Local researchers delve into the shopper’s mind.

BY COURTNEY HUMPHRIES

he big sale is on in Boston: Filene's is closing, and shoppers have
descended on Downtown Crossing in recent weeks, poring over
clearance merchandise like a pack divvying up a kill. Though most
of them hope to walk away with some good deals (and without
losing their heads), some will surely get swept up in the frenzy and
leave with a shopping bag of things they never intended to buy.

It would be nice to think that as shoppers, we make only sensi-
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ble purchases, but of course that's not always the case. Econo-
mists used to think of shopping in rational terms: that consumers
buy what fulfills their needs for the best price. But today, re-
searchers who study consumer behavior realize that shopping is a
complex psychological puzzle. Here are just a few of the paradox-
ical, and sometimes downright irrational, quirks they've discov-

ered about the shopper’s mind.






