! ' ‘l CONSUMER SEGMENTATION



Consumer Segmentation

EMERGING ECONOMY REPORT



Brazi |l 6s Consume

Criteria 1: Products and Services Criteria 2: Education of the Head of the Household
Does Not Has four
Product/ Service Own Has One HasTwo HasThree or more Educational Background Points
Colour TV 0 2 3 4 5 lliterate / Incomplete Primary 0
Completed Primary/ Incomplete 1
Radio 0 1 2 3 4 Junior High
Completed Junior High / Incomplete High 2
Bathroom 0 2 3 4 4 School
Completed High / Incomplete University 3
Automobile 0 2 4 5 5
Sarvant 0 , ) Completed University 5
(paid monthly) 4 4
Point Range per SEC
Vaccum Cleaner 0 1 1 1 1
Socio-economic Class Points Range
Washing Machine 0 1 1 1 1 Al 30-34
A2 25-29
VCR 0 2 2 2 2 B1 21-24
B2 17-20
Refrigerator 0 2 2 2 2 C 11-16
D 6-10
Freezer 0 1 1 1 1 E 05

The Brazilian consumer segmentation is based on two factors of products and
services used by a household and educational qualification of the head of the household.
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Chinads Consumer

Grade Professions

National and Social Management Level
Manager Level
Private Enterprise Owners

Professional Workers Level
Clerks Level
Individual Businessmen

Service Personnel Level

Industry Workers Level
Farm Workers Level

City, Town and Village Jobless,
Unemployment and Half-unemployment
People Level

Chinabds consumer segmentation according to the
is based only in terms of hierarchy of professions.
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Occupation/Education/Type of House ¥ &° & O 9 ¢ F ¢ ¢ ¢ 9 ¢ 9 & &
Graduate/Post graduate professional | R3 |R2 |R1 D |B2|B2|A2|A1 |A1 |A1 |A1 |B1 |A2 |A2 | A1
Graduate/Post graduate general R3 |R2 |R1 D |B2|B2|A2|A2 |A1 |A1 |A2 |B1 |B1 |A2 | A1
Some college but not graduate R3|R2|R1 D|C|C |B1|A2 |A2 |A1|B1|B2 |B2|B1| A2
SSC/HSC R3|R3|R2 D|C|C |B2|B1|B1]|A2|B2|C |C |B2| B1
School class 4 - class 9 R4 | R3|R3 END |D |C |B2|B2|A2|D |ID |C |C |B1
School upto 4 years R4|R3|R3 EEEElDN DN C |B2 | B1 DD DNIC | B
Literate but no formal schooling R4| R4 R3 E2'E1D |D|C |[B2|B1|D |[D |D |C | B1
Literate R4 R4 R4 R D D |C |B11D D D |C | B1
RURAL URBAN
l ndi abs consumer segmentation uses educational

location, while for rural location it is education and type of house.
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| ndonesi ads Consum

Monthly Income Grade % of Population Monthly Income
($ PPP) (Rupiah)

A1

>$908 A2 >2250K
$707 B 1,750 K
$505 C1 1,250 K
$323 C2 800 K
$242 D 600 K

< $162 E <400 K

Indonesi ads consumer segmentation is based on

m
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South Africads Cons

Criteria 1: Household objects owned and their relative weightage Criteria 2: Classification based on average household income

Object Weightage Penetration Avg. Household Income  Population
Built in kitchen sink 0.133063 SU-LSM 1 6.1 R1 003 1 895 000
Electric stove 0.130134 SU-LSM2 122 R1210 3784 000
Hot running water 0.176697 SU-LSM 3 12.6 R1 509 3 878 000
Motor vehicle in HH 0.153706 SU-LSM 4 14.9 R1 924 4 603 000
Fridge/Freezer G:11800 SU-LSM5 135 R2 674 4176 000
No domestic worker -0.291472 SU-LSM 6 14 4 R4 400 4 454 000
1 cell phone in household -0.115220 SU-LSM 7 7.8 R6 800 2 413 000
No cell phone in household -0.213628 SU-LSM 8 57 RO 304 1 759 000
Less than two radio sets
-0.289211 M
i Holsahold SU-LSM 9 6.7 R12 647 2 085 000
CONSTANT -0.230409 SU-LSM 10 6.0 R19 947 1857 000
South Africads consumer segmentation is purely

average household income which combinedly constitute each LSM (Living Standard Measure).
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Egypt s Consumer

Egypt 6s consumer segmentation i s based on profe
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