To Punt or be blunt
Elisha Basson
Abstract;

This paper aims to propose a practical, albeiteruly theoretical, solution involving a pre-strateg

target market segmentation. The segmentation desdlbowever, is not an ordinary collection of
demographic, psychographic and/or geographic ctexstics selected solely in search of optimally
targetable and potentially profitable consumer ssgm Rather it is an understanding of the
inclination a given target market could have towhardnd related internalisation thereby better
informing the construction of more precise tradiib marketing and branding functions. This
segmentation came into existence with the viewebit rightfrom the onset and thereby possibly

save a great deal time and money.
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1. Introduction

This papers sets out to introduce a new segmentdawice — the Punt/Blunt Segmentation (PBS).
It aims to enable architects and disciples of &gjpdind practical consumer, marketing and branding
psychology to identify theropensity a given target market has toward being influerimetbrand”

as such. In the context of this paper brand egsiitpt in question and will not be explored — rathe
the author aims to address the broader notionrahti at a conceptual level. The remainder of the
introduction will explain the reasoning behind séileg the topic, followed by a review of the
study’s objective, a discussion around the metragloland its tools, and ultimately the findings

and an application of the segmentation within a lneimof common FMCG categories.

1.1. The case of Mr. and Mrs. Black

“I no longer want to live in a hole...it makes melfpeor”
The Fantastic Mr. Fox (Roald Dahl)

An insight is a piece of information (DDB, The YN Paper Series). According to Jeff Swystun,
Chief Communications Officer for DDB Worldwide (280 an insight is the act or result of
apprehending the inner nature of things, for exanfiging in a hole in the ground makes Mr. Fox

feel poor

When done well it appears as if one sees intuitjivalmost magically. It involves introspection aself-
examination. Often acute observation and deductiernrequired. Penetrating analysis and perceptibima

identifying a catalyst that shows us what can dmalikl be, rather than the status quo (Jeff Swystun)

Let us get some insight. The particular insightfdtbow, illustrated by Mr. and Mrs. Black (so
named to protect their anonymity), was the piecenfafrmation that informed the thinking toward

the development of the PBS.

While observing casual conversation in the recast,@n interesting phenomenon reared its head —
a married couple, Mr. and Mrs. Black, were talkatgput buying new accessories for their Harley
Davidson motorcycle. Mr. Black, quite knowledgeatd#garding what was ‘hot’ and what was not
in the world of Harley Davidson and the motorcyglilifestyle, started to enthusiastically leaf
through the extensive Harley Davidson brochuremesking all the goods he wanted his wife to
approve forprocurement Mrs. Black on the other hand, was not nearly rabesiastic about the

goods in the brochure and often made observations camments about cost, attributing the
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premium prices to the ‘name’. Byameshe was referring to the brand. The wife fundawdgnt
believes, in many cases, naming something and wrgppin some marketing psychology results
in product surcharge. She does not doubt that A&bvidson products are of excellent quality —
she does however believe that they cost much rhareotdinary good qualitymotorcycle products
due to the ‘label’ of Harley Davidson. In her mintis is merely the Harley Davidson swathe of
marketing psychology. At the same time, in Mr. Bfaamind the joyful acquisition of more Harley
goods (or the prospect thereof), often regardlésbeocost, for his Harley motorcycle puts him in
high spirits and makes him ever more eager to flaismtrophy —continually improving his HOG

(Harley Owners Group) expression and status

Ridderstrale and Nordstrom (2000) endorse marketiifigrts which function within this line of
branding thinking, i.e. the Harley brand from MtaBk’s perspective, as they believe that the way
to “trick the trap of the market is to appeal te #gamotional human being — not the rational one”
(page 18). However, Mrs. Black’s point of view egitimate within her reality and should not be
shunted aside. If she, and others like her, camelter understood, her consumer contribution could

be sizeable.

As can be deduced, Mr. Black is far more pronedanifiuenced by thérand He likes what he
perceives the brand to signify and perpetuateditiag through his attire, opinions and actiong H
wears Harley clothes (incidentally, as Harley isfaherican and supports Levi Strauss jeans, Mr.
Black pairs his Harley shirts, jackets and sweatgtis Levi jeans), boots and socks. He promotes
the joys of theHarley rideto his biker friends, as well as to friends andusintances thinking of
getting a motorcycle. He will give praise to thesthetics and machinery of his own Harley and
ensure his views about Harley are noted. Last butaast, he will join in events where he has the
chance to display his prize Harley — such as theuaintoy run, regular weekend breakfast runs,
grand tours of South Africa and so forth. It woakkm there is an emotional payoff for Mr. Black
through higher level need satisfaction — perhapdutfilment of a dream, a sense of achievement

or what Harley actually sells, as Tom Peters (20@8e 116) puts it:

A lot of people work for Harley Davidson. The googlws, none of them are so silly as to believe theake
motorcycles’ “If not motorcycles,” what? How about “experiest® A Harley big cheese summed it up this
way: “What we sell is the ability for a 43-year-old acotant to dress in black leather, ride through small

towns and have people be afraid of Hi®ay again? It's the experience, stupid!
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In contrast, Mrs. Black is much more concerned whth actual product what ‘thing’ am | getting

for my moneyghe asks herself. Are the seams strong, it is abtkimaterial, do | like the colour, is
the engine reliable, how much does it cost to serviand most importantly, is it comfortable? Mrs.
Black does not know her GSXR from her CBR. To ftdras two wheels and is the means whereby
to spend time with her husband. She also does a@t for matching attire (the fact that she
currently has matching Harley goods was cleverlgueed by Mr. Black through “gift giving”).
What Mrs. Black quite vociferously asserts are bpmions of future items which should be

bought, as well as future motorcycle consideratior@der to ensure her own comfort needs.

This behaviour is driven almost purely by her piadtorientation. She wants to be guaranteed that
on a long trip her back won't get sore, that hest feill stay dry, and that her jacket effectively
breaks the icy wind to keep her warm and snug. Black will like a ‘named’ product if first and
foremost it meets her strict practical assessnidrdreafter she will associate those needs met with
the ‘name’ and will less reluctantly support thardmt. However, in her mind, she will always be
perturbed that she has to pay more for the bragdeds when lesser ‘names’ or products could
meet her needs at a lower cost. The reality for Black is that his wife would sport non-Harley
goods if he were not the gatekeeper of his litelél kingdom. David Lewis (2000) refers to some
of the characteristics that Mrs. Black display®emgOld Consumer.

