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The demographic makeup of populations is everchanging. However, knowing how these changes can be measured or how they will change in the future can be difficult to gather. Knowing the market demographics on a base level allows you to see how it could impact your organization. For example, market demographics could help an organization
determine what percentage of its target market is Gen Z. Are there more men or women? How does the urbanicity break out? These are only just some of the questions that can be answered by market demographics! Lets discuss what market demographics are, the importance of collecting them, the different market demographic types, how to collect
them, and some examples of how organizations could use them. Understand your evolving market. Leverage our market research expertise to gain valuable demographic insights for strategic decisions. Market demographics refer to set characteristics of a population or group of people that are relevant for market segmentation and targeting. This
includes categories such as age, gender, household income, employment status, and more. Market demographics are foundational in understanding the DNA of a population and target audience. As stated previously, market demographics are always changing. Knowing what the market demographics are and how they are changing needs to be
prioritized when conducting market research. Here are some reasons why collecting market demographics is important: Market demographics can discover the characteristics, preferences, and behaviors of a target audience. This can help businesses tailor their products or services to better meet the desired needs of their ideal customers. With
market demographic data, businesses can segment their audience and create targeted marketing campaigns that resonate with certain groups. This approach can increase the effectiveness of marketing efforts and lead to higher conversion rates and ROI. Innovation and developing products in itself can be very challenging. There is a legitimate
concern about investing a lot of time and resources in launching a new product and having it fail to take off or even establish itself. By analyzing market demographics, organizations can identify emerging trends, consumer preferences, and unmet needs within demographic segments. This can reduce risk, lead to better product development, and
provide a competitive advantage. Where are our resources best spent? This is a common question asked in all organizations. Understanding market demographics can help organizations allocate resources more efficiently. For example, by placing their efforts in the most profitable demographic segments, businesses can improve their marketing
budgets, product development investments, and distribution strategies. Market demographics can reveal untapped populations or segments to capitalize on. By identifying underserved markets, businesses can develop customized strategies to expand their reach and grow their customer base. By staying informed and anticipating changes in
consumer behavior, economic trends, or general shifts in demographics, organizations can proactively adjust strategies to mitigate risks and seize new opportunities. Market demographics provide valuable data that informs strategic decision-making across all aspects of an organization, including pricing decisions, product launches, or marketing
campaigns. There are a plethora of characteristics used to differentiate segments within a population. Lets discuss some of the more common market demographic types: There are 5 current age generations: Silent Generation, Baby Boomers, Generation X, Millennials, and Gen Z. Knowing which generation(s) are more prevalent in a market can offer
insight into how it will change in the future. Knowing how people identify themselves can help determine and better understand specific audiences. The most common gender identities include female, male, non-binary, gender neutral, and transgender. Household income can shed light on the affluence of a market. This is typically determined by
calculating the percentage of a population through pre-determined income ranges or brackets. For example, how many make less than $15,000, $15,000 to $24,999, and so on up to how many make $200,000 or more. Knowing which occupations or industries are prevalent can help better understand the economics of a market and population. For
example, the Rust Belt is associated with manufacturing whereas Silicon Valley is associated with the technology sector. Education levels can vary both from and in markets. This includes people who may have only received a high school education or less than those who obtained a graduate degree. Education level is often analyzed with income level
and occupation/industry data. Beyond just determining the married percentage in a market, you can also find out how many are single, single but living with a significant other, or separated/divorced. This provides a much more detailed analysis for understanding the non-married audience. Household or family size can range from living alone to living
with multiple people. This includes living with a spouse or significant other, parents, grandparents, children over the age of 18, and of course children under the age of 18. The United States is one of the most ethnically and racially diverse countries in the world. The more common ethnicities include Asian, Black or African American, Hispanic or
Latino, Native American or Alaska Native, Native Hawaiian or Other Pacific Islander, and White or Caucasian. There are a few methods to collect market demographic data. Basic geographic and demographic data can be accessed through the U.S. Census Bureau and other large databases. However, this information can only go so far when
determining insights from a targeted audience. Here are some more advanced methods: Customer surveys are a fast and effective way to both obtain market demographic data and analyze it against the results from other survey questions. For example, you can measure the difference in purchase likelihood between Millennials and Baby Boomers.
