AUDIENCE NOTES

KEY QUESTION #1: WHO ARE THE AUDIENCE?

AGE
GENDER
DEMOGRAPHICS

A Upper Middle Class Higher managerial, administrative or professional job
employment

B Middle Class Intermediate managerial, administrative or professional
job employment.

c1 Lower Middle Class Supervisory or clerical and junior managerial,
administrative or professional job employment.

c2 Skilled Working Class Skilled manual workers.

D Working Class Unskilled manual workers.

E Casual / Lowest Grade Workers Pensioners and others who depened on the welfare state
for their income.

PSYCHOGRAPHICS

THE ASPIRER
Materialistic, acquisitive people, who
are driven by others’ perceptions of
them rather than by their own values.
As a result, they respond to what
others perceive as being superficial:
image, appearance, persona, charisma
and fashion. An attractive pack is as
important to them as its contents.

THE REFORMER

“Don’t tell me what to do or what to think™ says the Reformer,
valuing their own ind Jjudg Refi are the most
anti-materialistic of the seven groups, and are often perceived as
intellectual. They are socially aware, and pride themselves on
tolerance. Reformers seek out the authentic and the harmonious, and

THE EXPLORER

These people are driven by a need for
discovery, challenge and new frontiers.
Young in nature, if not in reality,
Explorers are often the first to try out
new ideas and experiences. They
respond to brands that offer new

i indul and instant

are often at the leading edge of society. However, unlike Exp
they will not buy things just because they are new. Their core need in

effects. In smn}mcmm is what they

Their core need in life is for status. life is for enlightenment.

seek out. Their core need in life is for
discovery.
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THE MAINSTREAM

These are people who live in the world of the domestic and the
everyday. A daily routine is fundamental to the way they live their
lives. Their life choices are ‘we’ rather than *me’. As their name
implies, they are the mainstream of society. They are the largest
group of people within 4Cs across the world. They respond to big
established brands, to ‘family’ brands and to offers of value for
money. Their core need in life is for security.

THE STRUGGLER

Strugglers live for today, and make few plans for tomorrow. Others often see
them as victims, losers and wasters - aimless, disorganised people with few
resources apart from their own physical skills. If they get on in life, it will
depend more on a winning lottery ticket than anything they do themselves.
They are heavy consumers of alcohol and junk food.

Visual impact and physical ion are an imp ! of their brand
choices. In essence, they seek escape.
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@!ﬂﬂa ~ THE SUCCEEDER

Succeeders possess self-confidence, have a strong goal
orientation and tend to be very organised.
As a result, they tend to occupy positions of

quo means they tend to support it. When it comes to
brands, they seek reward and prestige, and will often
seek out the best, because that is what they feel they
deserve. On the other hand, they also seek out caring
and protective brands ~ their aggressive attitude to life
means they need to relax occasionally. Their core need

: @< responsibility in society. Their investment in the status

\in life is for control.

THE RESIGNED

These are predominantly older people with constant, unchanging
values built up over time. For them, the past is bathed in a warm
nostalgic glow. They respect institutions and enjoy acting in
traditional roles. Their brand choices are driven by a need for
safety and for economy. They choose above all what is familiar to
them. In life, their aim is basic: it is to survive.




KEY QUESTION #2: WHAT DO THE AUDIENCE WANT?
USES AND GRATIFICATIONS

e DIVERSION (entertainment)

e SURVEILLANCE (information)

e PERSONAL IDENTITY (to create a certain image of themselves)

e PERSONAL RELATIONSHIPS (to make connections with other people)
KEY QUESTION #3: HOW DO WE CONNECT WITH THE AUDIENCE?

HYPODERMIC NEEDLE THEORY

Just tell them!

THE HYPODERMIC NEEDLE THEORY
—fs-— @

* DEVELOPED IN THE 1920s AND 1930s

* LINEAR COMMUNICATION THEORY
* PASSIVE AUDIENCE
* NO INDIVIDUAL DIFFERENCE

TWO STEP FLOW

Identify the OPINION LEADERS and target them; they will tell the OPINION FOLLOWERS.
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The Masses






