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How to Read Your Customer’s Mind 
(No Matter Who It Is) 

This fun system is designed to help you harness your own knowledge 
and intuition about your buyers minds at the moment they’re thinking 

about your product or service. Get more info at joshbains.com 
 

Because Data Doesn’t Tell You ALL About Why People Buy 

People buy for good reasons. These include hunger, fatigue and boredom. 
Good marketers figure out some of these reasons and create marketing collateral 
around them. Very good marketers figure out techniques that can help 
them more accurately pinpoint what their customers are thinking and 
feeling. 

 

Your New Toy - The Mind Reading Grid: 
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This is a slick marketing tool invented by the Senior Vice President of Foote, 
Cone and Belding in 1980, Richard Vaughn. (Classically, it’s called the Vaughn Grid 
or the FCB Grid.) 
 

I spoke with Bruce Bendinger, author of the Copy Workshop (a book that 
teaches creatives how to work in an agency.)  
 

He introduced me to the Mind Reading Grid:  
 

“The grid is a really useful tool in two ways,” he said. “Working creatively, it’s 
a good way to think your way through a problem and get a rough fix on who you’re 
talking to. And second, if you’ve got to present to a client, it’s a good way of 
explaining a product.” 
 

The Mind Reading Grid will help you learn where your product or service 
lives in the mind of your customer by estimating if the purchase takes: 
 

Low or High Involvement  
 +  

 Thinking or Feeling Decision  
 
With that information: 
 

● You will know what frame of mind your customer is in when she is 
considering a purchase.  

 
● You will be able to create more effective advertising or marketing concepts 

about the product. 

The Mind Reading Grid’s 4 Parts 

1. Starting at the bottom of the grid, a low involvement purchase is 
something like clothing pins. It’s a no brainer - you’re probably thinking about 
something else when you buy them.  
 

2. At the top of the grid, a high involvement purchase is something like a 
Porsche. It’s a full brainer - you’re not thinking about anything else when you buy 
one.  
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3. At the left of the grid, a thought purchase is something like a life 

insurance policy, which is completely rational. 
 

4. At the right of the grid, a feeling purchase is something like designer 
cologne, which is completely emotional.  

 
 

How To Use the Grid 

1. Just think about your product or service.  
2. Decide what two mindsets your buyer is most likely in during purchase...  
 

● A low or high involvement decision? 
● A rational or emotional decision? 

 
3. Choose each side, and you will have an intersection .  
 
4. Draw a dot there on the grid. Your dot can be anywhere - because most 

decisions are not fully low, high, rational or emotional. It may edge to the far 
corner, or it may straddle the middle.  
 

● Buying health insurance, while certainly high involvement, can be 
quite emotional.  

 
● Buying frozen peas with your three kids pulling you to the ice cream 

gets highly involved. 
 

The moment you find your dot, you may have more insight into your client 
than you’ve ever had before. 
 

On the following page, you’ll see the real life use of the grid for putting 
products in their proper quadrants.  
 

● THOUGHT EXERCISE: Where would you put other products on the grid? 
● SELF HELP EXERCISE: Where would you stick your friends and loved 

ones…? (Or other people you know.) 
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How to Profit From Your Dot  

“Your buyer is going to a store,” says Bruce. “And on his list is toilet bowl 
cleaner, toilet paper, soy milk. And what’s not on his list? Cookies. But if I can get a 
yum-yum influence in the store, I’ve got a chance of selling him some cookies.”  
 

Your grocery shopping prospect is in a mid-involvement, low think state: 
He’s checking his wife’s list, concentrating just enough so he doesn’t forget her 
organic shiitake mushrooms.  

 
The job of your marketing is to get him to low involvement (lower than his 

wife’s list) and a low emotional state (so he feels a more clear and present Cookie 
Emotion and less fear of Forgetting Those Mushrooms.) 
 

● If you rent marriage halls or advertise divorce, you must lead your 
neutral prospect up into a high involvement decision that is highly 
emotional. 

