SAMPLE: Lifestyles of a Brand’s Consumers

PRODUCT A

The primary consumers of PRODUCT A pursue thriving, heartland lifestyles, according to Claritas’ PRIZM segmentation system.  Of the nation’s 62 lifestyle types, the four top clusters all come from the same socioeconomic group, Rustic Living.  These four segments contain 7 percent of all U.S. consumers but account for 14 percent of A’s sales.  The cluster nicknames alone reflect these country lifestyle types:  Scrub Pine Flats (older African-American farm families); Hard Scrabble (older white families in poor, isolated areas), Back-Country Folks (remote rural/town families); and Blue Highways (moderate blue-collar/farm families).


In addition, A’s biggest fans are concentrated in three other kinds of communities:  working-class towns in clusters like Mines & Mills and Rural Industria; urban ethnic areas dominated by Hispanics and African-Americans, in clusters such as American Dreams and Hispanic Mix; and outer-ring suburbs and small cities filled with middle-class singles and families, in segments such as Boomers & Babies and Greenbelt Families.  More complete descriptions of these lifestyle types are found at the end of this report.


To better understand A’s most loyal consumers, the top two quintiles of lifestyles have been grouped into four PRODUCT A Target Groups according to similar demographic traits. These lifestyles represent over 53 percent of the A’s customers while being present in only 40 percent of U.S. households:


Rustics - older, downscale men who work with their hands on fix-it projects, whether it’s renovating their homes or changing their shocks.


Hometown Blues - small-town factory workers who fish, hunt and work on their cars.


Suburban Chic - young singles and couples who think it’s a sign of intelligence to maintain their own cars. 


Urban Ethnics - ethnically diverse shade tree mechanics trying to stretch their budgets.

Together, these four target groups of 26 lifestyles represent 53 percent of A’s market.  

	A’s Target Groups-Customer Lifestyles Ranked by Market Penetration

	TG1  Rustics: 8 clusters - 14% of US HHs - 22% of A’s market                                              

	TG2  Hometown Blues: 8 clusters - 12% of US HHs -15% of A’s market                                      

	TG3  Suburban Chic: 5 clusters - 6% of US HHs - 7% of A’s market                                    

	TG4  Urban Ethnics: 5 clusters - 8% of US HHs - 9% of A’s market                                     

	Clusters                                                                   
	US HHs
	A
	 A
	A

