AUDIENCE DEMOGRAPHICS & 
PSYCHOGRAPHICS
When a media text is being planned, perhaps the most important question the producers consider is "Does it have an audience?" If the answer to this is 'no', then there is no point in going any further. Audience research is a major part of any media company, using questionnaires, focus groups, and comparisons to existing media texts, they will spend a great deal of time and money ascertaining if there is anyone out there who might be interested in their idea. It's a serious business; media producers basically want to know the 
· income bracket/status 

· age 

· gender 

· race 

· location 

of their potential audience, a method of categorising known as demographics. Once they know this they can begin to shape their text to appeal to a group with known reading/viewing/listening habits.
One common way of describing audiences is to use a letter code to show their income bracket (socio-economic segmentation):
	A
	Top management, bankers, lawyers, doctors and other professionals

	B
	Middle management, teachers, many 'creatives' eg graphic designers etc

	C1
	Office supervisors, junior managers, nurses, specialist clerical staff etc

	C2
	Skilled workers, tradespersons (white collar)

	D
	Semi-skilled and unskilled manual workers (blue collar)

	E
	Unemployed, students, pensioners, casual workers


 

When determining a target audience’s age, these age ranges (as used by the National Readership Survey, which collects magazine and newspaper readership data) are the ones most commonly applied:

<15

15-24

24-35

35-55

55>

By the mid ‘80s studies began to question the emphasis on social class as a method of categorisation. It was considered too blunt an instrument. So what are the new boxes in which we are now placed? Demographic studies are big business and market researchers and public relations companies also use mediagraphics, a type of audience/consumer/brand mapping.
There are now many different forms of demographic segmentation. Populations are categorised by age, race, sexuality and gender. There are also references to categories that relate to family life cycles. Spending habits are frequently related to this form of categorisation.
We have already looked at socio-economic segmentation above. A common form of psychographic, based on advertising agency Young and Rubicam’s 4C’s – (cross cultural consumer characterisation) Marketing Model categorises audiences as follows:

	Mainstreamers/conformists (seeks security) – making up 40% of consumers, are those who do not want to stand out from the crowd; they need to feel that they can trust products and services they buy and will therefore tend to buy well-known brands. Average demographics (age, income etc). Almost always the largest ‘mass’ group.

	Aspirers (seeks status) – are those for whom personal status is of significant importance. They aspire to success and would want products and services that are considered smart and fashionable and demonstrate that success. Products would have to contribute towards the aspirers perceived image. Typically younger; clerical/sales type occupation.


	Succeeders (seeks control) – have already made it and have nothing to prove. They have already arrived rather than being on their way up. They will be looking for luxury and comfort and can afford to pay for it. What characterises them is their need for control in their lives and their work. Advertisements that stress power and control are targeted at them. Typically higher managerial/professional.


	Reformers (seeks enlightenment) – are a highly influential group, mostly well-educated and interested in influencing society. They are likely to put the quality of life before the acquisition of material wealth. Typically a product of higher education.

	Explorer/Individualists (seeks discovery) – are determined to be different and want to try something new. But will not want to be part of the crowd. Package holidays are not for them. Typically younger demographic – student.


	Resigned (seeks survival) – rigid and authoritarian values. Oriented to the past and tradition. Brand choice stresses safety, familiarity and economy. Typically older demographic.

	Struggler (seeks escape) – alienated and disorganised. Few resources beyond physical skills. Brand choice involves impact and sensation; alcohol, junk food, lottery tickets. Typically D/E demographic.