Old Consumers are conformist in their purchasing amotivated largely by a desire for conveniencee Th
stresses they experience as consumers are brdumlttlay limited choice, lack of availability andsts. The
outlook and attitudes of the Old Consumers have lsbaped by the era of mass production, mass nragket

and mass consumption (page Vii).

Through this observation of and inference about &mid Mrs. Black some insight can begin to be
derived. A business insight comes from a deep wtaleding of consumer’s attitudes and beliefs. It
allows the marketer to connect at an emotional llevigle still communicating and extolling

functional benefits of product or service (DDB, TYellow Paper Series).

Insights are interesting in isolation, but theialrpurpose is to solve a problem (Jeff Swystun). In
this case, how does a brand survive amongst pseglmingly impervious to branding efforts? The

theory is that brand equity can stay intact siniplyknowing that to these people the brand is the
‘name’ whereby their desired product can be idettifind that more practical aspects of a market
offer need to be highlighted e.g. stays freshetdioger, new packaging fits better into the fridge,

in-1 cuts laundry time, ensured quality through,»siz. If the practical needs are successfully met,
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it is probable that the consumer in question walsigvely associate a ‘needs-met-state’ back to the
brand and thus repeat purchase forming some kimalyafty. Lewis (2000) supports this notion by
seeing this type of consumer to be generally tngsith their relationship with suppliers — once of

course, they are given reason to be so.

Thus, the insight emerging from the case of Mr. &hd. Black is that there are people who ‘buy
into’ and value a brand and what it represents, goeater or lesser extent — exactly what marketers
branders, activators, strategists and other pustdrsut to achieve; while some people do not ‘buy
into’ a brand and care only — and in a very focusshner — for the need/s they want met.
However, these people are not lost to marketinglaiadding efforts — to the contrary — they can be
a valuable market. One only has to think creatiasyto how to talk to them in their currency, that

is, market to them in their terms of importance

So what do we do with this insight? First, let'sis@ a few rudiments of marketing. Kotler (2005)

stated a truth in that —

Marketing is essentially a philosophy that emptessishe importance of understanding, serving, and

satisfying consumer needs (page.14)

Muzi Kuzwayo (2000) takes a slightly different viewvhile keeping the onus for consumer
understanding on the marketer: “It's important ®member that your consumers aren’t your
employees — they don’t care. Marketing is a onedsitharriage. Only one party has to make it work

and that is the marketer” (page 87).

Another marketing truth is thagpplied creativity and innovation lead to discovery and
differentiation, which are some of the sharpeststéor victorious progress in the marketing realm.
The 3M company, recognised as leaders in innovatiefine innovation as “new ideas — plus
action or implementation — that result in an imgoent, a gain or a profit” (Kelly, 2005). Tony
Manning (2001) states that innovation is essetdialrvival and success and that being innovative

requires:

Being alert to change (Anticipation)

Seeing opportunities to offer something differemd @aew (Insight)
Dreaming up new ways of doing it (Imagination)

Doing it consistently and to the highest stand@d®cution) (page 21)

31 SAMRA Conference 2010



6

Hence, we must strive to better understand, semdesatisfy customer needs, their currency

innovatively, to realise a gain or a profit.

To sum up to this point: We have looked at the adddr. and Mrs. Black — where Mr. Black is
pro-brand and Mrs. Black anti-brand, and we haes ¢ke opinions of some well known marketing
sages. We have been led to recognise that undeirsigconsumer needs and behaviour and serving
those needs through tlhequired understandinties at the heart of successful marketing. Thd nex
step is to ask ourselves...is it possible that a stadould display clearly and substantially
partitioned groups of people who have varying pnsiiéees to be influenced by branding and

brandedhings? This paper says it is.

2. Obijective of the research project: Breaking new grand

The objective of the study was to:
Design and develop an innovative market segmentatiml that could, prior to any
marketing and branding strategy development oviciilmagination);
identify the proportion of people in a target mank&o are more functional and practical in
their needs and conceivably less brand orientaded, those that are more emotionally
attuned and perhaps more disposed to the psychofdgwanding (Anticipation);
with the aim to facilitate the implementation of maoprecise marketing strategies to
optimise consumer spend and marketing ROI (exetutio
The PB segmentation thus seeks to, at the corts gfurpose; identify théype of people

your market consists of in light of thdirand propensitfinsight).

3. Research methodology

3.1 Research approach

The study was administered via an electronic, saifipletion questionnaire to an online panel of
consumers. Due to the nature of the web-dwellerspeed being their prize currency — the

guestionnaire was short and snappy.

What is more, the nature of the segmentation sené&nrequired absolute honesty — therefore the
use of a platform where individuals were under nespure to respond in a socially acceptable or

verbal manner was deemed most appropriate.
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3.2  Questionnaire

The questionnaire consisted of eight questionsrawipresented in three sections: 1) demographics
and a screener, 2) the segmentation question, arttie3shopping behaviour questions. The
principal question was a battery of 49 attitudistdtements wherein a dichotomous scale was
utilised. Higgs (2009) found that it is better kaeople to use simpler scales and to move through
the task as quickly as possible so as to elicitpj@® most instinctive attitudes and beliefs. In
addition, we have found that the more quickly peaglspond, the less they will tend to rationalise.
Consequently, respondents were required to sintple $f they ‘agree’ or ‘disagree’ with each of
the 49 statements put to them. The ‘agreed’ reg®ohg statement for the entire battery were then
cross tabulated by each other in a Burt Matrixhes ihput for a correspondence analysis, which
eventually informed a segmentation index that tesulin final segment identification. This

methodology will be discussed in more depth inisact.