Asking demographic survey questions is critical to any type of market research study and can help organizations understand the characteristics and behaviors of their target audience. A market analysis produces demographic, behavioral, consumer expenditure, and index scores on specific geographies (i.e., ZIP Code, county, DMA, state, etc.). This
can be also called an industry analysis, demographic analysis, or landscape analysis. It can allow you to: Understand shifts in consumers in your market Understand the make-up and demographics of your consumers Segment your consumers into profiles and behavioral traits Identify basic demographic needs A market analysis leaves no stone
unturned. There is an abundance of data and information for any organization to utilize. Web analytics gathers data from users visiting and browsing a website, with the main objective of understanding behavior to improve the user experience and achieve business KPIs, such as conversion rates and sales. For example, website analytics can capture
various items of information including new visitors, returning visitors, page views, and traffic sources. Knowing this data can help you better design your website as well as invest the proper resources in channels that generate the most traffic. Here are a few examples of how an organization could use market demographics: Targeted Advertising: A
company that sells luxury fragrance products wants to generate more sales from affluent women aged 35 to 54. By using data from a market analysis report, they have a better understanding of what publications or online platforms are popular among this segment, ensuring their marketing efforts are reaching the intended audience. Product
Development: A toy company analyzes market demographic data and discovers a growing trend of tech-savvy parents who prioritize educational toys for their kids. The company develops a new line of interactive STEM toys for preschoolers in an attempt to capitalize on this new and trendy audience. Pricing Strategies: A restaurant chain operating in
urban centers notices through a customer survey that a significant portion of its customer base consists of young professionals with low to moderate incomes. To increase revenue, they introduce a happy hour menu with discounted prices on appetizers and drinks during weekday evenings, making dining out more affordable for these customers.
Market Expansion: A clothing retailer identifies a niche market of plus-size consumers who struggle to find fashionable and affordable apparel. Leveraging market demographic insights from a market analysis report, the retailer adds a dedicated plus-size clothing line. Thus tapping into an underserved market segment and increasing its customer
base. Location-Based Marketing: A fitness franchise targets health-conscious consumers living in densely populated urban areas. Using market demographic data from a feasibility analysis, they open new gym locations strategically in neighborhoods with a high concentration of young professionals and affluent individuals, maximizing foot traffic and
membership sales. Personalized Marketing Campaigns: A home decor online retailer analyzes market demographics from a customer survey and discovers that its millennial customers are particularly interested in sustainable and eco-friendly products. Knowing this information, they launch a targeted email marketing campaign promoting their eco-
friendly product line. Drive Research is a national market research company. Our team has the knowledge and tools to design a robust market research study, should it be the right fit for your business. Interested in learning more about our market research services? Reach out today. Demographics is the analysis of the characteristics of populations
and subsets of populations, such as age, race, and gender. Now considered a necessity in the advertising industry, demographics helps businesses identify those consumers most likely to buy their products or services.Demographics is the collection and analysis of general characteristics about groups of people and populations, such as age, gender,
and income.Demographic data is used by businesses to develop marketing strategies and advertising campaigns and for responding to changes in consumer demand.Data is gathered from sources such as the government, private research firms, broadcast media, websites, and consumer surveys.Today, businesses often combine demographic and
psychographic research to create more effective advertising strategies. In advertising, demographics are key to creating targeted marketing campaigns that appeal to specific groups of consumers. For example, Southwest Airlines, which prides itself on being a basic low-fare carrier with frequent direct flights to many locations, targets its advertising
toward middle-class families, small business owners, people who typically take short trips, and young adults. Conversely, United Airlines, which charges higher fares in return for more passenger frills, targets people who have college degrees, full-time jobs, and household incomes of at least $50,000. In most cases, businesses find demographics-based
targeted advertising strategies more cost-effective than shotgun-style mass marketing efforts. This approach leads to increased sales and brand awareness. Faced with the growing costs of consumer marketing, businesses increasingly rely on demographics to identify the best possible target audiences for their advertising campaigns. Since the size
and preferences of different demographic groups change over time, it is also important for companies to identify demographic trends. For example, companies use demographics to anticipate the needs of the aging U.S. population. As people grow older, they tend to spend more on health care products and services, and the method and tone of
advertising to these older customers is very different from that of younger consumers. Traditionally, demographics provides consumer information based on factors that can include, but are not limited to:Age and generation groupsSex, gender, or sexual orientationNationalityRaceEducational levelOccupationHousehold incomeMarital statusNumber of
childrenHomeownership (own or rent)Place of residenceHealth and disability statusPolitical affiliation or preferenceReligious affiliation or preference In number and scope, the factors used in demographythe collection, analysis, and use of demographicscan vary widely depending on the type of research being done. Besides advertising and marketing,
demographics are also used in politics, sociology, and for cultural purposes. Advertisers get demographic information from a variety of sources, including the U.S. Census, private research think tanks, marketing firms, and the media. In todays world of instantaneous information, demographics have become a valuable commercial commodity.
