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The food industry has 
launched high-quality food 
products which promote 

health & wellness but many of 
these have failed in the market-
place. Whereas many consum-
ers express an interest in healthy 
foods, they lack the time, funda-
mental skills or even interest in 
food preparation to make healthy 
food available. There is also the 
communication fog and blitz. It’s 
becoming obvious that consider-
able confusion and miscommuni-
cation has emerged regarding the 
nature of health promoting foods. 
The terms organic, non-GMO, 
antibiotic-free, hormone-free, and 
natural resonate positively with 
consumers, but “clean labels” have 
relatively little to do with healthy 
and healthy weight. To confound 
matters, there is no scientific con-
sensus on variables that define 
“healthy,” nor does consumer be-
havior and consumption behavior 
directly mirror the expressed de-
mand healthier options. 

But what if science were used 
to identify different mind-sets for 
a specific food, which respond to 

different messages? And, knowing 
the mind-sets and “what works,” 
what would happen if the food in-
dustry were to change the messag-
ing to fit the mind of the consumer, 
instead of expecting the consumer 
to change his mind, something that 
has helped him (or her) survive for 
a lifetime!

Inside Mind Genomics
This is the second article in The 

World of Food Ingredients [first part 
is published in March 2015 issue] 
using the new science of Mind Ge-
nomics, the Experimental Science 
of the Everyday. The raison d’être 
of Mind Genomics is that people 
respond to some messages, not to 
others, and that people differ from 
each other. What if this person-
to-person variation is not merely 
random variation but indications 
that there are profound differences 
in what triggers one person to buy/
eat, versus what triggers another 
person to buy/eat. Studying these 
messages creates a knowledge 
base, eventually a science, and in-
deed information which moves 
beyond just “knowing” to “help-

ing change.” The science uncovers 
mind genomes for each product or 
experience. These mind genomes 
inform communication, both 
about what to create for a specific 
product, and how to relay the ben-
efits and features of the product to 
consumers.

Here is our story for four prod-
ucts explored by Mind Genomics 
as part of the University of Georgia 
Obesity Initiative and the College 
of Agricultural and Environmental 
Sciences. Our study and this report 
isn’t simply a set of projects de-
signed to understand the consum-
er. Rather, it’s about using Mind 
Genomics to identify the mes-
sages which convince people to eat 
healthier foods. The messages talk 
about ingredients, benefits, flavors, 
and other product features. Identi-
fying the most appealing messages 
informs both product developers 
for these products produced in the 
US state of Georgia, and appropri-
ate, persuasive communication to 
encourage consumers worldwide 
to eat better.

How We Did It

The studies were executed with 
a simple protocol, worked out over 
three decades. Our goal was an ef-
ficient sequencing of the mind to 
identify what messaging “works.” 
We used the following straightfor-
ward approach for each study:
1. Create the silos (general catego-
ries) and the messages within the 
silos. This is a collaborative effort. 
Although people worry about “be-
ing correct,” the reality is that these 
Mind Genomics studies are easy 
and fast. It’s better to try a lot of 
ideas iteratively than to obsess. 
2. Mind Genomics works by mix-
ing and matching the messages, 
to create test combinations, i.e., 
vignettes. Each vignette comprises 
3-4 messages, one or no message 
from each silo. With six silos and 
six messages, we have 36 message 
altogether. Each message appears 
five times against different back-
grounds. Finally, each respondent 
evaluates a different set of 48 vi-
gnettes. 
3. With the study set-up, it’s easy 
to execute the 15 minute study 
“on-line” with relevant consumers. 
These consumers are members of 
an on-line panel. They are accus-
tomed to participating. We told 
them that the study was “A survey 
about a new snack product.” All 
other information would come 
from the elements.
4. Each respondent rated each vi-
gnette on two questions, interest 
and motivation.
Q1: How interested are you in buy-
ing and eating this [chicken/cake/
blueberry/snack] product?
Q2: Check the one reason that this 
combination motivates you to buy 
this. 