The attitudinal battery for the segmentation questionsisted of a range of implicit and explicit
statements relating to an individual’s view on lism@and branding. In order to avoid giving away
the topic of the research, which had to remain omknso as not to lead respondents, the battery

was peppered with some ‘dummy’ statements. SeeeThabl

Table 1: Dummy statements infused into attitudgtatement battery

I have bought goods over the internet in the pasbnths
| am a motivated person

I am happy to take calculated risks

I have had a lot of financial stress lately

Planning for my old age is important to me

| take risks now to secure a better future

My hobbies and interests are important to me

N[OOI~ |W|IN|F

Some additional items were covered in the battenyaming to lifestyle, socialising preferences
and self image in the hope of potentially undeditagnbroad personality types within the segments.
Since some statements asked required respondeatsrtiv to fairly ostentatious behaviour, there
was some concern as to the degree to which peoplddwanswer honestly. As per another

segmentation study conducted by Kathryn Robins604p

Care was taken to word the items in a way that dadme across as non-judgemental, and deliberately
framed to communicate that the attitudes or activese notthat out of the ordinary - the reasoning was to

encourage people to own up to such actions oudé if they did apply.
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The balance of the questionnaire consisted of @&sageener (individuals under 18 and over 50
years of age were excluded from the study as gendinm), some demographic probes and FMCG
related questions. The purpose of the FMCG inchssio which spanned nine common, but diverse
grocery categories (see table 2) — was to testethidts of the segmentation within a context. That

is, how didwhat consumers claito be overlay withtheir behaviour in a purchase context

FMCG was chosen as the sector upon which to testegmentation due to the high likelihood that
each respondent shops for grocery goods on a repaksis. Furthermore, in order to secure
accurate data an option dDo not use this category”was provided per FMCG category.
Accordingly, all purchase behaviour results reveale this paper are of respondents wio

purchase goods within each category.

Table 2: Grocery categories probed and numbereysyser category

1 | Coffee n=396 95%
2 | Washing powder n=416| 100%
3 | Milk n=415 100%
4 | Tea n=396 95%
5 | Yoghurt n=399 96%
6 | Bread n=413 99%
7 | Breakfast cereal n=404 97%
8 | Toilet paper n=416 100%
9 | Margarine n=391 94%

3.3 Sample and sampling methodology

The sample was recruited from an online panel. Athges to using an online panel are numerous:
1. The panel consists of an online database of regmeadvho are willing to complete
surveys on request due to gift voucher incentives;
2. Online surveys have fast turnaround times andidataptured in real time;
3. Online surveys reduce internal costs, lower carbonssions, save trees and can be
actioned quickly as no physical fieldwork is reguir— overall, they are quite

economical.

The sample within the specific panel used is réediin the following way: Panellists are invited to
participate in surveys for which they qualify. FeEach survey that they complete they are allocated

points depending on the complexity and length efghrvey. Once they have accumulated enough
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points they can redeem the points for gift vouch€esseats considered were that panellists are only
allowed to complete a certain number of surveysgmerum and only when invited to do so, and
that they receive modest rewards. The online pased is representative of the online community

in South Africa. The achieved sample is controtiedhatch the target market by:

1) Sampling — through survey invitations sent to thegllists
2) Screening questions
3) Quotas

In the case of this study, there were no quotasveier, the natural sample fallout did not align
closely enough by race to the panel sample anddad weighted by race using AMPS 2009A to
attain representivity. To produce the final datatemespondents were down-weighted and black
respondents were up-weighted to realize itteal sample. See table 3 for the actual and ideal
sample structures. A final sample of 417 (refefigore 1 for the sample profile) was achieved
although the targeted sample was 500 respondeunestdtime constraints, the field time could not
be extended to achieve the full envisaged sam@eariaside — we define the South African online

community as individuals who hapersonally accessed the internet in the past 4 sveek

Table 3: The actual and ideal sample

Actual Black White Coloured Asian Ideal Black White Coloured Asian
417 73 265 38 41 417 150 188 50 29
% 18% 64% 9% 10% % 36% 45% 12% 7%

More detail regarding the profile of the samplensvided in figure 1.

Figure 1: Sample profile
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4, Results

Section 4 will present and explain the resultshefdurvey, as well as provide a walkthrough of data
reduction process, which is an essential element defeloping a segmentation using

correspondence analysis. Data reduction is espeaiacessary where an extensive statement
battery has been used, such as with this studyr8efile proceed, there is the matter of briefly

explaining the core methodology — correspondeneagysis (CA).

In essence, CA is utilised to reveal underlying @nsions or continua with the data (Joubert, 2004)
and is therefore an exploratory technique. To peemata for CA, the statements which the
researcher intends for exploration are cross-taliiyedhemselves to create a Burt Matrix (see
Appendix 3). The Burt Matrix is run through a pragrme which computes the data to convert

numerical information into a 2-dimensional graphgjzace.

Within this 2-D space one or two continuums wilegent themselves along which data will be
organised (as coordinates). At this stage relatipss/ correspondence between variables can be

further analysed.

Once the continuums have been identified, the iddal data points i.e. each coordinate value per
statement (refer to Appendix 4) is used to develggroring regime. The scoring regime is then

rescaled using a constant (sum of negative scecett)at results shown fall between 0 and 100 for
ease of analysis. Score categories are appliediis of 10 to the data e.g. 0-10, 10.1-20, 20.1-30

until 90.1-100. Score categories can then be coedbio create groupings or segments dependent
on where similarities surface in the data. To esubgte:

The use of CA to create continua in the commerpiarketing research environment has been highly
successful and has produced measures that havegadility and internal consistency. CA has beeoour
preferred approach due to its robustness, as wgethat it generates results that optimally scalepfee
(Higgs, 2009).

With an improved understanding of CA, we will mdeeward looking at:

what the respondents said,
the data reduction process, and

the outcome of the segmentation modelling.
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4.1 What did the respondents say?

1

1

The percentage of people, at a total level, wheedywith each of the 49 attitudinal statements

follows in table 4. In the construction of the segation itself only ‘agrees’ were used to assemble

the Burt Matrix since acceptable results were oleskr

Table 4: Responses to individual items ranked stdeding order

n=417 % %
Statements (ranked) A | Statements (ranked) A
My hobbies and interests are important to me 97 m ha adventurous person 71
Good quality is more important to me than a popbhtand | 97| | have had a lot of financial stresdyate 67
| most enjoy time with friends and family at home 6 D | exercise to maintain an attractive appearance 716
| am a motivated person 96 Many brands do notdjvéo their promises 67
| am happy to buy branded goods if | like and tthet 95 | believe the things | choose to own say somethimgut 66
actual product who | am
Staying fit and healthy is important to me )%rrgggcetd goods are a marketing gimmick to sell more 66
:h%m a practical person who enjoys the daily pleesof 92 | | use the internet to find out more about brands 65
Eg,: some things brands are important, but for stveg are 92 | | think branding and slogans are a marketinghgck 63
Whe_n buying a p_roduct, consideratisuch price an 92 | Branded goods tend to be overpriced or unaffideda 62
guality are more important than the brand
| have learned to accept myself b1 The things | avenan expression of myself to the worlg 62
| learn from other people's experiences 91 | tiddesmow to secure a better future 57
| feel there are many ways in which | could impromgself | 90| Branding is necessary and important 57
Planning for my old age is important to 90 | I own many branded goc 53
Branded goods tend to cost more than unbrandedsgood| 88 | | have bought goods over the internet in et  months 50
| do not mind paying more for something if I knchet 87 | If the brand is good the product must be good 46
brand is worth

