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System:

Your task is to generate descriptions of various customer intentions within a
supermarket environment, elucidating their purchasing preferences and habits
meticulously.

Human :

Kindly generate {samples} unique descriptions of customer intentions,
ensuring each one is varied, embodying a range of customer profiles and
shopping objectives. Every description should be comprehensively structured
to include the following components:

- OQutline the overarching characteristics defining the customer's shopping
intention.

- Identify the categories of products the customer is likely to purchase or
abstain from, such as a preference for meat over seafood, or vegetables over
fruits.

- Clarify whether the customer arrives with a predetermined list of purchases
or if they are likely to explore and decide while shopping.

- Elaborate on the customer's family structure,such as being a single
individual, a couple, or part of a larger family, and how this influences
their purchasing decisions.

- Highlight customer's preferences regarding the price and quality of
products, specifying if they lean towards high-end items, discounted quality
goods, or more affordable, lower-quality products.

- Describe the customer's preferences concerning the state of the products,
such as pre-cut, seasoned, etc.

- If there is a dish the customer would like to cook, describe it. If not,
please state that you do not.

- It is imperative to maintain strong consistency between the customer's
intention" and "num_item_to_buy". For example, a family of five might buy a
lot of items at once. These customers usually buy in bulk, getting many
products in one visit. On the other hand, some customers come to the
supermarket often, but they only buy a few things each time.

- Ensuring a close alignment between a customer's "intent" and their
purchase_consideration' is crucial. For instance, customers who are uncertain
about their purchase choice or who explore various options typically exhibit
a higher level of "purchase_consideration". In contrast, customers who have
a pre-determined purchase decision before visiting the store usually show
lower "purchase_consideration"”.

Rule:

Ensure all responses maintain the prescribed format and diversity in customer
intentions is robustly represented!

You must persist in generating sentences without cessation until you have
produced at least {samples} intentions in total!!!

Example :

{{"intention": "Single customer, engaged in exploratory shopping, showing a
preference for a diverse array of items such as dairy, grains, and fresh
produce. Customer usually don't pre-decide purchases, engaging in in-store
decision-making. Customer are more inclined towards quality and are attracted
to discounts and special offers, often opting for bulk purchases for
efficiency. Preferences lean towards natural, unprocessed goods, shying away
from items that appear overly processed or artificially preserved. No
specific meal plan dictates their shopping choices", "num_item_to_buy": 17,
purchase_consideration": "5"}}

- Generate the "show_interest" list by carefully considering both the
customer's intentions and their "purchase_consideration" score, which ranges
from 1 to 5. If the purchase_consideration score is low, focus on a smaller
show_interest" list. Conversely, if the score is high, the "show_interest"
list can be more extensive but should remain below {num_purchase_items} in
total.

Tips:
- Pay close attention to the item descriptions and customer intentions
provided.

### Customers intention
{intention}

### "purchase_consideration” (1-5)
{purchase_consideration}

### Item description
{item_description}

{format_instructions}

STEP 2: 3B § ¥ AW D B 2 SR 724783 % 24E A%
T 272D DIER

System:

As an adept AI, your task is to create a shopping plan for a customer, using
their stated intentions, the total number of items they intend to purchase,
and a provided list of product categories.

Human :

Your role is to allocate the total number of items the customer plans to
purchase across the given product categories. This allocation should form a
cohesive plan that aligns with the customer's intentions and preferences.

Rule:

Ensure all responses maintain the prescribed format!

The total number of items in the shopping plan should be approximately {
num_items}.

The distribution of products across categories must closely align with the
customer's intention.

# Customer's intention
{intention}

# category List
{category_list}

{format_instructions}

STEP 3: BB P 2T 2 7 4 7 L8 ¢ Lty
457 LEE C DEFRDDDFER

System:

As a proficient AI assistant, your task is to curate two lists of products
that align with the customer's intentions. You have access to detailed
information, including the customer's intentions, product descriptions, the
quantities they plan to purchase, and their level of purchase consideration.

Human :

Your goal is to create two lists based on the provided information:

1. "inclined_to_purchase": Products that the customer is highly likely to
purchase.

2. "show_interest": Products the customer might consider purchasing or show
interest in, taking into account both the customer's intentions and their "
purchase_consideration" score.

Guidelines:

- Purchases are planned only for products in the {category} category.

- Ensure that the total number of products in the "inclined_to_purchase" list
for the {category} category is approximately {num_purchase_items}.

- Ensure that the total number of products in the "show_interest" list for
the {category} category is less than {num_purchase_items}.

- Align the "inclined_to_purchase" items in the {category} category with the
customer's intentions.
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Model R-1 R-2 R-L BS-p BS-r BS-fl

GPT-3.5 0.21 0.020 0.12 082 0.86 0.84
+ 1 examples 0.33 0.054 020 0.88 0.88 0.88
+ 2 examples 0.36 0.064  0.21 0.88 0.89 0.89
+ 4 examples 0.39 0.092 0.24 0.89 0.89 0.89

GPT-4 0.19 0.03 0.12 082 0.86 0.84
+ 1 examples 0.35 0.06 0.20 0.87 0.88 0.88
+ 2 examples 0.37 0.070  0.21 0.88 0.89 0.88
+ 4 examples 0.41 0.11 0.25 0.89 0.90 0.89

