÚåƴåĬŅŞ�Ƌųƚå�čųŅÏåųƼěŸĘŅŞŞåų�
ƚĹÚåųŸƋ±ĹÚĜĹčţ�

the initial inquiry focused on whether 
millennial moms who did the bulk of the 
ŸĘŅŞŞĜĹč�üŅų�ƋĘåĜų�ĘŅƚŸåĘŅĬÚŸ�±ųå�ÚĜýåųåĹƋ�
from other shoppers and, if so, how?

this study considered both the type of 
retail food store patronized and products 
purchased, ranging from food to personal 
Ï±ųå�ƋŅ�ŞåƋŸţ�aĜĬĬåĹĹĜ±Ĭ�ĵŅĵŸ�Ƶåųå�±�ŸƚÆŸåƋ�
Ņü�±�Ĺ±ƋĜŅĹ±ĬĬƼ�ųåŞųåŸåĹƋ±ƋĜƴå�üåĵ±Ĭå�Ęå±Úě
ŅüěĘŅƚŸå�ŞųĜĵ±ųƼěčųŅÏåųƼěŸĘŅŞŞåų�Ÿ±ĵŞĬå�Ņü�
Ăĉǈţ���X�±ŞŞĬĜåÚ�ƋĘå�aFc%:�F%)�±ŞŞųŅ±ÏĘ�ƋŅ�
ƋĘĜŸ�Ÿ±ĵŞĬå�ĜĹ�±�ĵƚĬƋĜŞĘ±ŸåØ�ĀƴåěĵŅĹƋĘěĬŅĹč�
ŸƋƚÚƼţ��åŸƚĬƋŸ�±ųå�Ÿƚĵĵ±ųĜǄåÚ�±Ÿ�üŅĬĬŅƵ×

millennial moms are neither a homogenous 
group with a common set of purchase habits, 
nor do they “stand out” from the population of 
principal grocery shoppers in terms of what, 
ƵĘåųå�±ĹÚ�ƵĘƼ�ƋĘåƼ�ÆƚƼØ�±Ÿ�ŸŅĵå�ŸƚččåŸƋţ�
rather, they are composed of the same 
ŞƚųÏĘ±ŸåěÚåÏĜŸĜŅĹ�ŸåčĵåĹƋŸ�Ņü�ŸĘŅŞŞåųŸ�ƋĘ±Ƌ�
åƻĜŸƋ�ĜĹ�ƋĘå�ŞŅŞƚĬ±ƋĜŅĹţ�

�åĹ�ŸŞåÏĜĀÏ�ŞƚųÏĘ±Ÿå�ŮĜĹāƚåĹÏåųŸŰ�ó�ų±ĹčĜĹč�
from discounts and price to Family members 
ƋŅ�FĹěŸƋŅųå�)ƻŞåųĜåĹÏå�ó�ÚųĜƴå�ŸĘŅŞŞåųŸű�
purchase decisions of where and what to buy, 
ƵĘåƋĘåų�ƋĘåƼ�±ųå�aĜĬĬåĹĹĜ±Ĭ�ĵŅĵŸ�Ņų�ĹŅƋţ�

�ĘåŸå�Ŏǈ�ÚųĜƴåųŸ�±ųå�ĹŅƋ�±ĬĬ�Ůåŧƚ±ĬŰ�ĜĹ�ƋĘåĜų�
åýåÏƋţ�8Ĝƴå�ÚŅĵĜĹ±Ƌå�±Ÿ�ƋĘå�ŸĘŅŞŞåųŸű�
Ů{ųĜĵ±ųƼ�%åÏĜŸĜŅĹôŸƼŸƋåĵ�FĹāƚåĹÏåųŸØŰ�Ņų�
ƋĘå�ŮĀųŸƋ�ƋĘĜĹčŰ�ƋĘåŸå�ŸĘŅŞŞåųŸ�ƚŸå�ĜĹ�ƋĘåĜų�
ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸåŸţ�{ųĜÏå�%ĜŸÏŅƚĹƋ�ĜŸ�ƵĘ±Ƌ�
ĉŎ�ŞåųÏåĹƋ�Ņü�ƋĘå�Ÿ±ĵŞĬå�åƴ±Ĭƚ±Ƌå�ĀųŸƋţ�
BŅƚŸåĘŅĬÚ�aåĵÆåų�FĹāƚåĹÏå�ĜŸ�ĬŅŅĩåÚ�±Ƌ�ĀųŸƋ�
ÆƼ�ŎĿ�ŞåųÏåĹƋſ�{ųŅÚƚÏƋ�}ƚ±ĬĜƋƼ�ÆƼ�ŎĂ�ŞåųÏåĹƋſ�
ĵååƋĜĹč�ƋĘå��ƚÚčåƋ�ÆƼ�±ĹŅƋĘåų�ŎĂ�ŞåųÏåĹƋſ�
±ĹÚ�ĉ�ŞåųÏåĹƋ�ĀųŸƋ�ĬŅŅĩ�ƋŅ�Ÿ±ƋĜŸüƼ�ƋĘåĜų�XĜŸƋx
aå±Ĭ�{Ĭ±Ĺţ��ĘåŸå�{ųĜĵ±ųƼ�FĹāƚåĹÏåųŸ�±ųå�ƵĘ±Ƌ�
ĵĜčĘƋ�Æå�ÏŅĹŸĜÚåųåÚ�Ů�ƼŸƋåĵ�ŎØŰ�ŮĩĹååěģåųĩŰ�Ņų�
ŮĀųŸƋěĹååÚŰ�ŸĘŅŞŞĜĹč�ųåŧƚĜųåĵåĹƋŸţ�

�ĘåŸå�{ųĜĵ±ųƼ�FĹāƚåĹÏåųŸ�±ųå�ŅĹĬƼ�ŅĹå�
åĬåĵåĹƋ�ĜĹ�ÚåÏĜŸĜŅĹěĵ±ĩĜĹč�ŞųŅÏåŸŸåŸ� 
 

ƋĘ±Ƌ�ĜĹÏĬƚÚåŸ�±ĬĬ�Ŏǈ�ÚųĜƴåųŸţ�8Ņų�åƻ±ĵŞĬåØ�±ĵŅĹč�
ƋĘå�ĉŎ�ŞåųÏåĹƋ�ĀųŸƋ�ĬŅŅĩĜĹč�üŅų�{ųĜÏå�%ĜŸÏŅƚĹƋŸØ�
ƋĘå�±ÚÚĜƋĜŅĹ±Ĭ�{ųĜĵ±ųƼ�FĹāƚåĹÏåųŸ�Ņü��ƚÚčåƋØ�
�ĘåĹ��ĘŅŞŞĜĹč�kÏÏƚųŸØ�FĹěŸƋŅųå�)ƻŞåųĜåĹÏå�
and time Spent Shopping (among others) play 
ĜĵŞŅųƋ±ĹƋ�ÆƚƋ�ÚĜýåųåĹƋ�ųŅĬåŸ�ĜĹ�ŮÚŅƵĹŸƋųå±ĵŰ�
ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸåŸţ�%åÏŅÚĜĹč�ƋĘåŸå�ŞųŅÏåŸŸåŸ�
allows us to understand the decisions a 
shopper makes, in the order they are made, in 
selecting a retail food store from the moment 
they are alerted to the shopping need to the 
ƋĜĵå�ƋĘåƼ�ÏŅĵŞĬåƋå�ƋĘåĜų�ŅĹå�Ņų�Ÿåƴåų±Ĭ�ƋųĜŞŸţ��

8ĜĹ±ĬĬƼØ�üŅƚų�ÚĜýåųåĹƋ�ĩåƼ�Ÿ±ĬåŸ�ĵåŸŸ±čåŸØ�
å±ÏĘ�ÚåƴåĬŅŞåÚ�ƋŅ�±ŞŞå±Ĭ�ƋŅ�±�ŸŞåÏĜĀÏ�
{ųĜĵ±ųƼ�FĹāƚåĹÏåų�ŸåčĵåĹƋØ�Ƶåųå�ŸĘŅƵĹ�
to be attractive only to the segment with 
ƋĘåĜų�ųåŸŞåÏƋĜƴå�{ųĜĵ±ųƼ�FĹāƚåĹÏåųţ��ĘĜŸ�
“resonance” between a communication 
containing the information and the customer 
ŸåčĵåĹƋ�ŮĬŅŅĩĜĹč�üŅųŰ�ĜƋØ�ƴ±ĬĜÚ±ƋåŸ�aFc%:�F%)ţ��

thus, by segmenting the consumer market 
ƵĜƋĘ�aFc%:�F%)Ø�ƋĘå�ĵŅŸƋěÏŅĵŞåĬĬĜĹč�
messages and appeals to each segment are 
known in advance, giving the marketer an 
ƚŞüųŅĹƋ�±Úƴ±ĹƋ±čåţ�eĬƋĘŅƚčĘ�ĹŅƋ�ÏŅĹƋ±ĜĹåÚ�ĜĹ�
this report, each mindguidE segment can be 
targeted separately by linking the appropriate 
demographics, thereby delivering a true 
Ƌ±ÏƋĜÏ±Ĭ�ŸƋŅųåěĬåƴåĬ�±Úƴ±ĹƋ±čåţ
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kƴåų�ƋĘå�Ş±ŸƋ�Ăǈ�Ƽå±ųŸØ�üåƵ�±ųå±Ÿ�ĜĹ�
marketing have undergone so much change 
±Ÿ�üŅŅÚěŸƋŅųå�ĵ±ųĩåƋĜĹčţ��Ę±Ƌ�Æåč±Ĺ�±Ÿ�
ƋĘå�Ïų±ÚĬå�Ņü�Ş±Ïĩ±čåÚěčŅŅÚŸ�ĵ±ųĩåƋĜĹč�
has been transformed by a panoply of retail 
ÏŅĹÏåŞƋŸ�ų±ĹčĜĹč�üųŅĵ�ÆŅƻ�ŸƋŅųåŸØ�ƋŅ�ĘĜčĘě
end superstores to traditional retail chains 
ƋŅ�ĵŅĵě±ĹÚěŞŅŞ�ÆŅÚåč±Ÿţ���ų±ÚĜƋĜŅĹ±Ĭ�
marketing has been pushed aside in favor 
of architects, promotion and merchandising 
čƚųƚŸØ�±ĹÚ�±�üŅÏƚŸ�ŅĹ�ŮŸĘŅŞŞåų�ÆåĘ±ƴĜŅųţŰ� 
the media take from progressive grocer, 
the Food marketing institute and others has 

been that traditional media advertising just 
ÚĜÚĹűƋ�Ę±ƴå�ƋĘå�Ş±ƼÆ±Ïĩ�ųåŧƚĜųåÚ�ƋŅ�ŸƚŸƋ±ĜĹ�
ŞųåÚĜÏƋ±ÆĬå�ųåƴåĹƚå�±ĹÚ�ŸĘ±ųå�čųŅƵƋĘţ�FĹ�
ŸĘŅųƋØ�ƋĘå�ŞĬ±ĹěŅěčų±ĵØ�ŞųĜÏåØ�ŞųŅĵŅƋĜŅĹ�±ĹÚ�
merchandising have replaced traditional 
ĵåÚĜ±�±ÚƴåųƋĜŸĜĹč�±ĹÚ�ĵ±ųĩåƋĜĹčţ��

as a result, food marketers and others have 
focused on reaching such popular consumer 
ŸåčĵåĹƋŸ�±Ÿ�aĜĬĬåĹĹĜ±ĬŸţ��ų±ĹÚŸ�Ę±ƴå�
undertaken a broad portfolio of studies on 
both millennials and moms in order to “crack 
ƋĘå�ÏŅÚåŰ�ĜĹ�ƋĘåĜų�ü±ƴŅųţ�cƚĵåųŅƚŸ�ĜĹÚƚŸƋųƼ�
±ųƋĜÏĬåŸ�ŞĜƋÏĘåÚ�ƋĘĜŸ�ĘŅƋØ�ĹåƵ�ĵåč±ěĹĜÏĘå�ƵĜƋĘ�
headlines such as …

“Five TiPS on MarkeTinG To The MiLLenniaL 
MoM: how To reach conSuMerS who are 
SociaL, Savvy anD SeekinG a TriPLe BoTToM 
Line”  — aDaGe

“waL-MarT’S MoM-in-chieF TarGeTS 
MiLLenniaL MoTherS” — ForBeS

“MiLLenniaL MoMS Don’T LeT Sex GeT in The 
way oF SMarTPhone uSe” — aDweek

�ĘĜĬå�ƋĘå�Ęå±ÚĬĜĹåŸ�ÆŅ±ŸƋåÚ�Ĺå±ųěĜĵĵåÚĜ±Ƌå�
success, a review of substantive content 
across both product categories suggested 
ŅƋĘåų�ÏŅĹÏĬƚŸĜŅĹŸ×

Ŏţ� the millennial segment itself was not well 
understood beyond its status as a “shiny 
ŅÆģåÏƋŰ�ĵ±ųĩåƋţ

Ɩţ� �ųƚå�ĜĹŸĜčĘƋŸ�Ƶåųå�ĹŅƋ�ĹåƵØ�ÆƚƋ�ųåāåÏƋåÚ�
or communicated general information 
±ÆŅƚƋ�aĜĬĬåĹĹĜ±ĬŸ�ƋĘ±Ƌ�Ƶ±Ÿ�±Ĭųå±ÚƼ�ƵåĬĬě
ĩĹŅƵĹţ�8Ņų�åƻ±ĵŞĬåØ�:åĹ�¥�ĜŸ�±Ĭųå±ÚƼ�
known as the cornerstone of mobility 
and related apps, so conclusions that 
millennial moms are highly mobile and 
ƋåÏĘěÚųĜƴåĹ�ÏŅĵå�±Ÿ�±�ŸƚųŞųĜŸå�ƋŅ�ĹŅ�ŅĹåţ

given the newfound interest in this segment, 
the lack of concrete, publicly available insights, 
and the value of the segment to retail food 
marketing, behavioral Science lab wanted 
to answer two very simple questions about 
aĜĬĬåĹĹĜ±Ĭ�ĵŅĵŸ×�

1. BŅƵ�ÚŅ�aĜĬĬåĹĹĜ±Ĭ�ĵŅĵŸ�ÚĜýåų�
üųŅĵ�ŅƋĘåų�±čå�ŸåčĵåĹƋŸũ

2. �ĘĜÏĘ�ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸåŸ�
ŸƚŞŞŅųƋåÚ�ƋĘåŸå�Ę±ÆĜƋŸũ

to answer these questions, we conducted an 
exhaustive multiphase study using behavioral 
�ÏĜåĹÏå�X±ÆűŸ�aFc%:�F%)�ŸƼŸƋåĵţ��Ęå�
ųåŸå±ųÏĘ�ŞųŅÏåŸŸ�ƋŅŅĩ�ŞĬ±Ïå�Ņƴåų�±�Āƴåě
ĵŅĹƋĘ�ŞåųĜŅÚ�åĹÚĜĹč�ĜĹ�eŞųĜĬ�ƖǈŎƐţ�%åƋ±ĜĬŸ�
of the research methodology are given in a 
ŸƚÆŸåŧƚåĹƋ�ŸåÏƋĜŅĹ�Ņü�ƋĘĜŸ�ųåŞŅųƋţ�

inTroDucTion
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mindguidE is a proprietary research 
methodology developed by Somerset 
consulting group and housed within the 
behavioral Science lab (bSl), a joint endeavor 
ƵĜƋĘ��±ĹÚåųŸÇ�ĜĹčŅţ��ŅƋĘ���:�±ĹÚ� 
�±ĹÚåųŸÇ�ĜĹčŅ�±ųå�ĬŅÏ±ƋåÚ�ĜĹ�eƚŸƋĜĹØ��åƻ±Ÿţ�

unlike mainstream insight processes that 
utilize traditional tactics, such as focus groups, 
quantitative surveys and ethnographies, to 
understand topics such as customer journey 
or message validation, mindguidE was built 
from the ground up to “make available” to the 
researcher the true decision processes that 
ƚĹÚåųĬĜå�ŞƚųÏĘ±Ÿå�ÆåĘ±ƴĜŅųţ�

mindguidE produces a system of decision 
rules for each primary driver segment, 
which describe the behavioral economics 
of that segment for a particular type of 
ŞƚųÏĘ±Ÿå�ÚåÏĜŸĜŅĹŸţ��Ęå�ĹåƋ�ųåŸƚĬƋ�ĜŸ�±�üƚĬĬ�
ƚĹÚåųŸƋ±ĹÚĜĹč�Ņü�ÏŅĹŸƚĵåųŸű�Ƌųƚå�ĹååÚŸ�±ĹÚ�
goals in a process that explains how they 
ĜĹƋåų±ÏƋţ�aFc%:�F%)�åĹ±ÆĬåŸ�ƚŸåųŸ�ƋŅ�ÏĬå±ųĬƼ�
understand the process by which consumers 
ĵ±ĩå�ŞƚųÏĘ±Ÿå�ÚåÏĜŸĜŅĹŸ�±ĹÚ�ĘŅƵ�ÚĜýåųåĹƋ�
ÏŅĹŸƚĵåų�ÏŅĘŅųƋŸ�ƚŸå�ÚĜýåųåĹƋ�ÚåÏĜŸĜŅĹ�
ŞųŅÏåŸŸåŸţ�

aFc%:�F%)�ųåÚåĀĹåŸ�ÏƚŸƋŅĵåųŸ�Æ±ŸåÚ�
on how they think before they purchase, 
rather than trying to infer the motivations of 
a particular demographic group because 
Ņü�ƵĘ±Ƌ�ƋĘåƼ�ÆƚƼţ��Ęå�åĹÚ�ųåŸƚĬƋ�ĜŸ�±�ĵŅųå�
åþÏĜåĹƋ�±ĹÚ�åýåÏƋĜƴå�ĜĹƋåų±ÏƋĜŅĹ�ÆåƋƵååĹ�

the marketer and the consumer, because 
the marketer knows in advance what the 
ÏŅĹŸƚĵåų�ĜŸ�ĬŅŅĩĜĹč�üŅųţ�8ĜĹ±ĬĬƼØ�aFc%:�F%)�
is applicable across categories, touchpoints 
±ĹÚ�čŅ±ĬŸ�ŠåţčţØ�ŞƚųÏĘ±ŸĜĹčØ�ŞųŅĵŅƋĜŅĹØ�Æų±ĹÚØ�
ĵåÚĜ±Ø�ĵåŸŸ±čĜĹč�±ĹÚ�ĜĹĹŅƴ±ƋĜŅĹšţ��

aBouT minDGuiDe
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�å�ÏŅĹÚƚÏƋåÚ�±�ĉíěŸƋ±Ƌå�ŸƋƚÚƼ�Ņü�Ăĉǈ�üåĵ±Ĭå�
Ęå±ÚěŅüěĘŅƚŸåĘŅĬÚ�ŞųĜĵ±ųƼ�čųŅÏåųƼ�ŸĘŅŞŞåųŸØ�
±čåŸ�ƖĂôĉĿØ�ƵĘŅ�Ƶåųå�ĘĜčĘ�ŸÏĘŅŅĬ�čų±Úƚ±ƋåŸ�
living in households with a total annual income 
of $35K+, balanced to a national proportion on 
±čåØ�åƋĘĹĜÏĜƋƼØ�ųåčĜŅĹ�±ĹÚ�ĘŅƚŸåĘŅĬÚ�ĜĹÏŅĵåţ�
the marketing focus was to …

