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What if you knew...

A/

* which types of people use your media and why

/

* what they buy and how they live...

* and how to identify them based on activity alone?

You could launch
better features
and sell more targeted ads.
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With only 3 online surveys, Psychster Inc. can tell you...

% Your psychographic segments — groups of users with common needs for your media.

« Psychographic segments are defined by their motivations to use your media, so you don’t have to infer it from
demographics or behavior.

*  Psychster derives your segments statistically, rather than with ethnography or intuition. Our approach draws on validated
psychological techniques such as factor-analysis, cluster-analysis, and logistic regression

+ Learning your segments will enlighten all aspects of your business - from strategy and marketing to design and sales.

s How to identify your segments in all of your future research.

+  Psychster will develop and deliver a short diagnostic quiz that can be used in any future research you do. That way you
deepen your understanding of your segments with each new study.

% What your segments buy, how they live, and what aspects of your media are most
important to them.

« Using the diagnostic quiz, Psychster will deliver data that is critical to winning advertising deals and producing successful
new features.

+ The data for each psychographic segment may be indexed against Nielsen or Comscore to compare them to the net
pop as a whole.

s How to flag the segments of all users, based only on their activity.

« Clearly you cannot survey all of your users. But you need to know everyone’s segment , especially for ad targeting. By
merging one of our surveys with your traffic data, Psychster will deliver the formulae you need to identify any user’'s
segment from their activity alone.
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Adaptable method, rigorous analysis, insightful results.

Experience with...

. - @
< Social networking sites claﬁmates.co'mﬂ 9 aIITrecipes*

% Music sharing apps @

< Food sites EVEQ"{DAY rip I taStﬂ)fhome Y,:,::;:gm

with § RACHAEL RAY COOKING + CARING - SHARING

% Facebook apps

Segment Size

Lurkers
30% Profilers ;
29%
Saved Recipe Box Recipes -0.00263
Saved Private Recipes 0.01647

Recipe Reviews -0.15001
Recipe Ratings 0.129413
Networkers Promoters Interests In Cooking Methods 0.193095
9% 7% Interests In Favorite Cuisines -0.32866

0.151953
-0.86458
-0.07806
0.205324
0.010216
0.01736
-0.01249
0.296582
-0.52907
0.347978

Interests In Cooking Specialties
Interests In Crafts

Interests In Outdoors

Interests In Other

Newsletter Subscriptions

Tribals
25%
: Shopping Lists
Notes
Meal Ideas
Favorite Food Lists
Has Profile
Constant -1.64162

X X X X X X X X X X X X X X X=X
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Combine your segmentation data with our Business Intelligence
Cubes, and your ad-sales team will win more deals.

Products Lifestyles Importance Methodology Quick Quiz

Segment Category =
Brand Snack Clear Filters
[ nacks Use of bottled water among Foodies
Soda Pop Clear Sort
\ ; [
Search Sports Drinks Clear Charts

Category & Brand a Segment Aware Aware No Purchase Aware and Pury
Water Aguafina AllUsers 96% 51% 45%
Water Arrowhead All Users 52% 40% 13%
Water Dasani All Users 95% 57% 38%
Water Evian All Users 98% 4% 13%
Water Perrier AllUsers 95% 0% 6%
Water Poland Springs Al Users 70% 56% 14%

Psychster Inc.

Personally Uses Household Uses Parzonally
Decides Brand

>

% To win RFPs and close ad deals, your sales team constantly needs data about what your users buy,
where they shop, and what they enjoy.

% Too often, market research data in decks and fileshares are out of reach at the crucial moment.

% Psychster’s online Bl Cubes ensure your data is close at hand. Search, sort, and filter to find the right

metric. Then graph it for inclusion in your proposal.
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Heavy on the brainpower, light on the overhead.

Included in the standard package:
3 online surveys to:
identify your psychographic segments
learn their lifestyles
learn what they buy

Full report and fact sheets to share with marketers,
designers, and executives.

Diagnostic quiz for further research.

What types of users are there? (Cluster analysis)
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About Psychster

* Our mission is to conduct research on social media P
using the rigor and theory of experimental

psychology.

s Our-philosophy is that end-users are taking control
of their media in a Web 2.0 world. The more you
understand them the better.

s Our people are Ph.D. trained social scientists with
extensive business and publishing experience in
social software and social media.

X/
0’0

Our clients are publishers, advertisers, designers,
academics and entrepreneurs with online
investments.
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Contact Us

Psychster Inc.

WWW.psychster.com

david @psychster.com

anthony @psychster.com

p: 206.715.7218
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