Consumers of all ages and in all markets are
constructing their own identities more freely than ever
belore. Millennials, in particular, are comlortable in
seeking products and experiences beyond the narrow
bands of their place in the world or stage in life. As a
result, consumption patterns are no longer defined

by ‘traditional’ demographic segments, such as age,
gender, location, income and family status, We are
entering an era of post-demographic consumerism, and
- amid all this flux - marketers must look to ‘attitude’ to
target customers and build loyalty
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re clemographics it for purpose? 1t's a loaded question, but one
that s vital for marketing tday, And it has come vo the (ore,

perhaps, because of the conundrem of one particular customer
demographic - the millennial.

“People are obsessed with millennials at the moment, particularly
because their spencing power is at its peak,” says Matthew Draper,
conunercial director at custoner esperience insighus [im Network
Research. “They are the ones who are buying houses, sofas and plasma-

screen TVs; they're having children, and reaching peak debrt accumulation,

Millennials are also strongly associated with being the first generation that
15 digitally native. For marketers, they are also interesting because of the
stze of the bulge - the sheer number of thern,”

Acenrding to maost deseriptions of this wicdely diseussed demagraphic,
millennials are the most indlividualistic of consumers. ‘They are the
heneficiaries of unprecedenter cultural and soeial mebility, and have
the technology to associate with much wider groups of influencers, to
discover more - and more quickly - and to travel more widely. They
have more information at their fingertips than any other generation in
history, and each millenniu! is ermpowered 1o use it to dernand more ol the
products and services they use and advacate, in orcler to hone a highly »

Caralyst

The
speed read

The individualislic character of
millennials raises questions about the
usefulness of demographic data

Ihe comiplex nature of consumer
choice is reflecled in divergent
attitudes within demographics

Understonding consumer allitudes
£an help In targeting more than data
on age, income and location

Attitucinal data can be overlaid across
demographics lo creale a tledrer
piciure of consumer hehaviour
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personalised account ol their indlividualivy, But if all
that is accurate, then another question arises: is it
still possible to think that 16 million millennials in
the UK alone can be targeted with a single brand-
mirketing strateay? That is one reason why there 1s
a question over the ugefulness of demoyraphies.

Behavioural study

If traditional demographics are too narrow in their
qualitative value, perhaps another measure necds
to be used to target customers and build bramds.
Al Nelwork Research, a recent project set out 1o
understand whether demographies remained the
best way to segment consumers, or whether brands
should also be looking toward behavioural dara to
grow their busmess.

"I'be study engaged 1,500 consumers and 60 of”
the UUK's hest-known brands, acrass 12 categories,
and produced detailed nsight into the complex
nature of consumer choice today.

“The study ranged across brands,” says Draper.
“Some were established and traditional, such as
M&S, The Sun, Vauxhall and Pamark, and some
were younger and trendier, such as Samsung
and Apple. We wanted to see if we could upset
conventional wisdom. We asked people to what
extent they agreed or disagreed with various
statemnents, which — combined - could build up a
rounded idea of a person’s attitude.”

The results ol the survey included some
surprising findings. For example, in the case of
vounger millennials, the assumption is frequently
made that the urban 18-24-year-old demographic

a segment of mobile-first carly adopters  is
inherently predicated towards digitul brunds and
technology categories. However, the study showed
that this might be a popular misconception, as they
also show high engagement with brands across
a wide variety of sectors. including some more
traditional, service-led ones

"There were other surprises, too. The propensity
to purchuse environmental or green brunds, (or
example, was just as strong among lower-income
demographies as with higher earners. By marketing
environnmentally iriendly brands only to the middle
classes, brands are missing out on a potentially
huge tarzet market.