. When a product is branded | can trust that itgead

=

| am content with myself 85 quality product 46
Deciding what brands to buy is easy for 82 | | tend to be quite sl 44
| buy products not brands 81 The things | own dorafiect anything about who | am 39
| trust my own knowledge over the advice of others 80 | | care about where | am seen and with whom 37
| am happy to take calculated risks 80 Brands areglly important to me 36
Advertising helps me know what is "in" these days 8 :)?H;ean extravagant person who enjoys the finexspiees 34
| care about the image | portray 18 Keeping up Withtrends is important to me 30
| trust _th_e opinions of my friends and family mehan 77 | 1like to stand out in a crowd o8
advertising
When | buy branded products | probably pay moreHer s )
name than the actual product 77 | It's important to me to be seen buying the righthds 16
| enjoy being out and about with other pet 76 | A = Agree

From the attitudinal battery some undifferentiatddtements arose — that is, almost all of the

respondents agreed. Interestingly, these were awintental to the study; however, what they

pointed to seemed to be ‘universal truths’. Sekta.
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Table 5: Statements to which 90%+ agreed

My hobbies and interests are important to me 97%
Good quality is more important to me than a popbtand 97%

I most enjoy time with friends and family at home 96%

| am a motivated person 96%

I am happy to buy branded goods if | like and tthstactual product 95%
Staying fit and healthy is important to me 92%

I am a practical person who enjoys the daily pleasof life 92%
For some things brands are important, but for stirag are not 92%
When buying a product, considerations such pricecarality are more important than the brand 92%
I have learned to accept myself 91%

I learn from other people's experiences 91%

| feel there are many ways in which | could improweself 90%
Planning for my old age is important to me 90%

4.2. Data reduction

When the attitudinal statement battery was desigin@ds recognised that the number of statements
that would be used for developing the actual segatiem index could be reduced, as a shorter
battery of statements would streamline and theeefarhance the segmentation’s usefulness in
future. Furthermore, non-differentiating statememtsuld cluster toward the middle of the
correspondence map, making it difficult to see rclgaterns within higher loading data. Prior to
receiving the actual data it could not be knowncéixavhich statements would be culled. The key
objective at this stage was to trim the data dawo manageable packages. The method used to do

this was Correspondence analysis.
Three iterations were run on the data (where itrat2 and 3 were run on increasingly reduced
data) each time producing a correspondence maprrmAula was used to decide how to eliminate

low-loading statements per iteration:

100 (as the total possible response)

Total number of statements

In consequence, for iteration 1, 100 was dividedt®ynumber of statements) which resulted in 2
(rounded) as the number used to eliminate therfinstd of non-differentiating statements — that is,
everything that loaded at less than 2 on axis B &nd 4. These statements provided no intrinsic
worth to the study and were removed to reduce ltitéec on the emerging continuum, as well as to

increase the inertia.
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The process was repeated for iteration 2, at whiage another batch of low-loading statements
were eliminated resulting in an increased inentid a clearer continuum. On the third iteration, a
clear continuum emerged, indicated by horseshopesihat linked the variables in the data map —

see figure 2.

In this final iteration two dimensions came intewi with by far the strongest dimension falling on
axis 1, explaining 46.4% of the variance. The sdooontinuum fell along axis 2, explaining only
10.6% of the variance. However, in this case axiga2 not a real axis as it did not represent a
genuine construct of meaning. As aforesaid, thegmee of a horseshoe indicates that there was
really only one very strong axis explaining theajdte. axis 1. The final continuum utilised is
represented as follows:

Brand optimis

N
WV

Branc pessimis

Figure 2: The final iteration (data map)

The things | own are an expression of myself to the world
e things I choose to own say something aboutwho | am
a | Jike to stand outin a crowd

. . . o am an extravagantperson who enjoys the finer pleasures of life
I think|branding and slogans are a marketing gimmick

Wheh | buy branded products | pyobably pay » | hpve boughtgoods over the internetin t
morg for the game than the actyal product | own many branded goods ® ® | care abou
Branded oodszre a marketir@ Itr'ust the opinions of myfriends andfamily more than advertising
gimmick to{sell more product ~ w@M@ny brands do not live up to their promises
I buy products not brands randed goods tend to be oyerpriced or unaffordable
" I'tend to b quite shy
&

ast 3 months

ere | am seen and with whom .
Axis 1

46.4%

= Brandingisnecessaryand ortant

\Keeping up with the trendsis important ®
N 7 Brandsare generallyimportantto me ®

It's importantto me to seen buying the right brands e
hen a product is branded | cah trust thatit is a good quality product 8 |t the brandis good the productmust be good

B The things| own do not reflgctanything aboutwho I am

B0 —Correlation<0.50 Axis 2 10.6%

A scoring regime was developed for the surfaced dantinuum (axis 1) along which an index was
constructed. This was done by calculating the weighresponding to each statement relative to its
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position on axis 1. More extreme statements faxgainst brands/branding, socialising preferences
and character traits pulled further to the left aigtit of the correspondence map, while less irgens
statements fell more loosely along the centre efrttap. The scoring regime was then applied to

each response thereby generating a final scorsafdr variable.

4.3 Segmentation

Once the index was constructed and applied in whitd to the item by item data on a respondent
level, two logic checks were done. The first wasassessment of the index distribution cross
tabbed with the attitudinal statements to idenpi&gterns in the data which would point toward the
final segments. The second logic check was impléatdehy measuring the variance of the mean
score (derived from the index distribution crossbied with the standard banner) to the constant
used in the scoring regime. As an indication obadyresult the constant and the mean score should
have relatively low variance — for this study thean score was 36.7 versus the constant which was

39.0. A pleasing result.

From the data clear groupings arose from the sgarategories, which were then constructed to
form four segments. Out of interest more peopliérsample tended toward the middle of the road
and the pessimistic side of the scale, compardtdse that were very optimistic about branding

and its purpose.

