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Topics covered

1. What is the goal?

2. Making it happen

3. What we expect the results to tell us and 
why

4. The dollar value of liking

5. What does each element contribute

6. Mind sets

7. Finding mind-sets

8. Implications for science & business
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Topic 1 – What is the goal

 We want to put a dollar value on sensation

 Why – because people are always talking 
about how important taste or texture is

 Does that importance manifest itself in the 
data

 When we do this – we may end up founding a 
new science – sensory economics (division of 
psychological economics)
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Is this the first time we’ve 
done it?

 No

 There are at least two separate books on this 
by the presenter

 People, products, prices: Sequencing the genome 
of the consumer’s mind (Galanter, Moskowitz & 
Silcher, in Press)

 Mind Genomics: The new novum organum
(Moskowitz, Silcher & Galanter, volumes 6a-6d)
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Topic 2: Making it happen

 Don’t reinvent the wheel

 Use experimental design … conjoint 
measurement

 Mix & match ideas

 Get responses

 Estimate contribute

 Difference – select dollar as rating
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Here are some elements
Full set of 36
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Orienting the respondent
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Example of concept w/scales
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Topic 3: What we expect the 
results to tell us & why

 We will systematically vary the elements in 
the test concepts

 Get ratings of interest

 Get ratings of $$ (price willing to pay)

 We will do this for each person

 Relate our 36 elements to interest, prices

 We will create models

 Overall, and then by element, and then segment
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Topic 4: The dollar value of 
liking

 Is there any relation between how much a 
person likes .. And amount willing to pay

 Relate Amount to Liking

 Amount = a + b(Liking)

 What’s the slope

 Is everyone the same

 Or…
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The hedonic slope
Questions .. Who, For what

-2 -1 0 1 2 3 4
Dollars per unit acceptance

Not hedonist       Hedonists
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Slope differs by group
Some groups say they’ll pay more/unit
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Topic 5 – What does each 
element contribute?

 Use experimental design

 Relate presence/absence of each element to 
interest and to dollars willing to pay

 How…dummy variable regression

 Result  1 …how each element drives $$

 Result 2 … how each element drives interest
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Dollar value & Interest
Estimated via dummy-variable regression
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Topic 6: Mind-sets
Different strokes for different folks
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Topic 7: Finding mind-sets
They don’t come with forehead identifiers
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Can get 50%-60% right
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Topic 8 – Implications
For science, for business

 New vista… inductive rather than deductive science

 Learn from patterns of responses..not from hypothesis tests..

 There’s a powerful combination of elements and rating 
questions .. Leading to new databases

 Practical application ….segmentation and  typing tools for 
product design & marketing

 More elaboration & many experiments.. in the new multi-
volume book on the science of the everyday: Mind Genomics: 
The New Novum Organum
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