Television and radio stations pay research firms like the Nielsen Company and Arbitron to collect detailed and up-to-date demographic data about their viewers and listeners. Magazines and larger newspapers supply demographic data about their readers to potential advertising buyers. In social mediathe internetvaluable consumer information is
collected from individuals willing to accept cookies on the websites they visit. Demographic change as a large group of people as a changing diversity in a population.iStock / Getty Images Plus Virtually all advertising campaigns begin by identifying the ideal target audience. Once all of the demographic data about the consumers of a specific product
or service has been compiled, it is used to formulate a creative brief, an essential document describing the target audience and how to best communicate with it. In identifying ideal target audiences, advertising firms tend to take one of three approaches. Considered the best approach, enough demographic data is collected to develop a very specific
target audience character. For example, a high-end brand of wristwatches might appeal to a married 45-year-old man with a masters degree and a neatly-trimmed beard who works as an investment banker, drives a Mercedes convertible, collects classical music, and takes golfing vacations in Europe in his spare time. Though considered acceptable,
advertising campaigns targeting general audiences are less likely to succeed because of the difficulty in getting the message about the product across to a broader spectrum of the population. For instance, specifying all people ages 20 to 45 who have jobs, own a car or truck, and like sports requires communicating with far too many people. As a
result, advertising campaigns to general audiences often suffer from becoming too generic in their tone. Advertising campaigns that try to reach a target audience of everyone are rare and doomed to fail. Still, companies occasionally try to reach almost everyone by targeting primary and secondary audiences. For example, an actual ill-fated
advertising campaign for a major frozen food chain targeted a primary audience of men and women ages 18 to 49 with low to middle incomes who buy groceries, along with a secondary audience of anyone ages 8 to 80 of any income level who shop in grocery stores. The most successful campaigns are those that have identified every possible
demographic detail about their potential customers. Trying to reach a too wide or generic audience is usually a fatal error. Misinterpreting demographics can also lead to failure. For example, Procter & Gamble initially failed to sell its Swiffer line of floor mops in Italy because its advertising targeted women who wanted convenient cleaning products.
When P&G figured out that Italians wanted cleaning power, it modified its advertising, thus making the Swifter a huge success. With enough demographic data in hand, advertising firms employ several types of research methodologies in determining the ideal target audience. Here are a few. Usually conducted through conventional or online surveys,
pre-campaign research is used to uncover differentsometimes unexpectedpotential customer groups. Now easily set up and conducted using internet services like Survey Monkey, online surveys have become one of the most commonly used tools of market research. By allowing advertisers to determine the preferences of potentially millions of
consumers without the need for in-person contact, surveys are a very cost-effective method of market research. A key part of pre-market product appeal research, focus groups are small but demographically diverse groups of consumers assembled to discuss a particular product before it is launched. By allowing the participants to physically handle
and use the new products and offer their feedback about them, focus groups are often combined with demographics in designing advertising campaigns. However, while focus groups can help determine how products might be improved, they can also be harmful to the advertising campaign. They may include too small a segment of the chosen
demographic group to get an adequate response, and they may be swayed by the groups moderator or by an overly aggressive group member. Despite its unchallenged power as an advertising tool, demographics alone has its limitations. While demographics expose who is likely to buy a product, it does not explain why certain consumers prefer one
product over others. To understand what subtle internal, rather than obvious external factors like age and gender, motivate consumers, advertisers often combine demographic research with psychographic research to produce sensory marketing campaigns. Psychographic research strives to reveal what beliefs, feelings, thoughts, biases, and other
psychological factors motivate consumers. For example, the Pepsi-Cola Company was experiencing slow sales of its newly acquired Mountain Dew brand soda because people viewed it as a product consumed mainly by low-income individuals living in the rural South. In simple terms, Mountain Dew was not considered hip, a psychological factor not
taken into account by traditional demographics. In response, PepsiCo launched a new Mountain Dew advertising campaign targeting people ages 18 to 24 in urban areas. Ads featuring skateboarding star Paul Rodriguez and hip-hop artist Lil Wayne aired in major cities nationwide, implying that popular young athletes and musicians preferred
Mountain Dew. With its new rock star image, sales of Mountain Dew soon increased. Demographics. AdAge, September 15, 2003, Targeting. Know Online Advertising, George. Demographics in Advertising Strategies. AZcentral, Alisa. How to Use Psychographics in Your Marketing: A Beginner's Guide. HubSpot, . You may be interested in: What is
CRM? What Does It Do? What are Demographics? What are demographics in marketing? Demographics are quantifiable characteristics of a population that marketers use to segment and understand their target audience. They help categorize individuals based on shared traits, offering valuable insights into consumer behavior, preferences, and
needs. Think of demographics as the building blocks of your ideal customer profile. Understanding the types of demographics in marketing is crucial for creating effective strategies. These include factors such as age, gender, income level, education, marital status, and geographic location. By segmenting their audience based on these demographics,
businesses can tailor their messages and products to specific groups, making their campaigns more targeted and efficient. What is Demographic Data? Demographic data refers to specific information collected about a population's characteristics. This data can include factors such as age, gender, location, income, education, occupation, family status,
ethnicity, and religion. It is typically gathered through surveys, census data, market research reports, and online analytics. How Do Companies Use Demographics in Marketing? How to use demographics in marketing? Companies leverage demographic data in various ways to enhance their marketing efforts: Targeted Advertising: Demographics
allow for precise targeting of advertising campaigns. By understanding the demographics of their target audience, companies can tailor their messaging and ad placement to reach the right people with the right message at the right time. For example, a company selling retirement plans would likely target older demographics with their advertising.
