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2 How do Jackie, Hank, and Debbie want to spend
their bonus money?

2 Why does Hank think of Debbie as a couch potato?

2 Both Jackie and Hank are planning outdoor
adventures, but how are they different?

2 Do you think the differences between Jackie, Hank,
and Debbie are attributable to personality, lifestyle,
or both?
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® 71 *(Id): Oriented toward immediate gratification

— Pleasure principle: Behavior is guided by the primary
desire to maximize pleasure and avoid pain

Z[3% E IEH il

V ILI '—[—ﬂ

— The id is selfish, illogical, and ignores consequences
o %ﬂ(Superego): A person’s conscience

® [IXy(Ego): The system that mediates between the id

and the superego

— Reality principle: The ego finds ways to gratify the
id that will be acceptable to the outside world

Sometimes a Cigar is Just a Cigar

Phallic symbols: Male-oriented symbolism
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This ad focuses on the
conflict between the desire
for hedonic gratification
(represented by the id)
versus the need to engage
in rational, task-oriented
activities (represented by the

superego).
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m Karen Horney:
— Described people as moving toward others
(compliant), away from others (detached), or against
others (aggressive).
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~ m Carl Jung:

— Disciple of Freud but did not accept Freud’s emphasis
on sexual aspects of personality

— s = ZEZ(Analytical psychology): Jung’s own method
of psychotherapy

- — A #(Collective unconscious): A storehouse of

memories inherited from our ancestral past

— Believed people are shaped by cumulative experiences
of past generations

— FUF(Archetypes): Universally shared ideas and
behavior patterns created by shared memories oD .
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Trait Theory:

— An approach to personality that focuses on the quantitative
measurement of personality traits

* Personality Traits:
— Identifiable characteristics that define a person.
- [F@'[‘%(Extroversion): Trait of being socially outgoing
» Extrovert: A person that possesses the trait of extroversion
— [*J]fi| 1% (Introversion): Trait of being quiet and reserved

* Introvert: A person that possesses the trait of introversion
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/ Are You an Innie or an Outie?

2006/7/28

David Reisman:

— Sociologist who introduced the terms inner-directed and
outer-directed

Power of Conformity:

~— The impact of shaping one’s behavior to meet the
- expectations of a group

Need for Uniqueness

— Degree to which a person is motivated to conform to the
preferences of others versus standing apart from the crowd

D -

BT - Rl
CBid : H <06) f 4 < o4 53§ i G R A

2006/7/28

Discussian Quasiiar)

This classic ad starts off with
the line: “The Datsun 240-Z
is not exactly what you

would call a common site.”

What consumer personality
trait is this ad appealing to?
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Level 1: People believe the object is possessed
by the soul of the being (e.g. celebrity

spokespersons) , , )
Level 2: Objects are anthropomorphized, or given
human characteristics. (e.g. Charlie the Tuna, Keebler
Elves, or the Michelin Man)
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Integrating Products into Consumer Lifestyles

This ad illustrates the way
that products like cars are
tightly integrated into
consumers’ lifestyles, along
with leisure activities, travel,

music, and so on.
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DDB Needham Lifestyle Study
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Figure 6.2

PERSON PRODUCT
" LIFESTYLE -
SETTING
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Co-branding strategies:

— Strategies that recognize that even unattractive products are more
attractive when evaluated with other, liked products

» Porsche — Fairmont Hotel
* Unilever — Dove

* Nike — Polaroid

* Roxy — Toyota

‘Product complementarity:

— Occurs when symbolic meanings of products are related to each
other

Consumption constellations:

— Sets of complementary products used to define, communicate and
perform social roles
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The Sims

/3 The Sims™ - Microsoft Internet Explorer provided by Comeast
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Expansion Pack (PC)

The Sims™ Unieashed
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“our Sims are Famous! In The Sims:
Superstar, you are the ol maker.

Learn More | Game Helo

Expansion Pack (PC)
Buy hlow
The Sims™ Hot Date
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VIDEO: Skechers

Skechers has a unique way
of understanding the
lifestyle of its consumers.
Click image to play video.
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Product-specific profile

Segmentation profile




AlOs

m AlOs:
— Psychographic research groups consumers according
to activities, interests, and opinions (AlOs)

m 80/20 Rule:
— Only 20 percent of a product’s users account for 80
percent of the volume of product sold
— Researchers attempt to identify the heavy users of a
product
— Heavy users can then be subdivided in terms of the
benefits they derive from the product or service.
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» Psychographic segmentation can be used:

— To define the target market
— To create a new view of the market
—To position the product

"~ —To better communicate product attributes

— To develop overall strategy
— To market social and political issues
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+ Segmentation Typologies:
— Developed by companies and advertising agencies to
identify groups of consumers with common lifestyles

— Similarities in segmentation typologies:
» Respondents answer a battery of questions
» Researchers classify them into “clusters” of lifestyles
» Each cluster is given a descriptive name
A profile of the “typical” member is provided to the client

— Proprietary Systems:

+ Information is developed and owned by the company and the
company will not release the info to outsiders

R

It T Rl
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» The pictures at the right
depict two very different
‘ideal” vacations.

