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Target Marketing = Market Specialization

• Market specialization is a business term meaning the 
market segment to which a particular good or service is 
marketed. It is mainly defined by age, gender, geography, 
socio-economic grouping, or any other combination of 
demographics. It is generally studied and mapped by an 
organization through lists and reports containing 
demographic information that may have an effect on the 
marketing of key products or services 



Session Description

Market Analysts rely on many different types of data to 
make educated decisions on how to spend their marketing 
dollars.  They use basic demographics to help define who 
their customers are.  Proprietary data to help find more 
prospects like their current customers.  Psychographic data 
to learn about their daily habits.  And basic geographic data 
to help define the market.  
In this session we will discover how different types of data 
are powerful pieces in the decision making process of many 
different industries.



Industries

• Telecommunications
• Advertising Agencies
• Newspapers
• Outdoor Advertising
• Movie Theatres
• Direct Mail
• TV
• Restaurants
• Retail



Approaches

• Geography Based  - Third party demographics, rings, drive 
times

• Customer Focused Decisions - proprietary customer data, 
Customer visualization, Customer Analysis, Neighborhood 
demographics, Store location proximity

• Lifestyle Segmentation – Cluster Code customer data, 
Thematic Shading of block groups by cluster, target group 
creation, using MRI Profiles



Telecommunications - Spanish Speaking Phone Service in WA.







Telecommunications - High Median Income proximal to infrastructure



Restaurants – Expenditure by Block Group



Retail
Potential Store Locations – 1 mile analysis



Potential Store Locations – 1 mile analysis



Potential stores with drivetimes



My Theater Locations

My Competitor Locations

Movie Theaters



Who Goes to The Movies – A Lot?
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Index for Movie 
Attendance

Cluster 
Number

They Like to Eat at . . .

El Torito 158.68
Red Robin 152.25
Houlihan's 148.81
Marie Callenders 142.67
Stuart Anderson's Black Angus & Cattle Company142.53
Baker's Square 141.72
Chevy's 140.32
Coco's 139.94
Bennigans 137.69
Chili's Grill & Bar 133.54
Damon's 128.37
Sizzler Family Steak Houses 126.28
Hooters 125.99
T.G.I. Friday's 125.86
Tony Roma's 123.52
International House of Pancakes (IHOP) 123.23
Friendly's 122.63
Steak 'n Ale 118.69
Olive Garden 115.74
Snacks 114.60
Denny's 111.32
Don Pablo's 111.02
Outback Steakhouses 110.24

Use syndicated survey data as 
a surrogate for actual customer 
data



Proximity – Advertisers to Locations



Proximity Analysis
Which theaters are closest to the retailer locations?

THEATERS

EL TORITO

SCREEN NUMBER

List of 3 
closest 
theaters 
to each 
El Torito



Heavy Movie Attendance by DMA

National Campaigns – Which markets are best?



Who Did I Mail To?
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Gap Analysis

Gold and beige areas are where the highest concentr ations of potential targeted 
customers reside



Customer Analysis



Customers and Geographies



Outdoor Advertising - Identify Inventory

Red Dots = Inventory



Identify Available Inventory

Green = Available



Identify Available Inventory

Dark blue = high 
Hispanic

Is available inventory in the right 
demographic area?



Score Inventory Locations

Locations 
with high 
Hispanic 
population 
should 
advertise in 
Spanish

7.9%19.6%37,684Monroe/ 
Wacker

4.8%11.7%38,122Lake/ 
Ohio

7.1%26.8%44,293Adams/ 
LaSalle

9.2%13.7%47,066Michigan
/Ontario

4.8%12.4%48,854Madison/ 
Jefferson

% HHs With 
Income 
$200K+

% Hispanic 
Population

Total 
Population

Inventory 
Location

Upscale 
advertisers 
can select 
locations 
with high 
incomes



Add Aerials for Impact



Identify Inventory Demographics

How Many Viewers are You 
Reaching?



