12 Smart Ideas to Activate a Segmentation

Most segmentations struggle to gain traction in an organization because they stop
after the quant is complete. Yet to truly activate a segmentation, you can’t stop there.

The Vital Findings Gold Standard Segmentation Process is designed to:

Build a robust Use in-depth qualitative Develop custom, sustainable
foundational to bring segments to activation tools that
quantitative life and create personas Inspire real action and
segmentation live on beyond the report

WITH THESE 12 SMART IDEAS, WE SHOW YOU HOW.

PHASE 1 Robust Quantitative Segmentation
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PHASE 2 Bring To Life with In-Depth Qualitative

Recruit the segment “center”: Go beyond the algorithm, recruiting for
respondents who most strongly match the demographics and attitudes
of the segment

Dig deep into they “whys” behind the dimensions driving each
segment: The quant tells you which variables define the segment;
now dig into why respondents think that way and what it means

Use projective exercises: Personal motto, role models, ideal vacation
spot, their ideal experience with the category; try techniques like
semiotics to reveal the visual language behind their values

Document the environment: Photograph the respondent in action,
have them choose favorite objects/artifacts, document their
environment and the things/people that matter most to them




PHASE 3 SUSTAINABLE, INSPIRATIONAL ACTIVATION
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Create videos that put stakeholders in
the mindset of the segments: Focus on
consumers talking about the key
segmentation variables so stakeholders
can quickly understand what makes
each segment tick

0 Activate the segmentation through
workshops: The top reason segmentations
fall flat is because organizations don't
know how to use them. Workshops allow
stakeholders to learn by doing, creating
strategies for reaching each segment

MNetflix and Chillers decide what to watch
on the spot, and they typically choose
movies they have not already seen.
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