Figure 1 shows an example of 
the test screen which presents a 
vignette and a rating question. For 
this analysis we will only look at 
the first question, about interest. 
There is a wealth of information 
that can be obtained from these 
studies. 
5. After evaluating 48 unique 
screens, each comprising 3-4 ele-
ments, respondents completed a 
self-profiling classification ques-
tionnaire comprising demographic 
questions, and behavioral ques-
tions appropriate for the topic area.
6. We analyzed the results by look-
ing at the relation between the 
presence/absence of the elements 
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Figure 1: Example of 4-Element Vignette for Nut-Based Snacks
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(messages) and the response. To 
make the analysis easy, we con-
verted the 1-9 rating of “interest” 
in question 1 to a binary rating. 
Original ratings of 1-6 were con-
verted to 0, original ratings of 7-9 
were converted to 100.
7. Finally, we created individual 
models or equations, by respond-
ent. Thus we were able to look at 
results by the total panel and by 
new segments or groups of people 
with similar response patterns or 
points of view, the mind segments 
which emerged from Mind Ge-
nomics.

What We Learned
What did we find? Keep in 

mind that these four projects 
evolved from the Food Ingredients 
team of the University of Georgia 
obesity initiative, whose goal is to 
form partnerships between public 
and private sectors and to identify 
food processing strategies to pro-
vide safe, wholesome foods that 
promote healthy weight. The spe-
cific aim of this project is to serve 
the local population by identify-
ing better ways to eat, encourag-
ing local, national, and global food 
manufacturers to identify these 
new opportunities, and then com-
municating these opportunities to 
the consumers.

For each product tested, the 
basic results were the same – total 
panel data was relatively flat, re-
vealing that NO MESSAGE add-
ed any “driving power.” In other 
words, no elements “popped out” 
to signal that consumers reading 
the vignette could be convinced. 
These “flat data results” may mean 
that the research “missed the mark, 
and chose humdrum, boring mes-
sages.” It certainly seems so when 
all we have to look at are the typical 
“breakouts” of people into standard 
classification groups such as gen-
der, age, income, market (where 
they live), or patterns of purchase 
and consumption, or even body 
type (BMI, body mass index clas-
sification. No “conventional way” 
pulled out strong messages. Only 
one message even appeared to mo-
tivate, and that only slightly, noth-
ing to crow about: “waist and wal-
let friendly”.
1. The additive constant is 58, 
meaning that in the absence of 
elements the baseline interest in a 

❯ Table 1: Three Mind-Sets for Nut-Based Snacks

Mind-Set #1 “Affordable Health Fans”: Segment 1 representing 38% of the sample, is the most nutri-
tion focused of the 3 mind-sets. These consumers are motivated by many of the 36 messages included 
in the analysis.

Mind-Set #2 “Easy Nutrition Seekers”: This mind-set (28% of sample) exhibits some overlapping 
patterns of appeal with the first group regarding affordability and the emotional benefits of the products 
presented, but is not willing to pay a premium. 

Mind-Set #3 “Texture Focused”: This group (24% of sample) is clearly motivated by texture. 
A few nutrition mentions also emerge. 

Table 2: Mind-Set Segment Data Strongest Elements (green = strong drivers to increase interest)

Study Ref. Silo Tot Seg1 Seg2 Seg3

Base 216 82 60 74

Constant - baseline interest in nut snack without addi-
tional information communicated through elements

58 54 62 60

Mind-Set Segment 1 -  Affordable Health

F1 Waist and wallet friendly 5 13 8 -5

F2
Pay a little more for this healthier treat  

and get a lot more satisfaction
2 9 2 -8

D6 Feel better about yourself 3 8 10 -8

E6
Energy rich snack that leaves  

you feeling fuller longer
1 8 1 -5

F5
Pay a little more for a waist-friendly treat 
and bank the difference in better health

