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Tim Carroll

What Are You Willing To Miss?

The Science of Targeting

VP, SymphonyIRI 

Consumer & Shopper Marketing, ShopperSights
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Agenda

Quantifying High Value Consumers

Economics of Targeting

Next Generation Segmentation

Case StudyðIdentifying Consumers

Case StudyðTargeted Execution

Case StudyðCombating Cannibalization

Free Category Analysis and Q & A



3 Copyright © SymphonyIRI Group, 2011. Confidential and Proprietary.

How Do You Quantify High Value Consumers?

Automobile

Not all consumers are created equal
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Source: All Consumers Are Not Created Equal by Garth Hallberg. (page 320,  John Wiley & Sons, 1995)
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The Principle at Workð

From High Ticket Durables to Traditional CPG
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5% of Households are contributing 

28% of Personal Computing 

category value

é while in Carbonated Soft 

Drinks, 1/3 of consumers drive 

75% of the value 

SOFT DRINKSPERSONAL HOME COMPUTERS

% Category Value                                         Index Value

Source: All Consumers Are Not Created Equal by Garth Hallberg. (page 320, John Wiley & Sons, 1995)
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The Principle at Workð

Standing the Test of Time

NOW
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SOFT DRINKS
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BREAKFAST CEREAL
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THEN

Source:  Then Data: All Consumers Are Not Created Equal by Garth Hallberg. (page 320, John Wiley & Sons, 1995)

Now Data: SymphonyIRI ShopperSights Annual 2010 data
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The Economics of Segmenting and Targeting 
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Increasing Precision Has Always Yielded 

Greater Efficiency and ROI

National

Regional

Market

Account 

Store

Geography

Reach Only

Single Demographic

Cross Tabulated Demographics

Demographic Segmentation

Lifestage Segmentation

Demo, Behavior, Lifestyle Segmentation

Demography

Household

Individual

Individual
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Fill the Gap between Data Reality and Data Nirvana

Attitudinal

Behavioral

Data

0

All

AllPeople

US Census

How Can You Fill 

The White Space?

InfoBase InfoScan 

POS

MRI

Scarborough
Consumer 

Network Panel

X
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Targeting Todayé 

Increased Granularity Driving Opportunity

Moderate Buy 
Rate Users

Heavy User 
of Competitors 
Products

Heavy 
Category/Light 

Brand

Demographic 
Groups/ 

Segments

% Value                        Value Index

High Value

Medium Value

Low Value

No Value

Itôs not just a High 

Incidence, Heavy 

Buyer/User gameé

Itôs Unique Consumer 

Segments focused on your 

business priorities
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Traditional Targeting
BLOCK GROUP 170318030112 = Cluster 17 Apple Pie Families

Birds of the Feather Flock Together

Block Group assignment limits the ability to identify key consumersð

all households are given the same ñmajorityò assignment
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Cluster 7 Leveraged Lifestyles

6.4% HH

Prod Spend Rate/00 = $756

Cluster 14 Career Centered Singles

6.6% HH

Prod Spend Rate/00 = $563

Cluster 13 Solid Single Parents

5.7% HH

Prod Spend Rate/00 = $370

Cluster 17 Apple Pie Families

9.0% HH

Prod Spend Rate/00 = $840

Household Level DetailðBirds of a Feather Donôt Flock Together

BLOCK GROUP: 

BUFFALO GROVE, IL

Todayôs Legacy 

Solution Would Classify 

All Households in this 

Block Group as ñApple 

Pie Familiesò 

Misclassify 91% 

of Households 

AND

Overstate the Product 

Opportunity 

Treating all households individually, leads to better targeting 

and execution
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What Are You Willing To Miss?

Data

Block Group Household Level

Insights

Decisions

Performance
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What Questions can Segmenting and Targeting Answer?

ÅWho are my consumers?

Å What do their households look like?

ÅWhere do they live?

ÅWhere do they shop?

Å How does my productôs consumer profile 

differ from that of my competitors?

Å What are the leisure/lifestyle/media habits 

of my target consumers?

ÅWhat are the best local/national media 

vehicles to reach these consumers?

Å Which products/brands/retailers offer the 

greatest opportunity for cross-promotion?

Marketing/Market Research

Å How can I drive my brand story at retail?

Å Which markets/banners/stores offer the 

most opportunity?

Å Which markets/banners/stores are most 

under-penetrated?

Å In what States/Regions/DMAs can I find 

my target consumers?

Å Which categories/products have the 

greatest opportunity among my target 

consumers?

Sales/Category Management
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Case Studyð

Driving Brand GrowthðIdentifying High Value Consumers

Expand Brand A from a highly successful 

regional brand to a national player.

THE CHALLENGE

Å Determine high-value consumer target

Å Develop a geographic profile of these consumers 

to prioritize distribution activities.

Å Identify key consumers of competitive brands 

in order to direct efforts at this target group.

SymphonyIRI APPROACH