Responses for each segment were analysed to devéleter understanding of what differentiated
one segment from another; that is, the definingggetions which separated respondent perspectives

about branding.

To follow is a graphical representation of the segtrdistribution within the sample (figure 3) and
short descriptors of the segments, as well as aabplesentations of the ‘agree’ statements

benchmarked against the average (total) whichlgld@monstrates differing ‘brand views'.

Only the ‘agree’ statements used in the developroktite index post-data reduction will be shown

in tables 6-9. The full statement battery per segroan be seen in Appendix 1.

Highlighted item lines in the statement tables éach segment to follow indicate where large

variances are between the average response apdrtiwilar segment’s response.
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Figure 3: Punt Blunt Segmentation

26
Brand Smand Each segment represent
Brand Tepid significant percentage of tl
sample.
M Brand Partial
- .
32 Brand Almighty

Brand Smands (score of 0-20} 26%

These people feel that branding is mowunnecessary and that it only serves to rake umlael

price/premium on a produair servici. They believe that they buyyroductsnot brand: and that
marketing, branding and slogans are a gimmick ¢oeimse sale They are also far more likely

seek advice from friends or family when buying gead services perhaps indicating distrus
advertising.They feel that brands generally do not live uphirt promises and that they pay m

for the ‘name’ than thealue of the actual produ

It is also interesting to note which statementsy tbel not agree witl— they do not like to b
conspicuougthey are also much more shy than avel, they are not trend followers and bral
are generally not important toeim. A possible approach to marketing and branding égtaround
the Brand Smands is to keep the psychology lowaay rather focus on the functional merits

the product or servic&ith the objectivebeing to diffuse cynicism.
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Table 6: Attitudinal statements ranked by Brand Sadsa

Brand
Statements (Agree) Total Smand
Sample 417 107
| buy products not brands 81% 98%
| think branding and slogans are a marketing ginrkmic 63% 94%
Branded goods are a marketing gimmick to sell npoogluct 66% 93%
| trust the opinions of my friends and family mdhan advertising 77% 91%
Many brands do not live up to their promises 67% 89%
When | buy branded products | probably pay moreHername than the actual product 77% 87%
Branded goods tend to be overpriced or unaffordable 62% 84%
| tend to be quite shy 44% 66%
The things | own do not reflect anything about wiaon 39% 57%
| believe the things | choose to own say somethimgut who | am 66% 48%
| have bought goods over the internet in the pasbBths 50% 46%
The things | own are an expression of myself towtbed 62% 41%
Branding is necessary and important 57% 20%
| own many branded goods 53% 20%
If the brand is good the product must be good 46% 17%
When a product is branded | can trust that itge@d quality product 46% 16%
| care about where | am seen and with whom 37% 12%
| am an extravagant person who enjoys the fineaquiees of life 34% 10%
| like to stand out in a crowd 28% 6%
Brands are generally important to me 36% 3%
Keeping up with the trends is important to me 30% 2%
It's important to me to be seen buying the riglinlls 16% 0%

Brand Tepids (score 20.1-40) 32%

Brand Tepids are fairly similar to Brand Smandg, dre notascynical. They share characteristics,
albeit to a slightly lesser degree, such as belgthey buy products not brands and that they pay

more for the name than the product, they trushétseand family over advertising, and believe

marketing and branding activities are a gimmickiive sales.

They begin to differ from the Brand Smands in ttity are slightly more conspicuous, feel they
are more extravagant, believe the things they awraa expression of who they are and care more

about where they are seen and with whom — howetes; still feel that brands are not that

important to them and that they are not trend Yodics.

A similar approach in marketing and branding ta tifthe Brand Smands could be suitable for the

Tepids. It is worth noting that the Tepids are venych in line with the average.
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Table 7: Attitudinal statements ranked by Brandidgep

Brand
Statements (Agree) Total Tepid
Sample 417 133
| buy products not brands 81% 92%
| trust the opinions of my friends and family mdnan advertising 77% 82%
When | buy branded products | probably pay mordaliername than the actual product 77% 81%
Branded goods are a marketing gimmick to sell npoogluct 66% 76%
| think branding and slogans are a marketing ginrkmic 63% 73%
Many brands do not live up to their promises 67% 68%
| believe the things | choose to own say somethimgut who | am 66% 66%
Branded goods tend to be overpriced or unaffordable 62% 63%
The things | own are an expression of myself towbdd 62% 63%
Branding is necessary and important 57% 54%
| own many branded goods 53% 50%
| have bought goods over the internet in the pasbBths 50% 49%
| tend to be quite shy 44% 44%
If the brand is good the product must be good 46% 39%
When a product is branded | can trust that itgead quality product 46% 38%
The things | own do not reflect anything about wiaon 39% 35%
| care about where | am seen and with whom 37% 32%
| am an extravagant person who enjoys the fineaquiees of life 34% 30%
| like to stand out in a crowd 28% 23%
Brands are generally important to me 36% 20%
Keeping up with the trends is important to me 30% 13%
It's important to me to be seen buying the riglinlbls 16% 5%

Brand Patrtials (score 40.1-60)- 26%

Brand Partials see branding as necessary and iampodwn more branded goods than the average
and feel keeping up with the trends is importahieylfeel to a lesser extent that brands do nat fulf
their promises, but that branded goods are bétser hon-branded goods nevertheless. Brands are
important to them and they do not believe or ttohknarketing, branding and slogans as gimmicks
to increase sales and are therefore possibly npee tb marketing messages/campaigns. Further to
this, they trust advertising more than their Smamtl Tepid counterparts. They are more
conspicuous, but still prefer not to stand outroach in a crowd. They do not consider themselves
shy, own many branded goods and believe that viegt dwn reflects something about who they

are. One could sum them up as quietly confident.

