Audience Segmentation:
Bringing Your Target into Focus

A strategic guide to understanding and connecting with the right people.
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How do you connect
with the right person 4,
inacrowd thisbig? &

Creating media for “everyone” is
inefficient and often fails.

Trying to appeal to a mass
market means your message can
become generic and get lost in
the noise.

The challenge is to find the
people who will truly value
what you create.
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The Solution: Stop
Shouting at Everyone.
Start Talking to Someone.

Audience segmentation is the
process of dividing a large
audience into smaller groups
based on shared characteristics.

This process helps producers
design media products and
campaigns that are more relevant,
appealing, and effective. It
ensures your message hits the
right people in the right way.




The Four Lenses for Bringing Your Audience into Focus

Q

Demographics Geographics
Who are they? (Age, gender, income) Where are they? (Location, climate)
iﬂ
Psychographics Behaviour
How do they think? (Values, lifestyle, interests) What do they do? (Buying habits, brand loyalty)
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Lens 1: Demographics -

The Fundamental Data

O]

These are the quantifiable statistics of young adult middie age  senior  youth
your audience.

Age
Gender
Income

Education

Family Status D D
Job

low lower-middle middle upper-middie high
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Lens 2: Geographics -
Where in the World?

An audience’s location can influence
everything from their needs to their
culture.

e Country
e Region
e City

e Climate

e Urban vs Rural
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Lens 3: Psychographics -
Understanding Mindsets

This is about what your audience
believes, what they value, and how

they live.

Values

Attitudes
Opinions
Lifestyle

Interests

Ambition
Innovation

Social Impact
Wellness LearningAdventure

FamﬂyFltl’]ESSCUIture

Family

g;i;ﬁéfZG rowthculture
_Sustainability
Sl e Gruwt}T rave I Ettlﬂ:l;

Tradition
mmaaming
Self-Expression Optlmlsm
bganonac Gr@QAtIVitY
Community
Empowerment

Diversity
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Lens 4: Behaviour -
Actions Speak
Loudest

This lens focuses on how audiences
Interact with products, services, and
brands.

® Buying habits
® Brand loyalty

® Usage frequency

® Benefits sought (e.g., seeking
convenience, quality, or value)
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The Producer’s Playbook: How
Segmentation Drives Decisions

Understanding these segments is not just an academic exercise. Media producers use this data to make
critical decisions that determine a product’s success.
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A Blueprint for Impact

Product Messaging Media Testing

Design Planning

Choose content, style, Adapt language, tone, Select channels (social Use research to

features, and platforms and imagery to match platforms, TV, print) confirm that a segment

that perfectly suit the audience interests and your segment actually understands and

target segment. values. uses. responds to the
product.

Exam Tip

Always link your analysis back to these decisions. A great answer states, “This targets
[segment] because...” and then refers to a specific design choice.
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Mass Market vs. Niche Audience: Broad
Appeal or Focused Passion?

=) ——

Mass Market Niche Audience

Definition: Broad, mainstream audiences with Definition: Smaller, specialist groups with
diverse characteristics. very specific, shared interests.

Goal: Appeal to the largest number of people Goal: Serve a dedicated community deeply.
possible. Example: A streaming channel for
Example: A mainstream family sitcom on a competitive chess players.

major TV channel.

Targeting a niche can lead to stronger brand loyalty and more efficient marketing.

& NotebooklLM



The Exam Blueprint:
From Knowledge to
Marks

You have the tools. You've seen the
playbook. Now, let's deconstruct the
exam guestions to ensure you can
prove your expertise.
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Decoding the Questions:
A Techhnique for Every Type

1-Mark Question
Q/ » Task: State one clear fact.

» Technique: Give one precise category (e.g., age, gender, location, interests).

2-Mark Question

» Task: Explain a reason.
» Technique: Make a clear point, then explain its impact. Use the structure:
‘Targeting a niche is useful because... This means that...

4-Mark Question
» Task: Explain two separate reasons.
» Technique: Give two distinct points (e.g., content suitability, platform choice). For
each, explain how it affects design decisions.
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Mastering the 9-Mark Question: A Step-by-Step Construction

A company is launching a new eco-friendly sports drink.

Paragraph 1 - Identify the Segments

Action*: |dentify possible segments using demographics and psychographics.
Example*: e.g., Health-conscious young professionals (25-40) and teen athletes who are environmentally

aware.

Paragraph 2 - Plan the Platforms

Action*: Explain how platform choices change for each segment.
Example*: e.g., Instagram influencers and gym posters for professionals; TikTok and school sports
sponsorships for teens.

Action*: Explain how messages must be adapted.
Example*: e.g., Emphasise health benefits and convenience for professionals; focus on performance and

eco-credentials for teens.

Conclusion - Justify Your Priority
Action*: Conclude by justifying which segment(s) are most important to prioritise and why.

3 Paragraph 3 - Tailor the Message
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You Are Now Ready To...

o/ List key audience segmentation categories.
«/ Explain the difference between mass and niche audiences.

Suggest suitable segments and platforms for different
media products.

Q/ Justify design choices for a specific target audience in
an exam.

Go bring your audience into focus.
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