
December 2, 2010 Product Semantic Tools 0

• About the 

Tools
Based on 

product semantics theories
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Product category mapping tool: Aims

• How people make sense of the real world market scenarios crowded 

with competing products

• Which product is used as a cognitive reference to understand the 

category (Defining typical) 

• Develop understanding of how people perceive and cognitively map 

product categories and what they are willing to include and exclude 

in the maps

• How people with different profile perceive and map products 

• Researcher gets insight into peoples’ understanding and the rules 

and norms that govern the locations of of these products on the 

map                         
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Demo of the product category mapping tool

Process

• Photographs of all the competing products from the market are 
presented to the respondents

• They drag and drop products (photos) into five categories  from Very 
typical to ……. very Atypical

• The results are presented back and they are asked to comment on 
their reasons

• When all the respondent complete the task, the data is processed 
and presented as a map

• On mouse over, map images will give (yet to be implemented)

– statistical information 

– respondent comment 

– Decision time
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Typical Not so Typical Not so Atypical AtypicalVery Typical

Step 1: Collect images of competing products and

Ask respondents to give a typicality rating [1 to 5 scale] drag-n-drop
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Typical Not so Typical Not so Atypical AtypicalVery Typical
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Typical Not so Typical Not so Atypical AtypicalVery Typical
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Product: Map for cigarette lighters

Respondent’s perception of 
Lighter-ness



December 2, 2010 Product Semantic Tools 7

Af
te

r 2
.5

, t
he

 c
al

cu
la

to
r w

ri
st

 w
at

ch
 fo

rm
s 

a 
de

m
ar

ca
tio

n 
, s

ho
w

in
g 

th
e 

re
lu

ct
an

ce
 o

f 
th

e 
ob

se
rv

er
 to

 a
cc

ep
t i

t a
s 

a 
ty

pi
ca

l w
at

ch
 

Th
e 

br
ow

n 
be

lt 
w

ri
st

 w
at

ch
 h

as
  g

ai
ne

d 
a 

po
si

tio
n 

ne
ar

 th
e 

ty
pi

ca
l  

ra
tin

g 
ow

in
g 

to
 it

s 
ci

rc
ul

ar
 d

ia
l a

nd
 v

er
y 

ty
pi

ca
l w

ri
st

 w
at

ch
 

de
si

gn
, w

ith
 a

 le
at

he
r b

el
t a

nd
 a

 ti
m

e 
ad

ju
st

m
en

t k
no

b.

Th
e 

st
ee

l w
ri

st
w

at
ch

 w
hi

ch
 lo

ok
s 

m
or

e 
lik

e 
a 

br
ac

el
et

  e
pi

to
m

iz
es

 a
ty

pi
ca

lit
y 

ow
in

g 
to

 
its

 n
ea

rn
es

s t
o 

a 
je

w
el

le
ry

 th
an

 a
 fu

nc
tio

na
l 

w
ri

st
 w

at
ch

. T
he

 s
ur

fa
ce

 g
lo

w
 a

ls
o 

am
az

es
 

th
e 

ob
se

rv
er

.

Th
e 

at
yp

ic
al

ity
 o

f t
he

 im
ag

e 
m

aj
or

ly
 o

w
es

 
its

 ra
tin

g 
to

 th
e 

na
ke

d 
m

ec
ha

ni
ca

l 
ap

pe
ar

an
ce

 th
an

 a
ny

 a
pp

ar
en

t f
un

ct
io

na
l 

tim
e 

di
sp

la
y.

th
e 

cy
lin

dr
ic

al
 d

ia
l a

ls
o 

ca
us

es
 

a 
sh

ift
 in

 th
e 

ob
se

rv
er

’s
 a

tt
en

tio
n 

to
 c

al
l i

t 
as

 a
 ty

pi
ca

l w
ri

st
 w

at
ch

Th
e 

at
yp

ic
al

ity
 o

f t
he

 w
at

ch
 c

an
 b

e 
at

tr
ib

ut
ed

 to
 th

e 
di

sp
la

y 
on

 th
e 

di
al

 w
hi

ch
 

fo
rm

s a
 b

ar
ri

er
 b

et
w

ee
nt

 h
e 

ob
se

rv
er

’s
 

fir
st

 h
ee

d 
an

d 
th

e 
pr

od
uc

t’s
 

co
m

m
un

ic
at

io
n

Th
e 

he
av

y 
gr

ou
pi

ng
 o

f t
he

 p
ro

du
ct

s c
an

 b
e 

re
as

on
ed

 a
s 

th
ei

r t
yp

ic
al

 c
on

st
ru

ct
io

n 
an

d 
th

e 
re

la
tio

ns
 th

at
 th

e 
ob

se
rv

er
 d

ev
el

op
s 

w
ith

 th
e 

ki
nd

 o
f p

ro
du

ct
s o

ne
 is

 a
lr

ea
dy

 
fa

m
ili

ar
 w

ith

A 
co

m
pl

et
el

y 
ne

w
 m

ea
ni

ng
 is

 
gi

ve
n 

to
 th

e 
pr

od
uc

t t
hr

ou
gh

 
th

e 
di

sp
la

y 
an

d 
fo

rm
s a

 s
tr

on
g 

at
tr

ib
ut

e 
to

 b
e 

ke
pt

 to
w

ar
ds

 th
e 

At
yp

ic
al

 co
lu

m
n

Product: Map for wrist watches with analysis

Respondent’s perception of 
Wrist watch-ness



December 2, 2010 Product Semantic Tools 8

Fashion: Map for earrings

Respondent’s perception of 
Earring-ness
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Very Typical  Very Atypical

Fashion: Map for ladies shoes
Respondent’s perception of 
Ladies shoe-ness
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Graphics: Map for stamps

Respondent’s perception of 
Stamp-ness
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Packaging: Map for liquor bottles

Respondent’s perception of 
Liquor bottle-ness
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