As Partials are quite pro-brand, the ‘usual’ mangand branding approach i.e. focus on brand not
the product, would more than likely work for thisgenent. Product quality is associated with
‘brand’, thus end products consumed must alwaysripeccable. It seems much equity could lie

herein.
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Table 8: Attitudinal statements ranked by BrandiBRisr

Brand
Statements (Agree) Total Partial
Sample 417 108
Branding is necessary and important 57% 75%
| buy products not brands 81% 71%
| trust the opinions of my friends and family mdhan advertising 77% 69%
When | buy branded products | probably pay mordaliername than the actual product T7% 69%
| believe the things | choose to own say somethimgut who | am 66% 69%
I own many branded goods 53% 69%
The things | own are an expression of myself towbdd 62% 64%
When a product is branded | can trust that it is agood quality product 46% 63%
If the brand is good the product must be good 46% 56%
Brands are generally important to me 36% 56%
I have bought goods over the internet in the pasbBths 50% 54%
Many brands do not live up to their promises 67% 52%
| care about where | am seen and with whom 37% 47%
Branded goods are a marketing gimmick to sell npoogluct 66% 46%
Branded goods tend to be overpriced or unaffordable 62% 46%
Keeping up with the trends is important to me 30% 45%
| am an extravagant person who enjoys the fineaulees of life 34% 40%
| think branding and slogans are a marketing ginkmic 63% 39%
| like to stand out in a crowd 28% 37%
The things | own do not reflect anything about wiaon 39% 33%
| tend to be quite shy 44% 30%
It's important to me to be seen buying the riglanbls 16% 15%

Brand Almightys (score 60.1-100} 17%

The Brand Almighty segment is the smallest and neasiteme of the sample. They believe what
they choose to own says a lot about who they he¢,liranded product are good products and they
feel brands are very important to them. They owmynbranded goods, associate quality with
branding. Keeping up with trends is important terth(83% vs. the average of 30%). They are not

shy and more than likely quite influential withimeir circles — possibly even trend setters.

They classify themselves as extravagant peopleareabout where they are seen and with whom.
They are very conspicuous and it is important &rtho be seen buying thight brands — hand in
hand with this, they feel they buy brands not pasiu They are least inclined to think that

marketing and branding are gimmicks and do noteatrat branded good are less affordable.

In light of the above, it is not likely that it wisibe knotty in any way to appeal to this segment
through marketing and branding activity — with 90%greement on statements suclBesnding is
necessary and importanf the brand is good the product must be gaodiBrands are generally

important to me- the sky’s the limit!
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Table 9: Attitudinal statements ranked by Brand iyimys

Brand
Statements (Agree) Sample | Almighty
Sample 417 69
Branding is necessary and important 57% 94%
| believe the things | choose to own say somethimgut who | am 66% 91%
If the brand is good the product must be good 46% 90%
Brands are generally important to me 36% 90%
The things | own are an expression of myself towbdd 62% 88%
| own many branded goods 53% 83%
Keeping up with the trends is important to me 30% 83%
When a product is branded | can trust that itgead quality product 46% 81%
| care about where | am seen and with whom 37% 71%
| am an extravagant person who enjoys the fineagulees of life 34% 68%
When | buy branded products | probably pay moreHername than the actual product 7% 65%
| trust the opinions of my friends and family mdhan advertising 77% 62%
It's important to me to be seen buying the riglnbls 16% 61%
| like to stand out in a crowd 28% 58%
I have bought goods over the internet in the pasbBths 50% 55%
Many brands do not live up to their promises 67% 52%
Branded goods tend to be overpriced or unaffordable 62% 52%
| buy products not brands 81% 49%
Branded goods are a marketing gimmick to sell npoogluct 66% 33%
| think branding and slogans are a marketing ginrkmic 63% 33%
| tend to be quite shy 44% 30%
The things | own do not reflect anything about wiamn 39% 29%

4.4 The segmentation in practice

To test the segmentation nine posturing staten{eats Appendix 2) centred on purchase behaviour
were asked in context of some regularly shopped EMsategories. The categories were not
addressed at a known brands level, but rathemd®ke. Table 10 shows the statements which were

positioned to infer brand propensity to demonstilaé¢ the segmentation works.

In addition to each segment displaying an increasandency/propensity toward beitgand
influencedby category (see table 10), it can further be choltet there is aextent to which each
category is brand driven. These ‘extents’ were mmess by calculating the variance between the

total of the Almighty statementsssthe total of the Smand statements per categoahie tL0:

148 (Almighty Total: Coffee)} 93 (Smand Total: Coffeel 55

The greater the variance, the more non-brand pegments need to be thought about in terms of

suitable marketing strategies e.g. margarine atiid thiyou can’t punt the brand, punt the product!
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Table 10: The segmentation applied

Segments Smand Tepid Partial | Almighty Variance
Sample 107 133 108 69
26% 32% 26% 17%

Coffee %
There is a specific brand | will always try to bwgardless of its price 47 54 64 56
Branded items deliver better results 11 13 30 45
If the brand | want is not around, | will go to dner store to buy it 35 38 47 47

Total 93 105 141 148 55 |
Washing powder %
There is a specific brand | will always try to bwgardless of its prit 32 38 4€ 50
Branded items deliver better results 12 16 40 40
If the brand | want is not around, | will go to dner store to buy it 23 27 32 41

Total 67 81 118 131 64 |
Milk %
There is a specific brand | will always try to bwgardless of its price 23 21 33 46
Branded items deliver better results 4 13 30 30
If the brand | want is not around, | will go to &hner store to buy 7 16 2C 30

Total 34 50 83 106 72 |
Tea %
There is a specific brand | will always try to bwgardless of its price 41 41 58 52
Branded items deliver better results 15 17 34 39
If the brand | want is not around, | will go to &hner store to buy 17 28 2¢ 30

Total 73 86 121 121 48 |
Yoghurt %
There is a specific brand | will always try to bwgardless of its price 27 29 47 33
Branded items deliver better results 7 19 30 38
If the brand | want is not around, | will go to dner store to buy it 8 20 22 30

Totals 42 68 99 101 59 |
Bread %
There is a specific brand | will always try to bwgardless of its price 31 42 48 50
Branded items deliver better results 6 19 32 32
If the brand | want is not around, | will go to dner store to buy it 15 20 20 31

Total 52 81 100 113 61 |
Breakfast cereal %
There is a specific brand | will always try to bwgardless of itprice 3¢ 51 48 62
Branded items deliver better results 21 25 40 45
If the brand | want is not around, | will go to dner store to buy it 33 39 31 45

Total 93 115 119 152 59 |
Toilet Paper %
There is a specific brand | will always try to bwgardless of its price 16 24 29 38
Branded items deliver better res 12 20 27 31
If the brand | want is not around, | will go to dner store to buy it 8 15 18 31

Total 36 59 74 100 64
Margarine %
There is a specific brand | will alwatry to buy regardless of its pri 34 46 42 62
Branded items deliver better results 9 19 31 50
If the brand | want is not around, | will go to @ner store to buy it 19 24 24 45

Total 62 89 97 157 95 |

This study was not taken up to conduct an in-deymparison of the segments, but rather to
understand if a target market could be ‘gaugedhis context prior to the development marketing
and branding strategies— and if so, how well wathadork when practically applied. Looking at the

results by each category probed, it can be notattlte propensity to be influenced by brands and
branding increases across segments from left tot agd for that reason brand propensity can

indeed be successfully measured. Eureka! The sdagtinworks.
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Demodgraphic trends

The demographics measured in the study were geagerrace, area and personal monthly income.