1 8 -1 -4

B4
Lightly roasted peanuts and  

pecans for a bit of crunch
2 -8 7 8

B6
Dark roasted peanuts and pecans  

for maximum crunch
1 -8 1 12

 Mind-Set Segment 2 – Easy Nutrition 

F6
Affordable indulgence available in bulk 

packaging for individual servings
4 4 11 -2

D6 Feel better about yourself 3 8 10 -8

C5
Perfectly portioned so you can eat the 

whole snack
3 2 9 -1

F1 Waist and wallet friendly 5 13 8 -5

C1
A snack that's easy to carry in your purse, 

back pack, or pocket
1 0 8 -4

 Mind-Set Segment 3 – Texture Focused 

B6
Dark roasted peanuts and pecans  

for maximum crunch
1 -8 1 12

B2
Crunchy on the outside,  

creamy on the inside
4 1 2 11

B3 Chewy and crunchy at the same time 2 -3 0 10

B4
Lightly roasted peanuts and  

pecans for a bit of crunch
2 -8 7 8

D6 Feel better about yourself 3 8 10 -8

F2
Pay a little more for this healthier treat 

and get a lot more satisfaction
2 9 2 -8
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snack is 58. That is, 58 out of 100 
respondents would rate their in-
terest 7-9 on a 9-point scale when 
they are asked to rate the basic idea 
of a snack.
2. The element “waist and wallet 
friendly” scored a +5, meaning that 
an additional 5% of the respond-
ents, i.e., a total of 64 out of 100, 
would rate a snack 7-9 if the vi-
gnette contained the phrase “waist 
and wallet friendly.”
3. So what action should the nut 
industry take? We learned from 
the total panel that our prospec-
tive customer accepts something 
which is waist and wallet friendly, 
but what is it? What are its charac-
teristics? What needs does it meet? 
What are its most appealing health, 
nutritional, or emotional benefits?

Mind-Sets for Nut-Based Snacks
It’s disappointing at first to find 

that only one element really scores 
well, and in fact well but not “dy-
namite.” That element, unsurpris-
ingly, is “Waist and wallet friendly.” 
Its utility or impact value, the co-
efficient from the modeling, is +5, 
meaning that incorporating this el-
ement into a vignette will increase 
the percent of interested respond-
ents, those who rate the vignette 
7-9, by 5%! Aren’t there any double 
digit elements, elements which re-
ally impress, persuade, motivate, 
elements with impact values say 
about 10 or more?

Following the premise of Mind 
Genomics, we segmented our 216 
respondents into a small set of 
groups, mind-sets which number 
just a few (parsimony), and each 
group telling a different, coherent 
story (interpretability). The details 
of responses to elements within 
each mind-set tell us specifically 
what to make, what to say and 
what to avoid when producing and 
positioning the new product offer-
ing. It’s important to reiterate that 
we divide the respondents on the 
basis of the patterns of messages to 
which they react, and NOT on the 
basis of pre-determined groups. As 
we see, it is this “open-mind” to 
nature which produces some star-
tling and more important quite us-
able information. We mean usable 
both for science AND for business, 
respectively.

For Nut-Based Snacks, we see 
three mind-sets emerge, each with 

loyalty program questionnaire for 
a supermarket chain, perhaps at 
the time that the person becomes a 
member, or on an anniversary date 
of membership.
1. The person to be assigned to the 
proper mind-set is presented with 
the elements in the form of ques-
tions. For example, if the person 
visits the manufacturer’s website, 
he or she can be guided through 
a 30-second, 6 question, survey 
emerging from the study. There is 
no single mind-set across all foods. 
Each food has its own group of 
mind-sets, and requires its own 
View Point Identifier. Parentheti-
cally, it is perhaps due to this dif-
ferent pattern of mind-sets in the 
population, varying by food, that 
marketers have failed to succeed 
as often as they could. The reluc-
tance to do the proper experiment 
for each food means that in effect 
many marketers “fly blind,” not 
knowing the real mind-sets of their 
customers for the foods being sold.
2. The pattern of responses to these 
short questions will identify the 
consumer’s mind-set affiliation 
with a high degree of accuracy. 
The website then simply directs the 
consumer to specific product in-
formation tailored to their mind-
set, information which convinces 
them to buy, and communicates 
“health” in a way that is palatable 
and reinforces “health” in an at-
tractive, palatable fashion. 