T5-small 0.024  0.0027 0.023 036 0.38 0.37
0.0018 0.00 0.0018 0.35 0.37 0.36
+ 4 Paraphrases  0.14 0.017 0.13 0.75 0.77 0.76
+ 8 Paraphrases  0.24 0.032  0.20 0.83 0.84 0.83
+ 16 Paraphrases 0.32 0.070  0.25 0.87 0.86 0.87
+ 25 Paraphrases  0.36 0.10 0.27 0.88 0.88 0.88

+ 2 Paraphrases

T5-base 0.15 0.018 0.14 0.81 0.82 0.82
+ 2 Paraphrases  0.29 0.060 0.23 0.86 0.86 0.86
+ 4 Paraphrases  0.40 0.12 0.29 0.89 0.89 0.89
+ 8 Paraphrases ~ 0.42 0.13 0.30 090 0.89 0.89
+ 16 Paraphrases 0.42 0.14 0.31 090 0.89 0.89
+ 25 Paraphrases  0.46 0.16 0.33 091 0.90 0.90
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Case 1 (Input)

Trajectory is Stay at fruit.</s>Stay at vegetable.</s>Stay at vegetable.</s>Stay at veg-
etable.</s>Stay at vegetable.</s>Stay at vegetable.</s>Stay at vegetable.</ s>Stz§y at
meat.</s>Stay at meat.</s>Stay at meat.</s>Stay at meat.</s>Stay at meat.</s>Stay
at dairy.</s>Stay at dairy.</s>Stay at dairy.</s>Stay at dairy.</s>Stay at household
goods.</s>Stay at household goods.</s>Stay at seasoning.</s>. And customer pur-
chases item list is ["Toilet Paper’, *Beef’, "Luxury Lamb’, ’Premium Steak’, ’Premium
Bacon’, "Premium Ground Turkey’, ’Luxury Apples’, ’Salt’, "Mozzarella Cheese’,
’Organic Milk’, ’Greek Yogurt’, ’Luxury Asparagus’, ’Luxury Mushrooms’, ’Luxury
Broccoli’, ’Carrots’].

Case 1 (Ground Truth)

A fitness enthusiast who focuses on high-protein, low-carb foods. They usually have
a predetermined list of purchases, including meats, dairy, and vegetables. They give
priority to quality over price and prefer fresh, unprocessed items. They often shop
with a specific meal plan, typically a high-protein recipe.

GPT-3.5 + 4 examples

The customer is a meat lover who enjoys cooking various meat dishes. They prioritize
quality and are willing to pay a higher price for premium cuts of meat. They also
gurchase dairy products such as cheese and milk. In addition to meat and dairy, they

uy fruits and vegetables to balance their meals. They also purchase household goods
and seasonings to complete their shopping list.

GPT-4 + 4 examples

The customer is a meat lover who prefers hi%h-quality, premium cuts of meat. They
also enjoy dairy products and fresh vegetables, suggesting they may enjoy cooking
elaborate meals at home. They also purchase household goods, indicating they value
convenience. Their shopping habits suggest they may be preparing a hearty meat and
vegetable stew or a gourmet meat dish.

T5-small + 25 Paraphrases

A family who is a vegetarian and a vegetarian is a vegetarian who is interested in
cooking a variety of vegetables and vegetables. They have a predetermined list of
items to buy, including meat, dairy, and dairy. They are attracted to a variety of
options and prefer fresh and unprocessed items. They are attracted to a specific meal
plan and prefer fresh and unprocessed items.

T5-base + 25 Paraphrases

A customer who is interested in cooking a specific dish. They have a predetermined
list of items to buy, including meat, dairy, and grains. They prioritize quality over
price and prefer fresh and unprocessed items. They have a preference for high-quality
items and are willing to pay a premium for high-quality items. They enjoy cooking a
specific dish and prefer unprocessed items.

Case 2 (Input)

Trajectory is Stay at drink.</s>Stay at snack.</s>. And customer purchases item list
is [ Discounted Coffee’, ’Luxury Chocolate’].

Case 2 (Ground Truth)

A coffee lover who enjoys trying different types of coffee beans. The customer
usually arrives with a fixed list of purchases, focusing on a variety of coffee beans and
coffee-making accessories. They prefer high-quality products and are willing to pa
a premium for them. They do not have a specific meal plan and usually buy a small
number of items per visit.

GPT-3.5 + 4 Examples

A customer who enjoys indulging in luxury items and treats themselves to high-quality
coffee and chocolate. They prioritize their enjoyment and are willing to spend more
on premium products. They may have a preference for gourmet snacks and beverages.

GPT-4 + 4 Examples

A casual shopper who is not in a rush and enjoys exploring the store. They are likely
to be a coffee lover and have a sweet tooth, indulging in luxury chocolates. They are
not particularly budget-conscious and are willing to spend on premium items. They
may be shopping for a relaxing evening at home, perhaps planning to enjoy a cup of
coffee paired with high-end chocolate.

T5-small + 25 Paraphrase

The customer is a coffee enthusiast who is a coffee enthusiast who has a specific
meal plan and focuses on making a coffee. They have a specific sho%)ping list and are
willing to pay a premium for a coffee-free meal. They have a specific meal plan and
prefer to buy a coffee-free coffee.

T5-base + 25 Paraphrase

The customer is a coffee lover who enjoys exploring new flavors and styles. They have
a predetermined list of coffees to buy, and they are willing to pay extra for chocolates
and other chocolates. They have a preference for high-quality items and are willing
to pay a premium for them. They enjoy exploring new flavors and styles and often
choose chocolates for their coffee.
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