	Grp
	#
	Nickname
	% Comp
	% Comp
	% Pen
	Index

	R3
	61
	Scrub Pine Flats
	1.51
	3.04
	12.70
	202

	R3
	62
	Hard Scrabble
	1.98
	3.95
	12.50
	199

	R3
	60
	Back Country Folks
	2.22
	3.88
	11.00
	175

	R3
	58
	Blue Highways
	1.98
	3.36
	10.60
	169

	T3
	54
	Norma Rae-ville
	1.28
	2.12
	10.30
	165

	R1
	44
	Shotguns & Pickups
	1.90
	2.75
	9.10
	145

	R2
	56
	Agri-Business
	1.45
	1.88
	8.10
	129

	T3
	55
	Mines & Mills
	2.12
	2.65
	7.80
	125

	T2
	40
	Military Quarters
	0.38
	0.47
	7.80
	124

	S3
	24
	New Beginnings
	1.24
	1.48
	7.50
	120

	C3
	49
	Hometown Retired
	1.26
	1.49
	7.40
	118

	U1
	09
	American Dreams
	1.45
	1.67
	7.30
	116

	T3
	53
	Rural Industria
	1.72
	1.98
	7.20
	115

	Quintile 1
	20.49
	30.72
	9.40
	150

	S2
	20
	Boomers & Babies
	1.01
	1.14
	7.10
	113

	C2
	35
	Sunset City Blues
	1.72
	1.94
	7.10
	113

	T1
	17
	Greenbelt Families
	1.57
	1.74
	7.00
	111

	C3
	51
	Southside City
	1.80
	1.95
	6.80
	108

	C3
	48
	Smalltown Downtown
	1.87
	2.02
	6.80
	108

	C2
	33
	Boomtown Singles
	0.83
	0.89
	6.70
	107

	U3
	46
	Hispanic Mix
	1.44
	1.54
	6.70
	107

	R1
	41
	Big Sky Families
	1.54
	1.64
	6.70
	106

	C3
	50
	Family Scramble
	2.11
	2.24
	6.70
	106

	U2
	28
	Big City Blend
	1.08
	1.14
	6.60
	106

	S3
	26
	Gray Collars
	1.95
	2.04
	6.60
	105

	R1
	42
	New Eco-topia
	0.93
	0.97
	6.60
	105

	S2
	18
	Young Influentials
	1.35
	1.41
	6.60
	105

	Quintile 2
	19.22
	20.68
	6.70
	108

	C2
	32
	Middleburg Managers
	1.82
	1.90
	6.50
	104

	C2
	34
	Starter Families
	1.47
	1.51
	6.50
	103

	S3
	23
	Upstarts & Seniors
	1.40
	1.39
	6.20
	100

	U2
	27
	Urban Achievers
	1.59
	1.57
	6.20
	98

	R3
	59
	Rustic Elders
	1.98
	1.90
	6.00
	96

	U1
	07
	Money & Brains
	1.07
	1.02
	6.00
	95

	S3
	25
	Mobility Blues
	1.48
	1.40
	5.90
	95

	S1
	05
	Kids & Cul-de-Sacs
	2.97
	2.79
	5.90
	94

	U2
	30
	Mid-City Mix
	1.08
	0.99
	5.70
	92

	S2
	21
	Suburban Sprawl
	1.36
	1.24
	5.70
	91

	S2
	22
	Blue-Chip Blues
	1.98
	1.75
	5.50
	88

	U2
	31
	Latino America
	1.32
	1.15
	5.50
	87

	T1
	14
	Country Squires
	1.50
	1.31
	5.50
	87

	Quintile 3
	21.03
	19.92
	5.90
	95

	T2
	38
	Middle America
	2.29
	1.98
	5.40
	86

	T2
	39
	Red, White & Blues
	1.69
	1.44
	5.30
	85

	T1
	16
	Big Fish, Small Pond
	1.36
	1.16
	5.30
	85

	T1
	15
	God's Country
	2.87
	2.42
	5.30
	84

	C1
	12
	Upward Bound
	1.77
	1.47
	5.20
	83

	T3
	52
	Golden Ponds
	1.65
	1.32
	5.00
	80

	R1
	43
	River City, USA
	1.83
	1.44
	4.90
	79

	C1
	13
	Gray Power
	2.14
	1.67
	4.90
	78

	S1
	03
	Executive Suites
	1.29
	1.00
	4.90
	78

	U1
	08
	Young Literati
	0.89
	0.68
	4.80
	77

	S1
	02
	Winner's Circle
	2.22
	1.69
	4.80
	76

	Quintile 4
	19.99
	16.26
	5.10
	81

	R2
	57
	Grain Belt
	2.23
	1.68
	4.70
	75

	S1
	04
	Pools & Patios
	1.80
	1.35
	4.70
	75

	T2
	37
	New Homesteaders
	1.69
	1.26
	4.70
	75

	C1
	11
	Second City Elite
	1.78
	1.31
	4.60
	74

	U3
	45
	Single City Blues
	1.82
	1.22
	4.20
	67

	U2
	29
	Old Yankee Rows
	1.40
	0.90
	4.00
	64

	C2
	36
	Towns & Gowns
	1.35
	0.82
	3.80
	61

	S2
	19
	New Empty Nests
	2.23
	1.34
	3.80
	60

	S1
	01
	Blue Blood Estates
	1.17
	0.66
	3.50
	56

	U3
	47
	Inner Cities
	1.78
	0.91
	3.20
	51

	U1
	10
	Bohemian Mix
	1.48
	0.74
	3.10
	50

	U1
	06
	Urban Gold Coast
	0.55
	0.23
	2.60
	41

	Quintile 5
	19.27
	12.43
	4.00
	64


An index of 100=U.S. average; 120=20% above average; 80=20% below average. Source: PRIZM, Claritas, Inc.