»How can psychographic
segmentation help
identify target markets for
each type of vacation?

CEF s
2006/7/28 CBiEW M =06 f 7 < 1247 2 A2 ;xf,V,L;ng,w_‘; e

- R

24



VALS 2

* The Values and Lifestyles System
» Three Self-Orientations:
— Principle orientation: Guided by a belief system
— Status orientation: Guided by opinions of peers
— Action orientation: Desire to impact the world around them

 VALS Groups:

- Actualizers - Believers
- Fulfilleds - Strivers
- Achievers - Makers
- Experiencers - Strugglers
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* Global MOSAIC:
— Developed by a British Firm called Experian
— Analyzes consumers in 19 countries
— Identified 14 common lifestyles

* RISC (Research Institute on Social Change):

— Identifies 10 segments based on three axes:
» Exploration/Stability
+ Social/Individual
+ Global/Local

2006/7/28 CBt - H <06t # 4 74 23 &

Global Fans of an Irish Rock Band

Wlizigure 6.4

Global Fans of an Irish Rock Band
When a German-based Irish rock band called the Kelly Family wanted to tour the United States,
organizers first classified members of the band's German fan club by Global MOSAIC cluster and
found they tended to live in regionally impertant mid-sized cities. Then marketers ranked U.S. markets
with high concentrations of the same clusters and targeted their promotion campaign there,
p Global MOSAIC Clusters|T L. 0} M
Agrarian Heartlands Minneapolis Unteraligau
Career Focused Materialists Seatle Bemkastel-Witilich
Farming Town Communities Dallas Hildburghausen
Greys, Blue Sea and Mountain Nashville Cloppenburg
Old Wealth Boston | Donau-Ries
Ko Gt MIS AN, Experims Misrumuebiing, Mrms Wirmmmr i St el Cotndt Grad {imanies
D .
[l F" N B[R
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The Ten RISC Segments

~ Figure 6.5

Ethics and
universalism

Altruism and
conviviality

Rules and

local tradition

Respect of a
meaningful world

Muiti-directional
exploration

Pleasure and
cultural mobility

Action and
personal drive

Routine and
economic dignity

5L Local recognition
and materialism

Appearance and
international symbol status
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Choice of Brand for the Next New Car
‘ Vﬁigure 6.7
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PRIZM

* PRIZM (Potential Rating Index by Zip Market):
AT TR E R o = E‘\f
Wy (R RYR P TR ) AR :;L}‘Ft,#q‘ﬁ’l 2

¥ B
= TIRIRRERE RS T faf P oA B R

2006/7/28 CBrts - # 065 ff # < 24747

TABLE 6.4
A COMPARISON OF TWO PRIZM CLUSTERS

Furs & Station Wagons (ZQ3) Tobacco Roads (ZQ38)

New maoney, parents in 405 and 50s R acially mixed farm towns in the South

Newly built subdivisions with tennis courts, Small downtawns with thrift shops, diners, and laundromats;
swimming pools, gardens shanty-type homes without indoor plumbing

Sample neighborhoods Sample neighborhoods

Plano, TX (75075) Belzoni, MI (39038)

Dunwoody, GA (30338) Warrenton, NC (27589)

Needham, MA (02192) Gates, VA (27937)

High Usage L ow Usage H igh Usage Low Usage
Country clubs Motorcycles Travel by bus Knitting

Wine by the case Laxatives Asthma relief remedies Live theater

Lawn furniture Nonfilter cigarettes Malt liquors S moke detectors
Gourmet magazine Chewing tobacco Grit magazine Ms. magazine
BMW 5 Series Hunting magazine Pregnancy tests Ferraris

Rye bread Chevrolet Chevettes Pontiac Bonnevilles Whole-wheat bread
Natural cold cereal Canned stews. Shortening Mexican foods

Note: Usage rates as indexed to average consumption across all 40 clusters.
Source: "A Comparisan of Two Prizm Clusters” from The Clustering of America by Michael ). Weiss. Copyright @ 1988 by Michael J. Weiss. Reprinted by permissian of HamerCollins,
Publishers, Inc.
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PRIZM Online
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types, called clusters; while Micro
called segments.

or MicreVision lifestyle groups!

CHOOSE A SYSTEM: | PRIZM ~

~

eople with similar lifestyles tend to live near one another. PRIZM
describes every U.5. neighborhood in terms of B2 distinct lifestyle —
on defines 45 lifestyle types,

Enter your 5-digit ZIP Code to find your neighborhood's top five PRIZM
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