The study also looked at the Financial Times
Generally thought to be the preserve of a high-
incnme-hanoe readership - perhaps mostly middle-
aged and male — the study found that younger
carly adopters and fashion followers were far more
likely to recommend the brand than those with
higher incornes,

Network Research also uncovered a number
of attitudinal trends that are linked to 2 more
conservative, unengaged consumer audience
typically with a far smaller purchase and usage
repertoire ol big brands, and being the least
[requent brand advocates, However, these
resistant consuwmers came from a wicke range of’
demographic segments. Beig able to understand

"LIFE STAGES WILL ALWAYS HAVE SOME INFLUENCE, BUT
WE NOW KNOW THERE ARE COHORTS OF PEOPLE WITH
SHARED INTERESTS THAT HAVE AN AGE RANGE OF 18 TO 75"

MATTHEW DRAPER, COMMERCIAL DIRECTOR, NETWORK RESEARCH
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such an attitudinal segment could allow marketers to maximise the
effectiveness of ad spend by avoiding such a segment and actively
targeting more enguged consumers elsewhere,

Other recent consumer behaviour studies have found similar
aberrations. The Tnternet Advertising Bureau, for example, has reported
that women now account for the majority of video-game players in the
UK, and there are more gamers aged over 44 than under 18,

In 2015, Netllix vice-president of product innovation, Todd Yellin,
described how the company's data showed thut there were many 19 -year-
old men who watched Dance Moms, and plenty of 73-year-old women
whao were fans of Breaking Bad and Avengers. These weren't the brands®
target demographics, but it was the reality. Demographics, said Yellin,
were “almost useless”.

Attitude first
Are they, then, still it for purpase? “Yes,” says Draper, after a long pause.
“But their relevance has to he questioned, and unexpected accurrences
you might see in a set of demagraphic dara shouldn’t be taken as
aberrations. They should be explored, because they are potentially real
and significant,
“Demographics were always given primacy as a means of targeting
- aye, gender, loculion — but they are a crude tool, Ol course, not ull
18-35-year-alds are the same. T might be 55, but T might have a young
outlook. Attitudes always drew a veil over demographics and, if we cluster
around attitudes rather than demographics, we can see more, Looking at
something through the demographic prism means you won't discover all
the opportumities available o you. It only tells  little bit of the scory.
“Ihgital marketing clata can give us insights inta attitudes through
all kinds of analytics. It's a rather sweeping statement, but - at Network
Research -- we say that attitudes are three times mare likely to predict
behaviour than demographics alone. Demographics still have a role, but
there's much more going on.”

“I think we need w push brands in this direction, and see the relevance

ol it. Life stuges will always huve some influence, but you huve people in
therr sixties going mountain biking these days, and thar was pretty much
unheard of 20 years ago. What we now know is that there are cohorts of
people with shared interests that have an age range of 18 to 75.”

Insight into practice

“Part of our work is to educate clients that, sometimes, segientation

" says Ben Leet, general
manager, UK, at YouGov. “For example, we've recently helped a high-

doesn’t have to be based on demographics,
D l

profile retail bank in the UK move towards attitudinal segmentation
More than age profile, gender or social arade, it the customers’
actirude towards money  and towards risk  that drives their
decision-making when it comes L retail banking and finaneial
products. By understanding this, you can choase not to base
advertising campaigns around age, income or region, but around
those artitucles.

“To start to target those consumers, you can take that
autivachnal segnentation - that dynanic — and plug it into
our profiles toal, overlay the segments across a clata ser, analyse 3
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POST-DEMOGRAPHIC
CONSUMERISM
Inslghts powerhouse Trendwatching
outlines the following four drivers of
the post-demographic age

Access

Ublquitouss global infonmation and
collective brand famlllarity Is fostering
anincreasngly universal experience

Permission

Increased freedom Is driving the
collapse of ‘natural’ convention after
‘Matural’ convention, and the formation
of new consurmer identitles

Ability

The ability to experirnent and
Identify with a wider variety of
brands and products is fuelling
Increased personallsation.

Desire

The eroding connection between
financial resourtes and soctal stalus
1S giving rise to a more democtatic
post-demographic status, and
changing the balance of power
between generations.
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Y “|WOULDN'T SAY DEMOGRAPHICS ARE DEAD - IT'S HORSES
, FOR COURSES, AND IT DEPENDS ON THE PRODUCT"

BEN LEET, GENERAL MANAGER, UK, YOUGOV

almost anything, and generate insight that is specific to those
segments. 10a brand wants, for example, 1o run a carnpaign
around sponsorship of eycling - or whatever it might be - we
can match attitudes to cycling across segments, and it helps
produce a much more commercially minded result.

