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Psychographic 
Segmentation 



LŦ ȅƻǳ ƪƴŜǿΧ 

who uses your media and why 

what they buy and how they live 

and how ǘƻ ƛŘŜƴǘƛŦȅ ǘƘŜƳ ōŀǎŜŘ ƻƴ ŀŎǘƛǾƛǘȅ ŀƭƻƴŜΧ 

Χ ȅƻǳ could launch better features  
and display more targeted ads. 



With only 3 online surveys, Psychster Inc. can tell youê 

Your psychographic segments ς defined by what they want from 
your media. 

ÅPsychographic segments are groups of users with similar wants and needs. 
¸ƻǳΩƭƭ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜƛǊ ƳƻǘƛǾŀǘƛƻƴǎ ŘƛǊŜŎǘƭȅ  - rather than inferring it from 
demographics or behavior. 

ÅPsychster derives your segments statistically, rather than with ethnography or 
intuition.  

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

ÅPsychster will develop and deliver a short diagnostic quiz that can be used in 
any future research you do. That way you continue to deepen your 
understanding of your segments. 

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

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

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

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

Å/ƭŜŀǊƭȅ ȅƻǳ Ŏŀƴƴƻǘ ǎǳǊǾŜȅ ŀƭƭ ƻŦ ȅƻǳǊ ǳǎŜǊǎΦ .ǳǘ ȅƻǳ ƴŜŜŘ ǘƻ ƪƴƻǿ ŜǾŜǊȅƻƴŜΩǎ 
segment , especially for ad targeting. By merging one of our surveys with your 
ǘǊŀŦŦƛŎ ŘŀǘŀΣ tǎȅŎƘǎǘŜǊ ǿƛƭƭ ŘŜƭƛǾŜǊ ǘƘŜ ŦƻǊƳǳƭŀŜ ȅƻǳ ƴŜŜŘ ǘƻ ƛŘŜƴǘƛŦȅ ŀƴȅ ǳǎŜǊΩǎ 
segment from their activity alone. 

1. Status updates/photos 
2. Info/news 
3. App content 
4. Profile management 

Needs: 1-5 ratings for feature of your media 

Factors: Related features. 

Clusters: Similar people. 
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Sample Segmentation 
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Cruisers/App Users Impression Managers 
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Info-only/Spectators 

Offline Networkers Update Junkies 

12
% 

12
% 

32
% 

21
% 

23
% 

Factors: 
1. Status updates/photos 
2. Info/news 
3. App content 
4. Profile management 
5. Networking 
6. Privacy 
7. Interest groups 