The reason for this particular selection was tofilgrothe segments by variables used in

commonplace thinking when target markets and gfiegeare considered. Everyday marketers and

brand managers ask: Who are we talking to? Howaoddthey? Where do they live? How much

money do they have? To follow are some graphs Iprgfthe segments to answer these very

guestions.

Figure 4: Gender by segment

100

It is very interesting to note, that of
the Brand Almightys, males form a

Male substantially larger portion than
B Female women. This possibly indicates that
men are more influenced by
branding than women.
Total Smand Tepid Partial Almighty
Figure 5: Age by segment
100 1 10 The people least influenced by
branding in this sample seem to be
50+ years Smands with a strong older bias,
35-49 years while Brand Tepids, Partials and

W 25-34 years
W 18-24 years

Total Smand Tepid Partial Almighty

Almightys have a strong younger
bias. Younger people, it would
seem, are more susceptible to
marketing activity.

Figure 6: Race by segment

Asian
Coloured
B White
H Black

Total Smand  Tepid

Partial Almighty

Remaining consistent with other
research studies conducted through
TNS, black respondents are far
more brand conscious than any
other race.
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Figure 7: Area by segment

100 ~ g

~NN

wo
(65 O8]
ow

The most dense portion of the
sample occurs in Gauteng,

followed by Cape Town and
Bloemfontein

EC Durban — which makes sense if
Durban one thinks about accessibility to
H Cape Town the Internet and ISP infrastructure
W Gauteng

in South Africa. Across the area
dimension there is little
differentiation.

Total Smand Tepid Partial  Almighty

Figure 8: Personal income by segment

100 +

It appears that more affluent
respondents fall into the Brand
Almighty segment (earning
R15000+) as they can afford to
‘buy in’, while most mid-earners
(R10000-R14999) fall in Brand
Smands.

R30 000 +
R20 000 - R29 999
R15 000 - R19 999
= R10 000 - R14 999
m R5 000 - R9 999
m Up to R4 999

Total Smand Tepid Partial  Almighty

To recap, we have seen that the segmentation vamdkdas a good distribution with each segment
displaying a significant percentage of the samghel have described the defining characteristics of
each segment. Also, respondent ‘brand views wé@va within each segment benchmarked
against the sample average to determine how extteeierespective attitudes are from the norm

and from each other.

It was further noted that the degree of influencands and branding have within the FMCG
categories can fluctuate and tleatents of propensity variance can be measured to determhmav
much lessSmands are influenced by brands than Almightyss thoping to inform marketing
strategy. Finally, the segments were assessed deptocally to determine if there were any
significant trends, which there were. Most notahigt older people tend to be far less influenced by

brands and branding and that males and black peoplsubstantially more brand orientated.
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5. Conclusion

Let us, for a moment, return to some basic buildilogks.

Marketing is typically seen as the task of creatprgmoting and delivering goods and services tesamers

and businesses. Marketers are skilled in stim@adiemand for a company’s products, but this islitodged

a view of the tasks marketers perform...marketersresponsible for demand management. They seek to
influence the level, timing and composition of demhato meet an organisation’s objectives (Tustin,
Ligthelm, Martins & Van Wyk, pageb)

The purpose of market research is to provide marketnd the like with the necessary tools to do
the most excellent job possible to create and netlagg demand Tustiet al refer to. More often
than not marketing budgets are limited, as in tecessionary time the world is slowly eeking out

of, not leaving much room for hit and miss.

To further assist the role of the marketer/bradi®i in optimising the reach of their respective
budgets, the Punt Blunt segmentation aims to utet®ls— as a first step — how influenced your
envisioned market is by brands and branding in rotdelay the foundation fothe approach
Should one go into full-scalpunt modeactivating extraordinary, creatively fantastic atekep
branding campaigns? Or does an approachlunt mode keeping the brand ever-present in the
background whilst focusing on the practical paydffe product or service offers, suffice? The

answer is within reach.

The PB segmentation was developed to address msptsnthrough personal evaluatiomn a way

that is not item, category or industry specificg®ent proportions may vary from one sector to
another i.e. FMCG vs. Automotive vs. Finance; hosvethe relativity of the segments created by
the analysis would remain valid. To fully understathe most appropriate industries/sectors for
which the segmentation may prove valuable, mordicgiipns must take place creating avenues for

future research. Options include, but are not &ahito:

running the segmentation internationally and conmgaresults to see how differing cultures
can impact brand propensity e.g. South Africa [En&

testing the segmentation across sectors (e.g.dmautomotive, cosmetic, technology, etc.)

In closing, vast amounts of money is spent annually marketing efforts that try to nudge

(sometimes punch) demand within markets. The obgdf using the PB segmentation would be
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to possibly reduce that annual spend by means afpfnont identification of how people in the
target market should be approached, through markednd brandingbased on their brand
propensity. If it could be known, prior to any ad-spend, tlaatarget market is more prone to

branding or more inclined to the ‘product’ — woutichot make deciding how to ‘tune into to them’
easier? | say it would.