Ŏţ� uncover all emotional and rational drivers 
ƚŸåÚ�ÚƚųĜĹč�čųŅÏåųƼ�ŸĘŅŞŞĜĹčţ

Ɩţ� FÚåĹƋĜüƼ�ÆåĘ±ƴĜŅų±Ĭ�ŸåčĵåĹƋŸ�ŠĬĜĩåěĵĜĹÚåÚ�
Ņų�ŸĜĵĜĬ±ųěĜĹě±ÏƋĜŅĹ�čųŅƚŞŸš�ÆƼ�ƋĘåĜų�
ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸåŸ�ŠŸƼŸƋåĵŸšţ

Ɛţ� develop an actionable, stable and robust 
ŞĬ±ƼĜĹč�ĀåĬÚ�üŅų�ĵ±ųĩåƋåųŸ�Æ±ŸåÚ�ŅĹ�ĘŅƵ�
ÏŅĹŸƚĵåųŸ�ĵ±Úå�ÚåÏĜŸĜŅĹŸţ

these three areas of marketing focus drove 
three research areas of inquiry built into 
aFc%:�F%)×

Ŏţ� which elements and decision systems 
drive purchase?

Ɩţ� what consumer segments use the same 
decision systems?

Ɛţ� which message resonates best with each 
segment?

mindguidE accomplishes these three tasks in 
üŅƚų�ƚĹĜŧƚå�±ĹÚ�ŞųŅŞųĜåƋ±ųƼ�Ƶ±ƼŸ×
 

Ŏţ� �Ęå�ŮÆƚĜĬÚĜĹčěÆĬŅÏĩŰ�åĬåĵåĹƋŸ�Ņü�±�
ŞƚųÏĘ±ŸåěÚåÏĜŸĜŅĹ�ŸƼŸƋåĵ�±ųå�ŮÆƚĜĬƋŰ�ÆƼ�
consumers, not by researchers either 
applying their own biases or their own 
±Ĺ±ĬƼƋĜÏ�ƋåÏĘĹĜŧƚåŸţ��ĘĜŸ�±ŞŞųŅ±ÏĘ�ĵ±ĩåŸ�
these elements more valid and “available” 
for consumers to use in developing their 
ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸåŸţ��

Ɩţ� �Ęå�ųŅĬåŸ�ƋĘåŸå�ŮÆƚĜĬÚĜĹčěÆĬŅÏĩŰ�åĬåĵåĹƋŸ�
ŞĬ±Ƽ�ĜĹ�±�ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸ�±ųå�±Ÿ�ÚĜýåųåĹƋ�
±Ÿ�ƋĘå�ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸåŸ�ƋĘåĵŸåĬƴåŸţ�
�ĘĜŸ�ÏŅĹÏåŞƋ�Ņü�ÚƼĹ±ĵĜÏ�ŮāåƻĜÆĜĬĜƋƼ�
ƵĜƋĘĜĹ�āåƻĜÆĜĬĜƋƼŰ�±ĬĬŅƵŸ�±�ŅĹåěƋŅěŅĹå�ŮĀƋŰ�
between the decision models and how 
ÏŅĹŸƚĵåųŸ�±ÏƋƚ±ĬĬƼ�ĵ±ĩå�ÚåÏĜŸĜŅĹŸţ

Ɛţ� Since the decision models are such 
±�čŅŅÚ�ŮĀƋŰ�ƋŅ�±ÏƋƚ±Ĭ�ÆåĘ±ƴĜŅųØ�ŅĹĬƼ�±�
limited number of models are required 
to describe the consumer market, thus 
creating an easily understood, useful and 
ĘĜčĘĬƼ�ŞųŅŞųĜåƋ±ųƼ�ĵ±ųĩåƋĜĹč�Ĭ±ĹÚŸÏ±Şåţ

ĉţ� the elements, decision systems and 
consumer cohorts are described in the 
same language respondents use with 
ĹŅ�ŮĀĬƋåųĜĹčŰ�ÆƼ�ƋĘå�ųåŸå±ųÏĘåų�±ĹÚØ�
ƋĘåųåÆƼØ�ĹŅ�ĹååÚ�üŅų�üƚųƋĘåų�ĜĹƋåųŞųåƋ±ƋĜŅĹţ�
this makes the results immediately 
understandable and useful to the 
marketer without further time, expense or 
ŞŅŸŸĜÆĬå�ĵĜŸƚĹÚåųŸƋ±ĹÚĜĹčţ�

�Ęå�åĹÚ�ÆåĹåĀƋ�ƋŅ�ƋĘå�ĵ±ųĩåƋåų�ƵĘŅ�ƚŸåŸ�
mindguidE is a clear map of how customers 
make purchase decisions, allowing them to 
ŞųŅĀƋ±ÆĬƼ�ÚųĜƴå�ƋĘå�ÏŅĹŸƚĵåų�ƋŅ�ÆƚƼ�ƋĘåĜų�
brand and engender both engagement and 
loyalty using a proprietary system available 
ŅĹĬƼ�ƋŅ�ƋĘåĵţ��

meThoDoLoGy & aPProach



7

�Ęå�ĀųŸƋ�ŸƋ±čå�ĜĹ�ƋĘå�aFc%:�F%)�ŞųŅÏåŸŸ�
ĜŸ�ƋĘå�ĜÚåĹƋĜĀÏ±ƋĜŅĹ�Ņü�ƋĘå�åĬåĵåĹƋŸ�ĜĹ�±ĬĬ�
ŞƚųÏĘ±ŸåěÚåÏĜŸĜŅĹ�ŸƼŸƋåĵŸ�ƚŸĜĹč�±�ŞųŅŞųĜåƋ±ųƼ�
ŧƚ±ĬĜƋ±ƋĜƴå�ŞųŅÏåŸŸţ�kĹÏå�ƋĘå�åĬåĵåĹƋŸ�Ę±ƴå�
been obtained, named and described by 
respondents, they are used in a quantitative 
ŞĘ±Ÿå�ƋŅ�±ŸŸĜčĹ�å±ÏĘ�åĬåĵåĹƋűŸ�ŞĬ±Ïå�ĜĹ�±�
ÚåÏĜŸĜŅĹ�ŸƼŸƋåĵţ��Ƽ�ŸŅ�ÚŅĜĹčØ�ŸŅĵå�åĬåĵåĹƋŸ�
will take on the role of primary and Secondary 
FĹāƚåĹÏåųŸ�ĜĹ�±�ŸƼŸƋåĵţ��Ęå�üŅĬĬŅƵĜĹč�±ųå�
the elements isolated in this study, with the 
ÚåĀĹĜƋĜŅĹŸ�čĜƴåĹ�ƋŅ�ƋĘåĵ�ÆƼ�ųåŸŞŅĹÚåĹƋŸ×

Price DiScounT 
reductions from everyday price, including 
Ÿ±ĬåŸØ�ÏŅƚŞŅĹŸØ�ÚĜŸÏŅƚĹƋŸ�±ĹÚ�ĜĹěŸƋŅųå�
ŞųŅĵŅƋĜŅĹŸţ

ProDucT QuaLiTy 
degree of product freshness, healthiness or 
ĹƚƋųĜƋĜŅĹţ

houSehoLD memBer 
infLuence  
needs and wants of household members 
åƻŞųåŸŸåÚ�ÆåüŅųåØ�ÚƚųĜĹč�±ĹÚ�±üƋåų�ŸĘŅŞŞĜĹčţ

BuDGeT  
amount of money you have to spend for 
ųåčƚĬ±ų�ĘŅƚŸåĘŅĬÚ�ŸĘŅŞŞĜĹčţ��

When you ShoP 
�Ĝĵå�Ņü�Ú±Ƽ�±ĹÚ�Ú±Ƽ�Ņü�Ƶååĩ�ƵĘåĹ�ƼŅƚ�ŸĘŅŞţ

in-STore exPerience 
Everything in the store environment that 
ĜĵŞ±ÏƋŸ�ƼŅƚų�ŸĘŅŞŞĜĹčţ�

muLTiPLe SToreS  
going to more than one store to complete 
ƼŅƚų�ųåčƚĬ±ų�ĘŅƚŸåĘŅĬÚ�ŸĘŅŞŞĜĹčţ

STore SeLecTion 
Store chosen for your regular household 
ŸĘŅŞŞĜĹčţ

Time SPenT ShoPPinG  
total amount of time to complete regular 
ĘŅƚŸåĘŅĬÚ�ŸĘŅŞŞĜĹčţ

