Introduction

(From top:) Victor
Strunk, Charles and
Yukari Infosino with
son Nino, Christian
and Martina Haag
(Germany), Jamie
Schworer with
daughter Katie,
Bianca Hutton, and
Shvaathi Gowridass.

CONSUMER BEHAVIOR

SEGMENTATION OF CONSUMERS: THREE EXAMPLES
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MOTIVATION (BENEFITS)

Correctional
Fitness
See themselves
being out of shape
and want to get
back in shape by
exercising. They
seek exercise
trainers, aerobics
classes, and nutrition
advice.

2

A BENEFIT SEGMENTATION OF FITNESS CLUB MEMBERS

Maintenance
Fitness

Build-up
Fitness

See themselves
as normal and fit
and are motivated
to stay fit. Use
fitness machines
and aerobic
classes and seek
efficiency.

Fit and healthy.
Seek to build a
muscular body.
Heavy users of
big machines and
most devoted to
spending time at
the gym.

Young single; powerful
built; becomes active
after sunset; often fights
rival males; can open
beer with teeth.

Relaxation

Socialization

Come for
relaxation and
visit usually
at the end of
the work day.
Mainly use
swimming,
sauna, and spa
facilities.

Come to
socialize with
friends and
others with
similar motives.
Hang out at
the pool, TV
watching area,
and the juice bar.
(A hypothetical example)

DEMOGRAPHICS+PSYCHOGRAPHICS

Hunkus
Maximus

Source: MYCBBook.
www.MyCBBook.com

Meet these consumers. You have met Victor already in this chapter. You
will meet the rest of them later in the book. For now, let us assume these six
consumers (or dyads and triads of consumers) represent some 100 million
consumers. What do we need to understand about them as consumers, and how
can we use that knowledge for crafting a better marketing strategy?
First, we have the option of treating them as a single market and then craft
our marketing mix to appeal to their common core. In that case, we will need
to understand what their common core is. Alternatively, we could treat them
as different types of consumers and appeal to each type separately. How many
types are there —two, three, four, five, or more? How do we separate them into
these diverse types? Identifying differences among consumers and then grouping
them according to their similarities and differences is called segmentation, a
key marketing concept and tool. A helpful guide to market segmentation is
appended following the last of these chapters, so here we will visit this topic
only briefly.
Diverse Segments, Diverse Behaviors Some differences among consumers are
easily visible. First, we could segment our target consumers by demographics,
such as gender, age, education, ethnic identities, etc. Clearly, consumers
belonging to different demographic segments will differ on some (but not all)
of their behaviors as consumers. Clothing styles differ across the two genders,
and age differentiates the young from the old in terms of their more edgy versus
more conservative styles in clothes, shoes, cars, music, etc. Education changes
not only our preferences but also the manner in which we process information
and the kinds of entertainment media we watch (which means our marketing
communications will have to be tailored in their aesthetics, and media choices
will have to be diverse as well). In terms of ethnic identities, as we shall see later,
Hispanics and Asians are more family oriented, so package size (more family
sizes) and communication themes (caring for family) will need to be tailored, to
take just one example. Our socioeconomic status also constrains our resources,
requiring diverse market offerings. J. Crew, hitherto catering to the mature
professional adult (made a bit more trendy by Michelle Obama), recently (in
July 2015) launched a spin off called J. Crew Mercantile to cater to adolescents
with tight budgets due to their pre-earner stage in life (i.e., students). We study
these demographics in Chapters 14 and 15.
Beyond demographics, consumers can also be segmented by psychographics,
the composite of consumers’ mental makeup and resulting lifestyles. Bohemian
Sean is going to relate to the marketplace differently than, say, the yuppie,
Fedora-sporting Miguel (you met them earlier in this chapter), and as marketers
our offerings will have to be tailored, not only in terms of product design but
also in marketing message content. We cover psychographics in Chapter 6.
Beyond demographics and psychographics, we can also segment our
consumers based on diversity in the benefits they seek from the product (benefit
segmentation) and how they look at the product, i.e., their attitude toward our
product (attitude segmentation). Exhibit 1.1 illustrates some of these segmentation
schemes.
Note however that whether we decide to segment our target consumers or
treat them as a single market, we need to understand their consumer behavior—
their basic human behavior as applied to their interface with the market.

EXH I BI T

CONSUMERS: SAME AND DIFFERENT
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The Fascinating World of Consumers

Blondus
Flirtus

AGE AND LIFE OUTLOOK OF HOME BUYERS

Mammas
Boyus

Coupleus
Permanentus

Mamma’s boy; still
nests with parents;
does not travel in
herds; consumes
twice his weight in
pizza.

Couples, thrive in
suburban areas; male
sheds hair and gets
restless around 50;
seen with a snifter on
Saturday nights.

Young, fashionable;
shopping is a hobby;
nests in yuppy-rich
areas; fascinated by
shiny objects.

Oldus
Affluentus

Sociable and convivial, primarily active during the day;
sheds the teeth
every night; can be
seen in tea-rooms.

Obos, a home-builder in Norway targets customers defined by life-stage and mental makeup.
The company-supplied tongue-in-cheek profiles (excerpted and heavily edited here) make an
excellent study in segmentation by demographics+psychographics. (Used by permission.)
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ATTITUDES

Shopping
Lovers
MYCB B OO K . com

I

Love to shop online;
find Internet shopping
fun and hassle free.
Heavy users.

SEGMENTS BY ATTITUDE TOWARD ONLINE SHOPPING

Adventuresome
Explorers

Versatile and prolific
in their online use,
search diverse topics;
find online shopping an
exploration.

Example 3 adapted from: W. R. Swinyard & S. M. Smith,
“Why People Shop Online,” Psych. & Mark., 2003, 567-97.

Suspicious
Learners

Technology
Muddlers

Low computer literacy;
struggling to complete
online tasks; find
it “hard to judge
merchandise quality on
the Internet.”

Least computer literate;
have strong hesitation
to give their credit
card number to a Web
site, and want to see
merchandise in person.

HUMAN PURSUIT OF HAPPINESS
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