“The best insights are the simplest ones — the ont#sat once introduced blend into
our day-to-day consciousness with nary a ripple.”
Jeff Swystun, CCO, DDB Worldwide
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Appendix 1
2
218 |g |5
Attitudinal Statements (Agree) £ ) ® £
n [ [} <
s |22 |2 |2
o o g g g
= ua) 0 0 s}
Sample 417| 107 | 133 | 108 | 69
% % % % %
1 | My hobbies and interests are important to me 97 | 94 98 95 | 10d
2 | Good quality is more important to me than a papbtand 97 | 99 99 94 93
3 | I most enjoy time with friends and family at home 96 | 99 97 94 93
4 | | am a motivated person 96 | 93 96 97 97
5 | lam happy to buy branded goods if | like andtithe actual product 95 92 97 96 97
6 | Staying fit and healthy is important to me 92 | 82 94 95 99
7 | | am a practical person who enjoys the daily glees of life 92 | 91 94 92 91
8 | For some things brands are important, but forestiray are not 92 87 95 92 93
9 | When buying a product, considerations such @iekquality are more important than the brang 92 |94 90 84
10 | I have learned to accept myself 91 | 88 91 90 97
11 | Ilearn from other people's experiences 91 | 91 92 86 94
12 | |feel there are many ways in which | could ioy@ myself 90 | 93 90 84 96
13 | Planning for my old age is important to me 90 | 92 92 91 80
14 | Branded goods tend to cost more than unbranuledsg 88 | 91 86 86 90
15 | 1 do not mind paying more for something if | knthe brand is worth it 87 78 86 89 929
16 | | am content with myself 85 | 79 88 85 87
17 | Deciding what brands to buy is easy for me 82 | 76 80 86 87
18 | | buy products not brands 81 | 98 92 71 49
19 | |trust my own knowledge over the advice ofeosh 80 | 70 78 85 88
20 | | am happy to take calculated risks 80 | 75 78 80 90
21 | Advertising helps me know what is "in" theseglay 78 | 65 74 86 94
22 | |care about the image | portray 78 | 59 78 88 91
23 | Itrust the opinions of my friends and family madhan advertising 77 91 82 69 g2
24 | When | buy branded products | probably pay nfioréhe name than the actual product V7 87 31 69 65
25 | | enjoy being out and about with other people 76 | 64 71 85 90
26 | | am an adventurous person 71 57 74 74 81
27 | I'have had a lot of financial stress lately 67 | 70 68 62 68
28 | | exercise to maintain an attractive appearance 67 | 50 70 72 78
29 | Many brands do not live up to their promises 67 | 89 68 52 52
30 | | believe the things | choose to own say somgthbout who | am 66 48 66 64 91
31 | Branded goods are a marketing gimmick to setenpooduct 66 | 93 76 46 33
32 | | use the internet to find out more about brands 65 | 56 60 69 81
33 | Ithink branding and slogans are a marketingwgch 63 | 94 73 39 33
34 | Branded goods tend to be overpriced or unaffieda 62 | 84 63 46 52
35 | The things | own are an expression of myselhéovtorld 62 | 41 63 64 88
36 | |take risks now to secure a better future 57 | 44 56 62 74
37 | Branding is necessary and important 57 | 20 54 75 94
38 | | own many branded goods 53 | 20 50 69 83
39 | | have bought goods over the internet in thé asonths 50 | 46 49 54 55
40 | If the brand is good the product must be good 46 | 17 39 56 90
41 | When a product is branded | can trust thatatg@od quality product 46 16 38 63 81
42 | |tend to be quite shy 44 | 66 44 30 30
43 | The things | own do not reflect anything aboubwlam 39 | 57 35 33 29
44 | | care about where | am seen and with whom 37 12 32 a7 71
45 | Brands are generally important to me 36 3 20 56 90
46 | | am an extravagant person who enjoys the fiteasures of life 34/ 10 30 40 68
47 | Keeping up with the trends is important to me 30 2 13 45 83
48 | |like to stand out in a crowd 28 6 23 37 58
49 | It's important to me to be seen buying the righhds 16 0 5 15 61
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Appendix 2

Purchase Behaviour Statements

| buy the cheapest brand in the category

There is a specific brand | will always try toylnegardless of its price

If the brand | want is not around, | will buy @ner brand in the same store

If my brand is too expensive | will only then &pother brand

Branded items deliver better results

| will try another brand besides my regular brégrsbmeone | trust recommends it

| often buy house brands in this category

If the brand | want is not around, | will go toadher store to buy it

OO NoO|O|R{W|IN|F

I will buy the brand that is on promotion
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Appendix 3
. | have The
E‘;amplel of a Burt Matrix bought Branded | things | It's
(Agrees’) Keeping goods goods owndo | Ifthe important | Many
up with Branding | over the | tend to be| not brandis | tometo | brands do
the trends| is internet overprice | reflect good the | be seen | not live
is necessary| in the dor anything | product buying up to
important | and past 3 unafford- | about must be | the right | their
to me important | months able who | am | good brands promises
Keeping up with the trends is 125 103 76 74 a5 82 50 82
important to me
Branding is necessary and
important 103 239 126 128 85 123 51 147
| have bought goods over the 76 126 210 130 80 96 37 143
internet in the past 3 moni
Branded goods tend to be
overpriced or unaffordable 4 128 130 Al 111 122 49 191
The things | own do not reflect
anything about who | am 45 85 80 111 163 82 30 120
If the brand is good the product 82 123 9% 122 82 193 51 115
must be good
It's important to me to be seen
buying the right brands 50 51 37 49 30 51 e 39
iy 97Ees o et e 1710 | RS 147 143 191 120 115 39 | 278
their promise

* The highlighted blocks represent the numberadge who agreed with the statement.
*x This is an abridged version of the Burt MatrfBM) used for the study. The full BM

contained 49 crosstabs.
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Appendix 4

Coordinates (of statements remaining from data redction) Axis 1
It's important to me to be seen buying the riglnils 0.340
Keeping up with the trends is important to me 0.288
Brands are generally important to me 0.258
I like to stand out in a crowd 0.176
| am an extravagant person who enjoys the fineagulees of life 0.154
If the brand is good the product must be good 0.154
When a product is branded | can trust that itgead quality product 0.153
| care about where | am seen and with whom 0.144
Branding is necessary and important 0.123
I own many branded goods 0.112
The things | own are an expression of myself totbed 0.052
| believe the things | choose to own say somethimgut who | am 0.038
I have bought goods over the internet in the pasbBths -0.019
When | buy branded products | probably pay mordHername than the actual product -0.0
| trust the opinions of my friends and family mdnan advertising -0.104
Branded goods tend to be overpriced or unaffordable -0.118
Many brands do not live up to their promises -0.124
| buy products not brands -0.135
The things | own do not reflect anything about vitamn -0.147
| tend to be quite shy -0.167
Branded goods are a marketing gimmick to sell npoogluct -0.178
I think branding and slogans are a marketing ginkmic -0.191
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