LiST/PLan 
all requirements you need to complete 
ųåčƚĬ±ų�ĘŅƚŸåĘŅĬÚ�ŸĘŅŞŞĜĹčţ�

DeciSion DriverS
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the mindguidE grocery Shopper Study 
üŅƚĹÚ�Āƴå�ŞųĜĵ±ųƼ�ÏƚŸƋŅĵåų�ŸåčĵåĹƋŸ�Æ±ŸåÚ�
ŅĹ�ƋĘå�åĬåĵåĹƋŸ�ĬĜŸƋåÚ�ĜĹ�ƋĘå�ŞųĜŅų�ŸåÏƋĜŅĹţ��ĘĜŸ�
report goes into greater detail in the following 
ŸåÏƋĜŅĹŸ�ƋŅ�åƻŞĬ±ĜĹ�ƋĘå�ŸŞåÏĜĀÏ�aFc%:�F%)�
ÚåÏĜŸĜŅĹ�ĵ±ŞŸ�üŅų�å±ÏĘ�čųŅƚŞţ�

�ĘåŸå�Āƴå�ŸåčĵåĹƋŸ�ųåŞųåŸåĹƋåÚ�Ŀĉ�ŞåųÏåĹƋ�
Ņü�ƋĘå�Ņƴåų±ĬĬ�ŸĘŅŞŞåų�ŞŅŞƚĬ±ƋĜŅĹţ�kĹĬƼ�ƅ�
percent of shoppers do not utilize one of the 

Āƴå�åĬåĵåĹƋŸ�ĬĜŸƋåÚ�±ÆŅƴå�±Ÿ�ƋĘåĜų�{ųĜĵ±ųƼ�
FĹāƚåĹÏåųţ�FĹ�ü±ÏƋØ�ƋĘå�ųåĵ±ĜĹĜĹč�ƅ�ŞåųÏåĹƋ�
of shoppers distributed themselves nearly 
åƴåĹĬƼ�±ÏųŅŸŸ�ƋĘå�ųåĵ±ĜĹĜĹč�Āƴå�åĬåĵåĹƋŸØ�
ƚŸĜĹč�å±ÏĘ�±Ÿ�ƋĘåĜų�{ųĜĵ±ųƼ�FĹāƚåĹÏåųţ��ĘĜŸ�
ŸƚččåŸƋŸ�ƋĘ±Ƌ�Ĺå±ųĬƼ�±ĬĬ�üåĵ±Ĭå�Ęå±ÚěŅüě
household shoppers have an understandable 
±ĹÚ�ŞųåÚĜÏƋ±ÆĬå�ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸţ�kĹĬƼ�
ƅ�ŞåųÏåĹƋ�Ę±ƴå�ųåĬ±ƋĜƴåĬƼ�ų±ųå�ÚåÏĜŸĜŅĹ�
ŞųŅÏåŸŸåŸ�üŅų�ŸĘŅŞŞĜĹčţ�

it is important to reiterate that these segments 
±ųå�ÚåĀĹåÚ�ÆƼ�ƋĘåĜų�ŞƚųÏĘ±ŸåěÚåÏĜŸĜŅĹ�
ŸƼŸƋåĵŸ�±ĹÚ�ĹŅƋ�ÆƼ�ƋĘåĜų�ÚåĵŅčų±ŞĘĜÏŸØ�åţčţØ�
ĵŅƋĘåųŸ�±čåŸ�ƖĂôƐĉ�ƵĜƋĘ�ÏĘĜĬÚųåĹ�±čåŸ�ƅ�Ņų�
ƼŅƚĹčåųţ�%åĵŅčų±ŞĘĜÏŸ�ƋĘ±Ƌ�ÚĜýåųåĹƋĜ±Ƌå�
mindguidE segments, and can be used to 
ųå±ÏĘ�ƋĘåĵØ�±ųå�ĜÚåĹƋĜĀåÚØ�ÆƚƋ�ŸƚÏĘ�Æųå±ĩŅƚƋŸ�
are provided for each primary segment later in 
ƋĘĜŸ�ųåŞŅųƋţ�

Primary DeciSion SeGmenTS

Segment 1

Price DiScounT

PRIMARY INFLUENCERS OF SHOPPERS

Segment 2

houSehoLD memBer infLuence
Segment 3

ProDucT QuaLiTy
Segment 4

BuDGeT
Segment 5

LiST/PLan

41%

19%

15%

15%

4%
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DeciSion SeGmenT
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DeciSion SeGmenT: overvieW & exPLanaTion

as mentioned earlier, the mindguidE 
perspective is that purchase behavior is driven 
ÆƼ�ÚĜŸƋĜĹÏƋĬƼ�ÚĜýåųåĹƋ�åÏŅĹŅĵĜÏØ�ŞŸƼÏĘŅĬŅčĜÏ±Ĭ�
and social drivers, operating within a distinct 
ŸƼŸƋåĵ�ƋĘ±Ƌ�ŸŞåÏĜĀåŸ�ƋĘå�ŅųÚåų�±ĹÚ�ƴ±Ĭƚå�
ŞĬ±ÏåÚ�ŅĹ�å±ÏĘ�åĬåĵåĹƋţ�)±ÏĘ�ŸåčĵåĹƋűŸ�
distinct system will describe to marketers 
±ĹÚ�Æų±ĹÚŸ�ƋĘå�ŸŞåÏĜĀÏ�ÚåÏĜŸĜŅĹ�Ę±ÆĜƋŸ�ƋĘåĜų�
customers and noncustomers use to either 
ÆƚƼ�Ņų�ĹŅƋ�ÆƚƼţ��ƋĜĬĜǄĜĹč�å±ÏĘ�ŸåčĵåĹƋűŸ�
ÚåÏĜŸĜŅĹ�ŸƼŸƋåĵ�ŠŮÏŅěŅŞƋĜĹčŰš�ĜŸ�ƋĘå�ĩåƼ�ƋŅ�
ƚĹĬŅÏĩĜĹč�ƋĘå�ŞŅƵåų�Ņü�aFc%:�F%)ţ��

it is important to note that each of these 
decision systems (one for each segment) are 
“entered” by members of that segment on 
ƋĘå�ĬåüƋ�±ĹÚ�±ųå�ŮåƻĜƋåÚŰ�ŅĹ�ƋĘå�ųĜčĘƋţ�FĹ�ƋĘĜŸ�
way, each system represents the mental and 
emotional journey through each element in 
ƋĘå�ŸƼŸƋåĵţ�

the customer is prepared to expend energy to 
ŞųŅčųåŸŸ�ƋĘųŅƚčĘ�ƋĘå�ŸƼŸƋåĵ�ĜƋŸåĬüţ�BŅƵåƴåųØ�
the overall shopping experience can either 
be frustrated, with any element causing 
disillusionment, negativity and anxiety, or 
enhanced, with an experience “enhancer” 
smoothing the road to purchase and greater 
åĹč±čåĵåĹƋ�±ĹÚ�ĬŅƼ±ĬƋƼţ�8Ņų�åƻ±ĵŞĬåØ�±�
ŸŞåÏĜĀÏ�åĬåĵåĹƋ�ƵĜƋĘĜĹ�ƋĘå�ŸƼŸƋåĵ�ĵ±Ƽ�
become “insurmountable,” thereby making 
ƋĘå�ĵåĹƋ±Ĭ�Ş±ƋĘ�ƋŅ�ŞƚųÏĘ±Ÿå�ƚĹųå±ÏĘ±ÆĬåţ� 

by leveraging mindguidE, brands and 
marketers now have clear visibility into the 
mental journey that customers routinely 
embark upon, and now have ample 
opportunity to prioritize, invest and intercede 
to ensure that the purchasing journey 
Ĭå±ÚŸ�ŸĵŅŅƋĘĬƼ�ƋŅ�Æų±ĹÚ�ŞƚųÏĘ±Ÿåţ�IƚŸƋ�±Ÿ�
important, brands and marketers now have 
a clear view of hyperrelevant touchpoints in 
the “order of engagement” by the customer, 
outside of traditional marketing channels, to 
help steer customers toward their products 
Ņų�ŞųŅĵŅƋĜŅĹŸţ�eč±ĜĹØ�ƋĘĜŸ�ŮÏŅěŅŞƋĜĹčŰ�Ņü�ƋĘå�
ÚåÏĜŸĜŅĹěŞųŅÏåŸŸ�Ę±ÆĜƋ�ĜŸ�ƋĘå�ĩåƼ�ƋŅ�ƚĹĬŅÏĩĜĹč�
ƋĘå�ŞŅƵåų�Ņü�aFc%:�F%)ţ��

the following sections cover only the largest 
ŞųĜĵ±ųƼěÚųĜƴåų�ŸåčĵåĹƋŸţ�kƚų�ŸƋƚÚƼ�±ĬŸŅ�
ÚåƋ±ĜĬåÚ�ŸŞåÏĜĀÏ�ŸƼŸƋåĵŸ�üŅų�å±ÏĘ�Ņü�ŎŎ�
subsegments, which are available to clients 
±ĹÚ�ŸƚÆŸÏųĜÆåųŸ�ƚŞŅĹ�ųåŧƚåŸƋţ
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�ĘĜĬå�{ųĜÏå�%ĜŸÏŅƚĹƋ�ĜŸ�ƋĘå�ĀųŸƋ�ÏĘ±ų±ÏƋåųĜŸƋĜÏ�
consideration of this segment, it is by no 
ĵå±ĹŸ�ƋĘå�ŅĹĬƼ�ŅĹåţ�

price discount is followed by product Quality, 
which is followed by the needs and wants of 
ĘŅƚŸåĘŅĬÚ�ĵåĵÆåųŸ�ŠBB�aåĵÆåų�FĹāƚåĹÏåšţ�
once these needs are met, the selected items 
±ųå�ĀƋ�ĜĹƋŅ�±��ƚÚčåƋţ��Ęå�ü±ÏƋ�ƋĘ±Ƌ�ƋĘå��ƚÚčåƋ�
comes fourth in the system suggests that 
price discount is as much about expanding 
purchasing power to satisfy the needs 
and wants of the household as it is about 
±ÚÚųåŸŸĜĹč�ĀĹĜƋå�ŸŞåĹÚĜĹč�Ï±Ş±ÏĜƋƼ�Š�ƚÚčåƋšţ�

Few icons stand out more than the shopping 
ĬĜŸƋ�ŠXĜŸƋÇ{Ĭ±Ĺšţ��ĘĜĬå�ĜƋ�ĜŸ�±Ĺ�ĜĵŞŅųƋ±ĹƋ�

ÏŅĹŸĜÚåų±ƋĜŅĹØ�ĜƋ�ŸƋ±ĹÚŸ�ŸĘŅƚĬÚåųěƋŅěŸĘŅƚĬÚåų�
in importance with the time of day the 
ŸĘŅŞŞĜĹč�Ƌ±ĩåŸ�ŞĬ±Ïå�Š�ĘåĹ�¥Ņƚ��ĘŅŞšţ�

list\plan and when you Shop in turn lead to 
where you have to go to get the discounts 
ƋŅ�ĵ±ĩå�ƋĘå�ÆƚÚčåƋ�ƵŅųĩ�Š�ƋŅųå��åĬåÏƋĜŅĹšţ�
this then dictates the number of stores 
(multiple Stores) needed to visit, which in turn 
determines the overall amount of time spent 
Š�Ĝĵå��ŞåĹƋ��ĘŅŞŞĜĹčš�ųåŧƚĜųåÚţ�

if marketers are currently working to develop 
or market a concept that reduces the amount 
of time female shoppers spend tending to this 
weekly routine, they might want to include a 
price discount component, since time Spent 

Shopping is dependent on everything that 
ŞųåÏåÚåÚ�ĜƋØ�±ĹÚ�ĜŸ�ƋĘå�Ĭ±ŸƋ�±ĹÚ�ĀĹ±Ĭ�ƋĘĜĹč�ƵĜƋĘ�
which this largest of consumer segments is 
ÏŅĹÏåųĹåÚţ�

�ĘĜŸ�ŸåčĵåĹƋ�Ę±Ÿ�ÆåĬŅƵě±ƴåų±čå�ĘŅƚŸåĘŅĬÚ�
ĜĹÏŅĵåſ�±ÆŅƴåě±ƴåų±čå�ĵŅĹƋĘĬƼ�üŅŅÚěŸƋŅųå�
ŸŞåĹÚĜĹčſ�±ÆŅƴåě±ƴåų±čå�ĹƚĵÆåų�Ņü�ƋååĹŸ�
ĜĹ�ƋĘå�ĘŅƚŸåĘŅĬÚſ�ÆåĬŅƵě±ƴåų±čå�Ş±ƋųŅĹ±čå�
Ņü��±ĵűŸ��ĬƚÆſ�±ĹÚ�ĘĜčĘåųěƋĘ±Ĺě±ƴåų±čå�
Ş±ƋųŅĹ±čå�Ņü��±ĬŞĘűŸţ

Serving this segment involves giving them 
ÆŅƋĘ�{ųĜÏå�%ĜŸÏŅƚĹƋ�±ĹÚ�{ųŅÚƚÏƋ�}ƚ±ĬĜƋƼţ�

�ĘĜŸØ�ƋĘå�Ĭ±ųčåŸƋ�Ņü�ƋĘå�Āƴå�ŞųĜĵ±ųƼ�ŸåčĵåĹƋŸØ�ŸĘŅƵŸ�ƚŸ�ƋĘ±Ƌ�üŅų�±ĬĵŅŸƋ�Ę±Ĭü�Ņü�üåĵ±Ĭå�ŸĘŅŞŞåųŸØ�
ƋĘå�ĀųŸƋ�ŞŅĜĹƋ�Ņü�ÏŅĹŸĜÚåų±ƋĜŅĹ�ĜŸ�ƋĘå�±ƴ±ĜĬ±ÆĜĬĜƋƼ�±ĹÚ�ÚåŞƋĘ�Ņü�{ųĜÏå�%ĜŸÏŅƚĹƋţ��ĘåĹ�ƋĘåƼ�ĀĹÚ�
the appropriate price discounts, they move to satisfy their need for product Quality and so forth 
ƋĘųŅƚčĘŅƚƋ�ƋĘå�ÚåÏĜŸĜŅĹ�ŞųŅÏåŸŸ�ÚĜ±čų±ĵĵåÚ�ÆåĬŅƵţ�

Price 
DiScounT

in-STore 
exPerience

LiST/PLan

when you 
ShoP

hh MeMBer 
inFLuence

MuLTiPLe 
SToreS

ProDucT
QuaLiTy

STore
SeLecTion

BuDGeT
TiMe SPenT 
ShoPPinG

Price DiScounT:  
41% of ShoPPerS

Segment 1
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�ĘĜĬå�±ĬĵŅŸƋ�Ę±Ĭü�Ņü�±ĬĬ�üåĵ±Ĭå�ŸĘŅŞŞåųŸ�ƵĜĬĬ�ĀųŸƋ�ƋĘĜĹĩ�±ÆŅƚƋ�Ņų�Ÿååĩ�ƋŅ�ÏŅĹĀųĵ�
ƋĘåĜų�ÚĜŸÏŅƚĹƋ�ŅŞƋĜŅĹŸØ�±ĹŅƋĘåų�čųŅƚŞØ�ųåŞųåŸåĹƋĜĹč�ųŅƚčĘĬƼ�ŅĹå�ĜĹ�ĀƴåØ�ƵĜĬĬ�Æå�
ŞųĜĵ±ųĜĬƼ�ĜĹāƚåĹÏåÚ�ƋŅ�Ÿ±ƋĜŸüƼ�ÆŅƋĘ�ƋĘå�ųåŧƚåŸƋŸ�±ĹÚ�ƋĘå�ĹååÚŸ�Ņü�ÚĜýåųåĹƋ�
ĜĹÚĜƴĜÚƚ±ĬŸ�ĜĹ�ƋĘåĜų�ĘŅƚŸåĘŅĬÚŸ�ŠBB�aåĵÆåų�FĹāƚåĹÏåšţ��ĘĜŸ�ÚåŸĜųå�ƋŅ�ŞĬå±Ÿå�
all internal parties to whatever extent possible sets the stage for a shopping 
system that, as with her price discount–focused peers, puts the amount of 
ƋĜĵå�ŸŞåĹƋ�ŸĘŅŞŞĜĹč�±Ÿ�ƋĘå�ĀĹ±Ĭ�ŅƚƋŞƚƋ�Ņü�ƋĘĜŸ�ŸƼŸƋåĵţ�

hh 
MeMBer 

inFLuence

in-STore 
exPerience

LiST/PLan
when you 

ShoP

BuDGeT
MuLTiPLe 

SToreS
Price 

DiScounT
STore

SeLecTion

ProDucT
QuaLiTy

TiMe SPenT 
ShoPPinG

hh memBer infLuence:  
19% of ShoPPerS

Segment 2

�Ęåųå±Ÿ�ƋĘå�{ųĜÏå�%ĜŸÏŅƚĹƋ�ŸåčĵåĹƋ�ĜŸ�ĀųŸƋ�
looking for lower prices and then to maximize 
{ųŅÚƚÏƋ�}ƚ±ĬĜƋƼØ�ƋĘĜŸ�ŸåčĵåĹƋűŸ�ŞųĜĵ±ųƼ�ÚåŸĜųå�
ƋŅ�Ÿ±ƋĜŸüƼ�±ĬĬ�Ş±ųƋĜåŸ�ŠBB�aåĵÆåų�FĹāƚåĹÏåš�
drives the search for available discounts, 
ƵĘĜÏĘ�ƋĘåĹ�ŸåƋŸ�ƋĘå��ƚÚčåƋţ��ƚÚčåƋ�Š±ĹÚ�ƵĘ±Ƌ�
precedes it) then determine both product 
}ƚ±ĬĜƋƼ�±ĹÚ�ƵĘ±Ƌ�ƋŅ�ÆƚƼ�ŠXĜŸƋx{Ĭ±Ĺšţ�

the meal list/plan and product Quality then 
determine the store, what takes place in the 
store, the number of stores visited and the 
ƋĜĵå�ųåŧƚĜųåÚ�ƋŅ�ŸĘŅŞţ

Serving this segment involves enhancing the 
value of giving their household members what 
ƋĘåƼ�Ƶ±ĹƋ�±Ƌ�ƋĘå�åƻŞåĹŸå�Ņü�{ųĜÏå�%ĜŸÏŅƚĹƋţ�

this segment is above average in household 
ĜĹÏŅĵåſ�ÆåĬŅƵě±ƴåų±čå�ĜĹ�ĹƚĵÆåų�Ņü�ƋååĹŸ�
ĜĹ�ƋĘå�ĘŅƚŸåĘŅĬÚſ�ĬåŸŸ�ĬĜĩåĬƼ�ƋŅ�Æå�eüųĜÏ±Ĺ�
eĵåųĜÏ±Ĺſ�ĵŅŸƋ�ĬĜĩåĬƼ�ƋŅ�ŸĘŅŞ�±Ƌ��ŅŸƋÏŅ�±ĹÚ�
�±ųčåƋſ�±ĹÚ�Ĭå±ŸƋ�ĬĜĩåĬƼ�ƋŅ�ÆƚƼ�üųåŸĘ�ŞŅƚĬƋųƼØ�
baked items, dry packaged dinners, or 
Ÿ±ƚŸ±čå�Ņų�ĘŅƋ�ÚŅčŸţ



