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I You go to the store to buy toothpaste. How many different kinds of toothpaste do you
see? Five or six? Not today. Nowadays top toothpaste companies each produce up to 35
different types!

a After several minutes of studying all the varieties, you finally choose one, but you might
not be happy with your decision. Why? There were too many varieties. Maybe you missed
important information. Maybe there was a better product you didn’t see. You made a
decision, but maybe it wasn’t the best decision.

I Sometimes, shoppers decide not to buy anything at all. In one study, salespeople offered
customers a taste of six kinds of jam. On a different day, they offered 24 kinds of jam. The
people with a choice of only six jams were ten times more likely to buy one. Why? With 24
choices, it was too hard to decide.

v Why is there so much variety in today’s stores? Shoppers like a variety of choices, and
companies know that shoppers pay more for special products. Shoppers like products that
are made for a special purpose; for example, a toothpaste to make your teeth white or a
toothpaste to make your teeth strong. Companies make many different products in order to
meet many different customer needs.

A% How do shoppers decide which product to buy? They look for more information in order
to make a good decision. Companies know customers want information, so they give it online.
They give it in stores. They give it in product labels. Shoppers spend hours online. They are
“smart shoppers.” They believe that smart shopping decisions require a lot of information.

VI What is the result? Shoppers are stressed because there’s too much information. Our
brains don’t think a little; they think a lot, always. Studies show that the human brain does
not know what information is important. It gives the same importance to all information. A
small decision gets the same brain attention as a big decision. Shopping becomes difficult
and tiring.

VI Shoppers want choices, and they also want to know they are making the right choice.
How can companies meet both needs? They can stop giving so much information and start
asking more questions. First, companies can ask the customer, “Who are you? What do you
need?” Then they can recommend a few products. In this way, they help customers make
good decisions.

VI Studies show that a simple product decision makes the customer happier. When
customers know they made the best choice, they become a return customer; they return to
buy the brand again and again. This happy customer also recommends the brand to friends
and family. The company gets many return customers and a good name. Today, in order to
sell more, companies give customers a little less information.
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