Newspapers - Where Do My Subscribers Live?



Who Are My Subscribers?

25 Cruisin' Couples 183 26.29% 450
69 Black Memoirs 171 24.57% 179
54 Home Town Harbor 160 22.99% 1109
21 Towns in Transition 73 10.49% 813

44 Middleburgh 70 10.06% 420

Cluster 
Index

Cluster Number Cluster Name
Subscriber 

Count
% Subscribers

How Do I Find More Subscribers?



What Are Their Media Preferences?

Daily Newspaper: Business/Finance section 132.10
Media Quintile Codes: Newspaper I (Heavy) 130.00
Daily Newspaper: Travel section 129.62
Read any two or more daily newspapers 129.19
Media Quintile Codes: Newspaper II 126.27
Read any two or more Sunday newspapers 126.05

Daily Newspaper: Comics section 98.46
Daily Newspaper: Classifieds section 90.15
Media Quintile Codes: Newspaper III 88.92
Media Quintile Codes: Newspaper IV 85.16
Media Quintile Codes: Newspaper V (Light) 69.89

Subscribers are hot here…

…but cool here

• Develop editorial content
• Recommend ad placement



Which Advertisers Should I Target?

210Bought Acura

175Family Restaurants: Baker’s 
Square

187Family Restaurants: Applebee’s

194Tires: Firestone

195Oil Filters: Auto Zone

205Tires: Wal-Mart

208National Tire and Battery

225Popeye’s Chicken

295Shopped Aldi last 6 months

Profile 
Index

Profile Name

Survey data 
indicates 
people that 
use these 
businesses 
look similar 
to your 
subscribers

Target 
List for 
Ad 
Sales 
Force



Advertising Agency - What Is The Product?

Restaurant Concept

Patrons plotted based 
on home address



Who Uses The Product?

Cluster 
Index

% of 
Customers

Customer 
Count

Cluster 
Name

Density ClassCluster 
Number

7.4

3.0

20.0

3.7

4.9

173117Changing 
Places

Suburban34

18548Equestrian 
Heights

Low Density 
Suburban

7

197319Urban 
Villagers

High Density 
Urban

24

21059Tuxedo 
Trails

Low Density 
Suburban

1

21177Executive 
Domain

Low Density 
Suburban

2



Cluster 2 - Executive Domain

Who Uses the Product?

Who are they?
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What Media Channels Are Best For Primary Users?

Media Listening Preferences Media Watching Preferences

143All Talk

145Soft Adult

145Jazz

151Alternative

165Sports

171News/Talk

195All News

211Public

217Classical

Usage 
Index

Radio Format

126CNN News

127MSNBC

131CNBC

134Golf

142Bravo

146Tennis

149BBC America

153Style

161Golf Channel

Usage 
Index

Radio Format



CORE customers
High index / High % Count  

� Dominate these segments
� Maintain marketing efforts

EXPANSION customers
High index / Low % Count 

� Investment opportunity
� Market aggressively to 

these segments 

Who Uses The Product?



In Summary



The Processes

• Geocoding customers or locations
• Appending PSYTE clusters when necessary
• Creating custom boundary files – i.e. special 

coverage areas
• Using syndicated data to identify lifestyle and 

media preferences
• Using demographics
• Being creative



The Ingredients

• TargetPro or AnySite Software
• MapMarker Plus Geocoding Software
• PSYTE Advantage Lifestyle Segmentation 

Data
• Demographic Data
• Consumer Potential Detail Data
• Business Point Data
• StreetPro Display for Street Representation



The Common Threads

• Who are my customers?
• Where are my customers?
• What are the lifestyles of my customers?
• What products do they buy?
• What media types appeal to my customers?
• Who should be advertising with me?
• What product am I trying to sell?
• Who does it appeal to?
• Where are my sites?
• What are the demographics of my sites?



Thank You!