“The segmentation and data points can also be plugged
into the brund's programmatic advertising, It’s using big data
in real time, and we're finding that these kinds of planning and
tracking solutions - which include atritudinal segmentation
are providing much higher value than more traditional projects,
where we would try 1o understand an organisation’s customers
in a broader way. Insights from segmentation are helping
companies to make more money through better targeting.”

Leet, however, wams murketers against swupping one
model of segmentation far another and using it ‘across

Y

the board’. *1 wouldn't say demographics are
completely redundant,” he says, “I'd say it's horses
for courses, and it depencls on the product ar
the proposition. With a big-ticket item, such as
a Farrari, demographics are probably reasonably
important. To Ferrari, a 20-year-old's attitude to
money and risk is all well and good, butif they
don't bave Wbe cash to buy one, none of that
matters. You still need to know income, social gracle
and, perhaps, where they live and their age, because
it will help you define whether they are a hona fide
potential customer.

“For other examples, especially low-end
tickets  mobile phones, perhaps  then I'd argue
that demographics are not so relevant, and any
understanding of consumers should be attitudinal-
driven. It depends to some extent on the value
of the product in question. But even with the
example of Ferrari, you should still be secking to
overlay attituclinal data across demographies. That

but alsa shy about displaying their wealth, so are
not going to want to buy a bright-red sports car.”

Ability to change

';;,. The internet, among many thmgs, has

| hrought consumers the ability to experiment
~ and identify with a wider variety of brands
than ever before. This surfeit of choice and
experience means some of the old certainties
aboul demographics - young und old, nch and
poor  are being eraded, as people feel tree 1o
shun convention and create new, more malleable,
consumer icentities.
The key takeout for Network Research 1s that
traditional demographics have their place, butl the
mademn consumer is too muanced, too compley,
10 be pigeon-holed into a single set of segments.
Marketers seeking to understand their target
audience should consicler that attitudinal segments
for brands can refresh and drive strategy, and open
up new markets. There might not be a one size
| fies-all solution, bul (ruming u tarpel audieoce by

age andl income band is no longer enough. 7/
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3 ways to...

LEVERAGE
YOUR AUDIENCE

Three experts share their personal outlook on what trends and
tactics marketers can use to leverage today’s online audiences

Sara Khan, press and
marketing manager at
the Crafts Council

“Collaborate to
drive campaigns”

Collaboration with your audience will be key,
/\lldil".“(‘lfh‘ Are (‘.r;l\'ing More raw conlenl , KOO ared
of growth that needs to be looked atis livestreamed
videos. Facebook, Snapchat, Instagram and Twitter
have all caught onto this trend and it will continue to
grow in 2018, Digital influencers are u great way to
mtroduce these elements 1o a brand, and it will he
unportant to ereate genuinely collaborative content
with them to drive campaigns, as they will best
understand how their audiences engage with that
cantent, This will help brands grow organically with
aucliences that have shared interests,

Paul Hickey, director
of digital solutions at
life event marlketing
firm TwentyCi

“Build context through
qual and quant”

Understand your customer data. Qual and quant data
are only really useiul when they're used together. If
they're in isolation then you don't get the full picture.
With quant tlara you can get huge volumes of it. and
start to see the trends that are coming through. With
the qual dhata, vou build up the context, Those are
the two areas that really help you understand your
audience. Allied together. it provides much grearer
knowledge of any trend and will pay dividends for
your company. Using data insights in this way can
help produce up to four times the basket value for

cormms than Lrachinonal direet marketing methods,

Caralyst

Samit Patel, kickstarter,
crowdfunding and growth
marleting consultant

“Think of the overall
customer journey”

First, stay ahead of consumer trendls

and keep training yourself every day by
looking, for example, at relevant blogs,
Next, und at every stage, try to ensure that
you and the wider business know exactly
what is happening with your customers,
Where are people clicking and secking
informaton? Having data will allow you to
berter optimise web pages and the overall
customer journey. Alsa, keep an eye on
the objectives and create strategies based
around this. Test everything, too, and
never think you know it all. What works
for one project might not work for another.
Trying 1o create shorteuts can lead to
errors in work, so work on cach new
project as with a fresh canvas,