13

�ĘĜĬå�±�Ĭ±ųčå�ŞŅųƋĜŅĹ�Ņü�üåĵ±Ĭå�ŸĘŅŞŞåųŸ�±ųå�ÚųĜƴåĹ�ĀųŸƋ�±ĹÚ�üŅųåĵŅŸƋ�ÆƼ�{ųĜÏå�%ĜŸÏŅƚĹƋ�±ĹÚ�
ŅƋĘåųŸ�±ųå�ÚųĜƴåĹ�ƋŅ�üƚĬĀĬĬ�ƋĘå�ŸŞåÏĜĀÏ�ĹååÚŸ�Ņü�ƋĘåĜų�ĘŅƚŸåĘŅĬÚ�ĵåĵÆåųŸØ�±�ƋĘĜųÚØ�ŸĬĜčĘƋĬƼ�Ÿĵ±ĬĬåų�
ŸåčĵåĹƋ�ĜŸ�ŞųĜĵ±ųĜĬƼ�üŅÏƚŸåÚ�ŅĹ�{ųŅÚƚÏƋ�}ƚ±ĬĜƋƼţ��Ęå�ÚåŸĜųå�ƋŅ�ĀųŸƋ�ŅÆƋ±ĜĹ�ƋĘå�ĘĜčĘåŸƋ�ŧƚ±ĬĜƋƼ�
üŅŅÚŸ�±ĹÚ�ĘŅƚŸåĘŅĬÚ�čŅŅÚŸ�ŸåƋŸ�ƋĘå�ŸƋ±čå�üŅų�ƋĘå�ųåĵ±ĜĹÚåų�Ņü�ƋĘå�ŸĘŅŞŞĜĹč�åƻŞåųĜåĹÏåţ

TiMe SPenT 
ShoPPinG

MuLTiPLe 
SToreS

STore
SeLecTion

ProDucT
QuaLiTy

LiST/PLan

in-STore 
exPerience

when you 
ShoP

hh 
MeMBer 

inFLuence

Price 
DiScounT

BuDGeT

{ųŅÚƚÏƋ�}ƚ±ĬĜƋƼ�ĜŸ�ƋĘå�ÚŅĵĜĹ±ĹƋ�ĜĹāƚåĹÏåų�
ĜĹ�ƋĘĜŸ�ŸåčĵåĹƋţ�FƋ�ÚåƋåųĵĜĹåŸ�ƋĘå�Ÿå±ųÏĘ�
for price discount, which in turn determines 
ĘŅƵ�BB�aåĵÆåų�FĹāƚåĹÏå�ĜŸ�ƋŅ�Æå�
±ÏÏŅĵĵŅÚ±ƋåÚţ��ĘåŸå�ƋĘųåå�ÏŅĵŞŅĹåĹƋŸ�
ƋĘåĹ�ÚåƋåųĵĜĹå��ƚÚčåƋØ�ƋĘå�FĹěŸƋŅųå�
)ƻŞåųĜåĹÏå�±ĹÚ��ĘåĹ�¥Ņƚ��ĘŅŞţ�XĜŸƋx{Ĭ±Ĺ�
then drives all the remaining logistic elements 
ĹååÚåÚ�ƋŅ�ŞųŅÏƚųå�ƋĘå�ŞųŅÚƚÏƋŸţ�

while similarities between this segment and 
ƋĘå�BŅƚŸåĘŅĬÚ�aåĵÆåų�FĹāƚåĹÏå�ŸåčĵåĹƋ�

åƻĜŸƋØ�ƋĘåųå�±ųå�±ĬŸŅ�ŸŅĵå�ŸƋųĜĩĜĹč�ÚĜýåųåĹÏåŸţ�
8Ņų�ƋĘå�BŅƚŸåĘŅĬÚ�aåĵÆåų�FĹāƚåĹÏå�
shopper, budget is the rudder for the list and 
shopping plan, whereas for this segment, 
ƋĘå�ĬĜŸƋ�±ĹÚ�ŸĘŅŞŞĜĹč�ŞĬ±Ĺ�±ųå�ĜĹāƚåĹÏåÚ�
by many other factors, starting with product 
}ƚ±ĬĜƋƼţ�FƋűŸ�±ĬŸŅ�ĜĵŞŅųƋ±ĹƋ�ƋŅ�ĹŅƋå�ƋĘ±Ƌ�ƵĘĜĬå�
time Spent Shopping is a logistic outcome 
as in other segments, multiple Stores is an 
outcome as well, suggesting that the product 
Quality shopper may “pay the price” of trips to 
ĵƚĬƋĜŞĬå�ŸƋŅųåŸţ�

�ĘĜŸ�ŸåčĵåĹƋ�Ę±Ÿ�±ÆŅƴåě±ƴåų±čå�ĘŅƚŸåĘŅĬÚ�
ĜĹÏŅĵåſ�±ÆŅƴåě±ƴåų±čå�ĵŅĹƋĘĬƼ�üŅŅÚěŸƋŅųå�
ŸŞåĹÚĜĹčſ�ÆåĬŅƵě±ƴåų±čå�ĹƚĵÆåų�Ņü�ƋååĹŸ� 
ĜĹ�ƋĘå�ĘŅƚŸåĘŅĬÚſ�±ÆŅƴåě±ƴåų±čå�ĹƚĵÆåų� 
Ņü�ÏĘĜĬÚųåĹ�ŎĿ�Ņų�ŅĬÚåų�ĜĹ�ƋĘå�ĘŅƚŸåĘŅĬÚſ�
±ÆŅƴåě±ƴåų±čå�Ş±ƋųŅĹ±čå�Ņü�{ƚÆĬĜƻØ��±ĵűŸ�
�ĬƚÆØ�ü±ųĵåųŸű�ĵ±ųĩåƋŸ�±ĹÚ��ų±Úåų�IŅåűŸſ�ĜŸ�
most likely to buy organic foods and fresh  
ĀŸĘØ�ĬŅÆŸƋåų�±ĹÚ�Ïų±Æſ�±ĹÚ�ĜŸ�ĵŅųå�ĬĜĩåĬƼ�ƋŅ� 
Æå�eŸĜ±Ĺţ

ProDucT QuaLiTy:  
15% of ShoPPerS

Segment 3
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kĹå�ĜĹ�ŸåƴåĹ�ŸĘŅŞŞåųŸ�±ųå�ŞųĜĵ±ųĜĬƼ�ÚųĜƴåĹ�ÆƼ�ƋĘå�±ÆĜĬĜƋƼ�ƋŅ�ĵååƋ�±�ĀƻåÚ�±ĵŅƚĹƋ�Ņü�ĵŅĹåƼ�
ƋĘåƼ�Ę±ƴå�ŸåƋ�±ŸĜÚå�üŅų�ƋĘåĜų�ųåčƚĬ±ų�ĘŅƚŸåĘŅĬÚ�ŸĘŅŞŞĜĹč�Š�ƚÚčåƋšţ��

BuDGeT
when you 

ShoP

STore 
SeLecTion

ProDucT
QuaLiTy

hh 
MeMBer 

inFLuence

Price 
DiScounT

LiST/PLan
TiMe SPenT 
ShoPPinG

in-STore 
exPerience

MuLTiPLe 
SToreS

this segment is the most pragmatic, with a 
ŸƋų±ĜčĘƋüŅųƵ±ųÚ�ĀĹ±ĹÏĜ±ĬĬƼ�ÚųĜƴåĹ�ÚåÏĜŸĜŅĹě
ĵ±ĩĜĹč�ŞųŅÏåŸŸţ��ƚÚčåƋ�ÆåčĜĹŸ�±Ĺ�ĜĵĵåÚĜ±Ƌå�
Ÿå±ųÏĘ�üŅų�±ĹƼ�±ĹÚ�±ĬĬ�±ƴ±ĜĬ±ÆĬå�ÚĜŸÏŅƚĹƋŸţ�
once the budget and discount requirements 
±ųå�Ÿ±ƋĜŸĀåÚØ�ŸŞåÏĜĀÏ�Ƶ±ĹƋŸ�±ĹÚ�ĹååÚŸ�Ņü�
individual household members are taken into 
±ÏÏŅƚĹƋţ��Ęå�ÆƚÚčåƋ�ŞĬƚŸ�ƋĘå�ÚĜŸÏŅƚĹƋŸ�ŞĬƚŸ�
ŸŞåÏĜĀÏ�ĜĹÚĜƴĜÚƚ±Ĭ�ĹååÚŸ�ÆƚĜĬÚ�ƋĘå�XĜŸƋx{Ĭ±Ĺţ�

this then sets the stage for which stores may 
satisfy the list while at the same time taking 
{ųŅÚƚÏƋ�}ƚ±ĬĜƋƼ�ĜĹƋŅ�ÏŅĹŸĜÚåų±ƋĜŅĹţ

�Ęå�Ƌ±ĜĬ�åĹÚ�Ņü�ƋĘå�ÚåÏĜŸĜŅĹěĵ±ĩĜĹč�ŞųŅÏåŸŸ�
is as practical as its beginning, moving into 
consideration of when she can shop, the ideal 
store environment, how much time it will take 
ƋŅ�±ÏÏŅĵŞĬĜŸĘ�ƋĘå�ĬĜŸƋØ�±ĹÚ�ĀĹ±ĬĬƼØ�ƵĘåƋĘåų�Ņų�
ĹŅƋ�ƋĘå�ĬĜŸƋ�ƵĜĬĬ�ųåŧƚĜųå�ƋųĜŞŸ�ƋŅ�ĵƚĬƋĜŞĬå�ŸƋŅųåŸţ�

