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Objectives

Why segmenting 
is important

01
How to segment 
your audiences 

02
How to use 
segmentation to 
communicate 
and persuade

03
Strategies to 
segment – a tool 
to help!
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Why Should You Care?

Improve your 
business

1

Focus your 
messages

2

Spending 
less, better 
results

3

Wasting less

4

Knowing your 
audiences’ 
needs better
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Markets vs. Segments

• Markets are the potential 
group you could target

• Segments are groups 
within that market that will 
respond to marketing 
strategies similarly



Types of 
Segmentation

Geographic

Demographic (B2C, B2B)

Psychographic

Behavioral



Segmentation

It is distinct from other segments—
other segments have different 
needs.

It is homogeneous within the 
segment—people have common 
needs.

It responds similarly to a market 
stimulus.

It can be reached by a market 
intervention.



Segmentation

• Goal: Better Communication, Better 
Persuasiveness

• Determines:

• Who should be the object 

• What action 

• What results

• How each element will fit 

• Who / What can help

• When the action should occur



Looking For:

•Demographics
•Psychographics
•Behavioral

• Self-Interests
• Influentials
• Current Relationship



Demographics

Examples:

• Geography

• Gender

• Education

• Income

B2C
Examples:

• Location

• Number of employees

• Revenue

B2B



Psychographics

Based on Values, Attitudes 
and Lifestyles (VALS)

• Lifestyle
• Personality Traits
• Values
• Opinions



Behavioral

• Purchasing habits/ Service 
Utilization

• Frequency of Purchase/ 
Service consumption

• Spending Habits

• Loyalty

• Occasion / Timing

• Benefits Sought









Demographics vs. Archetypes

25-45 year old 
married 
women, with 
children, with 
average 
annual 
household 
incomes of 
>$50,000.

Jane Doe is pregnant with her and her husband 
Juan’s first child and has realized that their 
one bedroom apartment isn’t going to cut 
it. They would like to find a home in which to 
raise their family. Jane is a tenure-track 
junior professor of psychology at the local 
college and Juan is a firefighter. They have just 
relocated to the area and have little 
knowledge of it and no family or friends 
nearby to lean on for advice.









Zero Budget Doesn’t 
Mean You Can’t



Zero Budget Doesn’t Mean You Can’t

Use research closest to your actual audience
1. Personal interviews, surveys, focus groups that are representative
2. General data from your audiences – Google analytics, Facebook 

Insights
3. Past research that meets the first two categories
4. Industry specific data and/or local data – white papers, case studies, 

Census
5. Same-vertical data—white papers, case studies
6. National data – demographic tools, general behavior tools



Zero Budget Doesn’t Mean You Can’t

Social Media

01
Email or 
Physical Survey 

• Survey Monkey & 
Mail Chimp

02
Focus Groups

03
Google 
Analytics – turn 
demographics 
on!
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Zero Budget 
Doesn’t Mean 
You Can’t

strategicbusinessinsights.com/vals/

factfinder.census.gov/

claritas360.claritas.com/mybestsegments/

Makemypersona.com

pewresearch.org/download-datasets/

economy.com/indicators/



Making Messages
& 

Persuading



How to Use the 
Information

• Messages

Self Interests / Pain Points 

• Channels

Influentials

• Style and Timing

Current Relationship







A Starting Point

https://blog.everyaction.com/creating-nonprofit-donor-persona



Final Points

Your target IS NOT 
everyone!

Try It … Then, 
Update and Refine

Share Your 
Personas With 

Everyone in Your 
Organization



Now, Go Slice and Dice
…Responsibly

Thank You!