Summing Up
It is important that the food 

industry provide food which pro-
mote health and wellness but just 
as important, foods that people 
want to consume. People have 
different preferences in what they 
consume. Just as important, people 
differ in the messages that a manu-
facturer send in the effort to “sell 
them.” It does no good for a manu-
facturer to provide healthful food 
if the message cannot get out and 
persuade the consumer.

Through this emerging science 
of Mind Genomics push manufac-
turers and the trade to discover the 
specific messages which work to 
convince people. More important-
ly, Mind Genomics returns from 
the research with science about 
the person, science which can im-
prove health through more effec-
tive communication. Even more 

Igenimi, as debisquas as evellaut eum doluptio blanihi litatem viduntiunt 
ressit labo. Liquam reces utem ut ligenem lignim qui raesserorro voloria 
velendam quo mi, quam, soluptur alit exerati omnis antio consequamus 
mos ad esed quia am soluptiis ditatius moluptae dipiet aut del invel es 

aspel ipiduntur?

❯  Roosvicee Mild Yogurt with Forest Fruit 
Flavor (The Netherlands) features strong 
front-of-pack vitamin C claims.

a different story: Affordable Health 
Fans, Easy Nutrition Seekers, and 
Texture Focused (see tables 1 and 
2). 

So what we see are three groups 
of consumes with similar demo-
graphics and BMI profiles with 
three different mind-sets or view-
points toward the 36 messages. Yes, 
there is overlapping appeal of nu-
trition across the groups (after all, 
nuts provide great nutrition; one of 
the reasons we eat them!) but the 
true learning is in understanding 
how to best communicate nutri-
tion to each group, i.e., what spe-
cific phrases to use, and how much 
emphasis to place on nutrition 
relative to other product benefits. 
Marketers can take this learning 
and match it to the white space in 
the market and make better-in-
formed decisions on how to posi-
tion new entrants or re-position 
tired or “me-too” products.

Putting it to Work
How do we use these findings 

to “sell nutrition” in foods? Mind 
Genomics has identified meaning-
ful mind-sets within each product 
category. We may, but more likely 
probably not discover a strong 
co-variation between who a per-
son is and the membership of that 
person in one of our three newly-
discovered mind-set segments. 
A simple co-variation is unlikely. 
Simple cross-tabulation of segment 
membership by age, gender, BMI, 
income, market, and so forth will 
not show us what to do, leaving us 
with a wonderful discovery, and 
the nagging question “now what?” 

When developing Mind Ge-
nomics we recognized that we 
would have to create a tool which 
allows the corporate marketer as 
well as the developer to “know” 
the segment to which any person 
belongs. To this end we developed 
a so-called personal ViewPoint 
Identifier tool for each of the four 
products explored. The ViewPoint 
identifier, created using discrimi-
nant function analysis applied to 
the 36 elements, identifies a set of 
“scoring rules.” The scoring rules 
assign the new person to one of 
the three mind-set segments. The 
scoring rule is embedded in a 
simple to use computer program, 
usable either on website, or even 
more interestingly, as part of the 

importantly, the computer-based, 
even app-based ViewPoint identi-
fier tool allows the manufacturer 
and the trade to match the message 
to the mind-set, and in turn the 
mind-set to the product.

“Cutting to the chase,” a poten-
tially bright future, indeed, faces us 
when we realize that food technol-
ogy mixed with profound, actiona-
ble consumer knowledge, may well 
guide us towards more efficient 
communication and healthier 
consumers.t
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