 
● Alternatively, you must create more emotion when marketing low 

involvement, painfully rational toilet bowl spray. 
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Everyone Is Different: A customer who is price-conscious will have a higher 
involvement than someone who is free to buy whatever he likes. Your marketing 
can get around it by lowering his involvement, or raising his emotion. (A sale does 
both at the same time.)  
  

Explode the Dot! 
This is a way to get more ideas than you’ve possibly ever had about 

marketing your product. I think it’s the best part of this whole system. 
 
You know where your product’s dot lives on the grid. For example, it’s mainly 

low involvement, high feel - like an energy drink. Or high involvement, high think - 
like tax accounting. 

 
However, your product or service has many facets...  
 
So think about it again from its spot. But this time explode your dot 

into all four quadrants. 
 

● What is the high involvement part of your sports drink? 
● What is the thinking part of your sports drink? 
● What is the low involvement part of tax accounting? 
● What is the emotional part of your tax accounting? 

 
This is powerful. You now have a conceptual Swiss Army knife that you can 

use to manipulate your product marketing and its positioning in the mind of your 
customer. You also have more insight into the possible states your customer is in 
while considering your product. 

 
Because the grid is always doing two things: 
 

1. It’s giving you insight into how your product is seen in the market. 
2. And insight into the mind and moods of your customer.  

 
Here’s an example with a single product - exploded through all four quadrants - 
and the resulting headlines. I chose holographic goggles:  
 
 

The Mind Reading Grid System - ©2017 Josh Bains Global Creative 



6 

● Use Holographic Goggles to Shop and Save! (Quad. 3 - low think) 
 

● Greeting Cards are Better on Holographic Goggles (Quad. 4 - low feel) 
 

● Why HoloLens Is the #1 Choice at Expo Booths (Quad. 1 - high think) 
 

● How to Wow Her with Your Holo Goggles (Quad. 2 - high feel) 

 

Create An Array of Marketing Options 

It’s possible to pick any ONE of these uses for holographic goggles, and 
explode it through each quadrant, too.  

 
So you can bring: Why HoloLens Is the #1 Choice at Expo Booths (Quad. 1 - 

high think) through each quadrant to find more marketing choices. 
 
Your facets have facets. 

 
Or as Bruce asks: “What is the circumstance that you’re reacting with 

your target customer?”  
 
After enough experimenting with the Mind Reading Grid, you’ll see a product 

once and actually sense what quadrant it’s in.  
 

You’ll quickly explode the dot and devise a handful of concepts, each trained 
on a different buyer. Try it. Pick an object on the way home. Decide whether it’s low 
or high in thought and feeling. Then explode its dot.... 

 
What are four ways you can market rush hour? 
 

When To Use the Mind Reading Grid 

 
Get Insight: The Mind Reading Grid helps you change a person’s attitude 

more than behavior. This makes it the opposite of the ALS ice bucket challenge. 
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That gets people to act in a viral way, which is almost always the result of 
non-rational, lateral marketing. 
 

“The grid gives you an insight,” says Bruce. “It does help you explore the 
alternatives that you might not have seen at the opening round.” 

 
Use it to Explain: When you’re dealing with an embattled account 

executive for whom “even toilet paper is high involvement.” The problem is that 
high-minded Quadrant 1 won’t sell a lot of toilet paper. But short-sighted Quadrant 
3 will.  

 
“So if you’re doing a happy jingle, you’ve got to walk the client who lost his 

sense of humor in his third year at Procter and Gamble through that. It’s a good 
tool to walk your client to some particular spot, because it’s logical, and because 
your client is logical even in the midst of intense emotions.” 

 
 

ABOUT THE AUTHOR: 

 
Josh Bains is a writer-marketer with a Masters        
degree in Journalism from the University of       
Hong Kong. If you like this product, he would         
love for you to visit his website: joshbains.com,        
and learn about his writing and consulting, order        
a Bains Storm Session, or sign up for the fun and           
informative Bains Blast email. 
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