�ĘĜŸ�ŸåčĵåĹƋ�Ę±Ÿ�ÆåĬŅƵě±ƴåų±čå�ĘŅƚŸåĘŅĬÚ�
ĜĹÏŅĵåſ�ÆåĬŅƵ�±ƴåų±čå�ĵŅĹƋĘĬƼ�üŅŅÚěŸƋŅųå�
ŸŞåĹÚĜĹčſ�ƋĘå�ĘĜčĘåŸƋ�ĹƚĵÆåų�Ņü�ƋååĹŸ�ĜĹ�ƋĘå�
ĘŅƚŸåĘŅĬÚſ�±ĹÚ�ĜŸ�ĵŅŸƋ�ĬĜĩåĬƼ�ƋŅ�ÆƚƼ�üųŅǄåĹ�
ĀŸĘØ�Ÿ±ĬƋƼ�ŸĹ±ÏĩŸØ�ĵ±Ï±ųŅĹĜ�±ĹÚ�ŸĜĹčĬåěŸåųƴå�
ÏĘĜĬÚųåĹűŸ�ŸĹ±ÏĩŸţ

BuDGeT:  
15% of ShoPPerS

Segment 4
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�ĘĜŸ�ĜŸ�ƋĘå�Ÿĵ±ĬĬåŸƋ�ŸåčĵåĹƋ�±ĹÚ�ĜŸ�ŞųĜĵ±ųĜĬƼ�ÚųĜƴåĹ�ÆƼ�åƻ±ÏƋĬƼ�ƵĘ±Ƌ�ƋĘå�ŸĘŅŞŞåų�ŞĬ±ĹŸ�ƋŅ�ÆƚƼţ��ĘĜŸ�ĜŸ�ĹŅƋ�ģƚŸƋ�±�ĬĜŸƋ�
Ņü�Ï±ƋåčŅųĜåŸ�ƵĜƋĘĜĹ�ƵĘĜÏĘ�ƋŅ�ÆƚƼ�±�Æų±ĹÚ�ÆƚƋ�±�ŸŞåÏĜĀÏ�ĬĜŸƋ�ÚåƋåųĵĜĹĜĹč��ƋŅųå��åĬåÏƋĜŅĹØ��Ĝĵå��ŞåĹƋ��ĘŅŞŞĜĹčØ�
�ĘåĹ�¥Ņƚ��ĘŅŞ�±ĹÚØ�ĀĹ±ĬĬƼØ�ƋĘå�±ƴ±ĜĬ±ÆĬå��ƚÚčåƋţ�{ųŅÚƚÏƋ�}ƚ±ĬĜƋƼØ�FĹěŸƋŅųå�)ƻŞåųĜåĹÏåØ�BB�aåĵÆåų�FĹāƚåĹÏå�
±ĹÚ�ĹƚĵÆåų�Ņü�ŸƋŅųåŸ�ŸĘŅŞŞåÚ�±ųå�eXX�ŸƚÆŅųÚĜĹ±Ƌå�ƋŅ��ƚÚčåƋØ�ƵĘĜÏĘ�ĜŸ�ĜĹ�ƋƚųĹ�ŸƚÆŅųÚĜĹ±Ƌå�ƋŅ�ƋĘå�XĜŸƋx{Ĭ±Ĺţ

LiST/PLan
ProDucT
QuaLiTy

when you 
ShoP

ProDucT 
DiScounT

TiMe SPenT 
ShoPPinG

STore 
SeLecTion

in-STore 
exPerienceBuDGeT

hh 
MeMBer 

inFLuence

MuLTiPLe 
SToreS

LiST/PLan:  
4% of ShoPPerS

Segment 5

list/plan segment shoppers experience the 
ĵŅŸƋ�ÚĜŸÏŅĵüŅųƋ�ĜĹ�ƋĘå�ŸĘŅŞŞĜĹčěÚåÏĜŸĜŅĹ�
process, experiencing “dissonance” between 
what is in the list/plan and what the 
ĘŅƚŸåĘŅĬÚ�ĵåĵÆåųŸ�Ƶ±ĹƋxĹååÚţ�

interestingly, shoppers in this segment 
diverge from others by the presence of 
±�Æ±ÏĩƵ±ųÚ�ÚåÏĜŸĜŅĹ�ĬŅŅŞţ��ƚÚčåƋ�ÚųĜƴåŸ�
product Quality and product Quality drives 
product discount, an optimization subprocess 
to satisfy the budget with the highest quality 
ŞŅŸŸĜÆĬå�ƋĘųŅƚčĘ�ÚĜŸÏŅƚĹƋĜĹčţ�

�ĘĜŸ�ŸåčĵåĹƋ�Ę±Ÿ�±ƴåų±čå�ĘŅƚŸåĘŅĬÚ�ĜĹÏŅĵåſ�
±ÆŅƴåě±ƴåų±čå�ĵŅĹƋĘĬƼ�üŅŅÚěŸƋŅųå�ŸŞåĹÚĜĹčſ�
±ĹÚ�±Ĺ�±ÆŅƴåě±ƴåų±čå�ĹƚĵÆåų�Ņü�ƅôŎƖěƼå±ųě
ŅĬÚŸ�ĜĹ�ƋĘå�ĘŅƚŸåĘŅĬÚţ
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MiLLenniaL MoMS aLL FeMaLe ShoPPerS

miLLenniaL momS

as mentioned in the Executive Summary, 
while we set out to better understand the 
aĜĬĬåĹĹĜ±Ĭ�ĵŅĵØ�Ƶå�ÚĜÚĹűƋ�ĀĹÚ�ĜƋ�ƋŅ�Æå�±�ƚĹĜŧƚå�
or freestanding customer segment when 
analyzed through the lens of the mindguidE 
ĵåƋĘŅÚŅĬŅčƼţ�

looking at the charts below, it is natural 
ƋŅ�ĜĹüåų�ƋĘ±Ƌ�aĜĬĬåĹĹĜ±Ĭ�ĵŅĵŸ�ÚĜýåų�ĜĹ�ĹŅ�
substantial or useful way from female 
principal grocery shoppers in general based 
ŅĹ�ƋĘåĜų�ÚåÏĜŸĜŅĹěĵ±ĩĜĹč�ŞųŅÏåŸŸţ�FĹ�ŅƋĘåų�
ƵŅųÚŸØ�ƋĘå�ĜĹÏĜÚåĹÏå�Ņü�{ųĜĵ±ųƼ�FĹāƚåĹÏå�

ÚåÏĜŸĜŅĹěĵ±ĩĜĹč�ŸåčĵåĹƋŸ�ĜŸ�ƋĘå�Ÿ±ĵå�üŅų�
millennial moms as it is for the population of 
üåĵ±Ĭå�ŞųĜĹÏĜŞ±Ĭ�čųŅÏåųƼ�ŸĘŅŞŞåųŸţ��
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�Ęå�ĀĹ±Ĭ�Ş±ųƋ�Ņü�ƋĘå�aFc%:�F%)�ŸƋƚÚƼ�Ƶ±Ÿ�
ƋŅ�ÚåŸĜčĹ�±ĹÚ�ƋåŸƋ�üŅƚų�{ųĜĵ±ųƼ�FĹāƚåĹÏåų�
ĩåƼ�ĵåŸŸ±čåŸţ�%±Ƌ±�ÏŅĬĬåÏƋĜŅĹ�üŅų�ƋĘĜŸ�ŞĘ±Ÿå�
ƋŅŅĩ�ŞĬ±Ïå�üŅƚų�ĵŅĹƋĘŸ�±üƋåų�ƋĘå�ĜĹĜƋĜ±Ĭ�Ăĉǈ�
ĜĹƋåųƴĜåƵŸţ�e�ƋŅƋ±Ĭ�Ņü�ŎĂĂ�ŸĘŅŞŞåųŸ�Ƶåųå�
contacted again and asked …

Ŏţ� usual store for regular household 
ŸĘŅŞŞĜĹčţ

Ɩţ� �Ÿƚ±Ĭ�ŞųŅÚƚÏƋ�Ï±ƋåčŅųĜåŸ�ÆŅƚčĘƋţ
Ɛţ� Question — “which one of the four store 

ƋƼŞåŸ�ĜŸ�ĵŅŸƋ�ĬĜĩåĬƼ�ƋŅ�Æå�ƼŅƚų�ůƚŸƚ±Ĭű�ŸƋŅųå�
for regular household shopping?” the four 
ŸŞåÏĜĀÏ�ŸƋŅųå�ƋƼŞåŸ�ŠĜţåţØ�ĵåŸŸ±čåŸš�Ƶåųå�
±Ÿ�üŅĬĬŅƵŸ×

Store Type 1×�ŮeĬƵ±ƼŸ�ŅýåųŸ�ĘĜčĘ�
reductions of everyday prices, including 
Ÿ±ĬåŸØ�ÏŅƚŞŅĹŸØ�ÚĜŸÏŅƚĹƋŸ�±ĹÚ�ĜĹěŸƋŅųå�
ŞųŅĵŅƋĜŅĹŸţŰ�

Store Type 2×�ŮeĬƵ±ƼŸ�Ę±Ÿ�ƋĘå�ŞųŅÚƚÏƋŸ�
you need to satisfy the requirements of 
ƼŅƚų�ĘŅƚŸåĘŅĬÚ�ĵåĵÆåųŸţŰ

Store Type 3×�ŮeĬƵ±ƼŸ�Ę±Ÿ�ŞųŅÚƚÏƋŸ�ƵĜƋĘ�
high levels of freshness, healthiness and 
ĹƚƋųĜƋĜŅĹ�ųåč±ųÚĬåŸŸ�Ņü�ŞųĜÏåţŰ

Store Type 4×ŮeĬƵ±ƼŸ�ĵååƋŸ�ƼŅƚų�ÆƚÚčåƋ�
by ensuring that the amount you have to 
ŸŞåĹÚ�±ĬƵ±ƼŸ�čåƋŸ�ƼŅƚ�ƵĘ±Ƌ�ƼŅƚ�ĹååÚţŰ

it is important to note that these messages 
were intentionally made to not be overly 
persuasive, by including elements such 
±Ÿ�ŞåųüŅųĵ±ĹÏå�ƴåųŸƚŸ�ÏŅĵŞåƋĜƋĜŅĹţ��ĘåƼ�
were designed to only communicate the 
Ÿ±ƋĜŸü±ÏƋĜŅĹ�Ņü�ƋĘå�{ųĜĵ±ųƼ�FĹāƚåĹÏåųţ�

the following table presents the message 
obtaining the highest score for “most likely 
ƋŅ�Æå�ƼŅƚų�ƚŸƚ±Ĭ�ŸƋŅųåŰ�ÆƼ�{ųĜĵ±ųƼ�FĹāƚåĹÏåų�
ŸåčĵåĹƋţ��

meSSaGinG vaLiDaTion

Price DiScounT

ProDucT QuaLiTy

BuDGeT

hh memBer infLuence

77

79

68

42

% selecting as 
“usual store”

% selecting as 
“usual store”

% selecting as 
“usual store”

% selecting as 
“usual store”

ŮeĬƵ±ƼŸ�ŅýåųŸ�ĘĜčĘ�ųåÚƚÏƋĜŅĹŸ�Ņü�åƴåųƼÚ±Ƽ�ŞųĜÏåŸØ�ĜĹÏĬƚÚĜĹč�
Ÿ±ĬåŸØ�ÏŅƚŞŅĹŸØ�ÚĜŸÏŅƚĹƋŸ�±ĹÚ�ĜĹěŸƋŅųå�ŞųŅĵŅƋĜŅĹŸţŰ

ŮeĬƵ±ƼŸ�Ę±Ÿ�ŞųŅÚƚÏƋŸ�ƵĜƋĘ�ĘĜčĘ�ĬåƴåĬŸ�Ņü�üųåŸĘĹåŸŸØ� 
Ęå±ĬƋĘĜĹåŸŸ�±ĹÚ�ĹƚƋųĜƋĜŅĹ�ųåč±ųÚĬåŸŸ�Ņü�ŞųĜÏåţŰ

ŮeĬƵ±ƼŸ�ĵååƋŸ�ƼŅƚų�ÆƚÚčåƋ�ÆƼ�åĹŸƚųĜĹč�ƋĘ±Ƌ�ƋĘå�±ĵŅƚĹƋ� 
ƼŅƚ�Ę±ƴå�ƋŅ�ŸŞåĹÚ�±ĬƵ±ƼŸ�čåƋŸ�ƼŅƚ�ƵĘ±Ƌ�ƼŅƚ�ĹååÚţŰ

ŮeĬƵ±ƼŸ�Ę±Ÿ�ƋĘå�ŞųŅÚƚÏƋŸ�ƼŅƚ�ĹååÚ�ƋŅ�Ÿ±ƋĜŸüƼ�ƋĘå� 
ųåŧƚĜųåĵåĹƋŸ�Ņü�ƼŅƚų�ĘŅƚŸåĘŅĬÚ�ĵåĵÆåųŸţŰ

�)��ě��k�)ě�¥{)�a)��e:)×

these are incredibly high numbers given that 
the messaging tested describes none of the 
ŅƋĘåų�ƴ±ųĜ±ÆĬåŸ�ĜĹ�ƋĘå�ųåŸŞŅĹÚåĹƋűŸ�ÚåÏĜŸĜŅĹ�
ŸƼŸƋåĵØ�ŅĹĬƼ�ƋĘå�{ųĜĵ±ųƼ�FĹāƚåĹÏåųţ�FĹ�åýåÏƋØ�
ƋĘå�ŸƋƚÚƼ�ÏŅĹĀųĵŸ�ƋĘå�ŞŅƵåų�Ņü�ƋĘå�{ųĜĵ±ųƼ�
FĹāƚåĹÏåųØ�ŞåųŸƚ±ÚĜĹč�Ĺå±ųĬƼ�ƋĘųååěŧƚ±ųƋåųŸ�
of respondents solely on the basis of a singular 
ŸåĬĬĜĹč�ĜÚå±ţ�kĹå�ĘƼŞŅƋĘåŸĜŸ�üŅų�ƋĘå�ĬŅƵåų�
BŅƚŸåĘŅĬÚ�aåĵÆåų�FĹāƚåĹÏå�ųåŸƚĬƋ�ĜŸ�ƋĘ±Ƌ�
there may not be a store that could actually 
deliver on the promise made in the concept, 
ƋĘåųåÆƼ�ĵ±ĩĜĹč�ĜƋ�±Ĺ�ƚĹųå±ĬĜŸƋĜÏ�åƴ±Ĭƚ±ƋĜŅĹţ
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Ŏţ�8Ĝƴå�ÚĜýåųåĹƋ�ÏŅčĹĜƋĜƴåěåĵŅƋĜŅĹ�aFc%:�F%)�
decision systems account for nearly all 
female primary grocery shoppers, describing 
where they shop and what they are most 
ĬĜĩåĬƼ�ƋŅ�ÆƚƼţ��

Ɩţ�)±ÏĘ�ÏŅčĹĜƋĜƴåěåĵŅƋĜŅĹ�aFc%:�F%)�
decision system has demographic markers, 
such as combinations of household income, 
number of children in the household and 
åƋĘĹĜÏĜƋƼţ�however, no combination of 
demographic variables could predict 
patterns of shopping and purchase, 
suggesting that behavioral economics 
ųåŞųåŸåĹƋåÚ�ÆƼ�ƋĘå�ÚĜýåųåĹƋ�ÚåÏĜŸĜŅĹ�
models are more likely to be the true 
drivers.

Ɛţ��ĜĵŞĬƼ�ÏŅĵĵƚĹĜÏ±ƋĜĹč�ƋĘå�ŮųåÚƚÏƋĜŅĹ�Ņü�
ĹååÚŰ�ŸŞåÏĜĀåÚ�ÆƼ�ƋĘå�{ųĜĵ±ųƼ�FĹāƚåĹÏåų�
Ƶ±Ÿ�ĘĜčĘĬƼ�åýåÏƋĜƴå�ĜĹ�ŞåųŸƚ±ÚĜĹč�ƋĘŅŸå�üŅų�
ƵĘŅĵ�ƋĘå�ĵåŸŸ±čå�Ƶ±Ÿ�ÏŅĹŸƋųƚÏƋåÚţ��

ĉţ�aFc%:�F%)�±ŞŞå±ųŸ�Ï±Ş±ÆĬå�Ņü�ŞųåÚĜÏƋĜĹč�
the advertising messages needed to 
åýåÏƋĜƴåĬƼ�±ĹÚ�ÏŅŸƋěåþÏĜåĹƋĬƼ�ŸƋĜĵƚĬ±Ƌå�
Úåĵ±ĹÚţ

FĵŞĬĜÏ±ƋĜŅĹŸ×

1. )ýåÏƋĜƴå�ĵ±ųĩåƋĜĹč�ƋŅ�üŅŅÚěŸƋŅųå�
ŸĘŅŞŞåųŸ�ĵ±Ƽ�Ę±ƴå�ĵŅųå�ƋŅ�ÚŅ�ƵĜƋĘ� 
�B¥�ŸĘŅŞŞåųŸ�ÆƚƼ�ų±ƋĘåų�ƋĘ±Ĺ��Be��
ƋĘåƼ�ÆƚƼţ 

2. UĹŅƵĜĹč�ƵĘƼ�ŸĘŅŞŞåųŸ�ÆƚƼ�±ŞŞå±ųŸ�ƋŅ�
Æå�±Ĺ�åýåÏƋĜƴå�ĵå±ĹŸ�Ņü�ÏŅĵĵƚĹĜÏ±ƋĜĹč�
ƵĘåųå�±ĹÚ�ƵĘ±Ƌ�ƵŅƚĬÚ�Ÿ±ƋĜŸüƼ�ƋĘåĜų� 
Ƌųƚå�ĹååÚŸţ 

3. �åŸå±ųÏĘ�ƋåÏĘĹĜŧƚåŸ�ƋĘ±Ƌ�ÚŅ�ĹŅƋ�ŞųŅƴĜÚå�
±�Ƌųƚå�ŸƼŸƋåĵ�Æ±ŸĜŸ�üŅų�ÏŅĹŸƚĵåų�
ÚåÏĜŸĜŅĹěĵ±ĩĜĹč�ĵ±Ƽ�Æå�ŅÆŸŅĬåƋå�ĜĹ�
ƋŅÚ±ƼűŸ�ŞųŅĵŅƋĜŅĹěÚųĜƴåĹ�åĹƴĜųŅĹĵåĹƋţ
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