Product Development: Demographic data can guide product development decisions. Understanding the needs and preferences of different demographic groups enables companies to create products that resonate with their target market. For instance, a company launching a new skincare line might develop different products tailored to various age
groups or skin tones. Market Segmentation: Demographics are a key tool for market segmentation. By grouping consumers based on shared demographic characteristics, companies can create tailored marketing strategies for each segment, allowing for more personalized and effective communication. Media Selection: Different demographic groups
consume different types of media. By understanding their target audience's media habits, companies can choose the most effective channels for reaching them. For example, younger demographics may be more responsive to social media, while older groups might engage more with television or print advertising. Pricing Strategies: Income level, a key
demographic factor, plays a significant role in pricing strategies. Companies can adjust their pricing to match the purchasing power of different demographic groups. Luxury brands tend to target higher-income demographics, while discount retailers cater to lower-income segments. Sales Forecasting: Demographic trends help forecast future sales.
By analyzing population growth and shifts in demographic characteristics, companies can anticipate changes in demand and adjust their production and marketing strategies accordingly. Additional Types of Market Segmentation While demographics are a crucial element, combining other segmentation methods can provide a more comprehensive
understanding of the target audience: Psychographics: This focuses on consumer lifestyles, values, interests, and personality traits. Geographics: This segments the market based on location, such as country, region, city, or neighborhood. Behavioral: These segments consumers based on their purchasing habits, brand loyalty, product usage, and
online behavior. By combining psychographic, geographic, and behavioral segmentation with the five key demographic factors in marketing (age, gender, location, income, and education), marketers can craft highly targeted and effective campaigns that resonate with their ideal customers. This multifaceted approach provides a deeper understanding
of the target audience, leading to more successful marketing outcomes. 1 For example, a travel agency targeting families with young children (family status demographic) could further customize its vacation packages and marketing messages by considering their travel preferences (psychographic, e.g., adventure travel vs. relaxing beach vacations),
location (geographic, e.g., families in colder climates might prefer tropical destinations), and booking habits (behavioral, e.g., families who typically book all-inclusive resorts). In this way, a more effective marketing strategy is developed by focusing on both demographic characteristics and consumer behaviors. How Do Brands Benefit from Consumer
Demographics? Brands benefit significantly from understanding consumer demographics: Improved ROI: By targeting the right audience with the right message, brands can optimize the return on their marketing investment. Increased Customer Engagement: Personalized marketing campaigns, informed by demographic insights, drive higher
customer engagement and foster brand loyalty. Stronger Brand Positioning: Understanding the demographics of their target audience allows brands to position themselves effectively in the market. Competitive Advantage: Brands that effectively utilize demographic data gain a competitive edge by better understanding and serving their target
market. Why is Demographics Important in Marketing? The importance of demographics in marketing lies in its ability to provide crucial insights into consumer behavior. It enables marketers to: Understand Consumer Needs: Different demographic groups have unique needs and preferences. Demographics help marketers identify these variations
and adjust their offerings to meet them. Identify Target Markets: Demographics allow marketers to identify their ideal customer profiles and concentrate their efforts on the most promising segments. Develop Effective Marketing Strategies: By understanding the demographics of their target audience, marketers can create more effective strategies,
such as targeted advertising, personalized messaging, and optimized media selection. How to Collect Market Demographics? Collecting market demographics involves several methods: Surveys: Surveys are a direct way to collect demographic information from consumers. Census Data: Government census data provides a wealth of demographic
information about the population. Market Research Reports: Market research firms conduct studies and compile reports that provide valuable demographic data. Online Analytics: Website analytics and social media insights provide data on the demographics of online users. Customer Relationship Management (CRM) Systems: CRM systems can store
and track demographic data about existing customers. In todays competitive market, understanding your target audience is essential. Demographics offer a crucial lens through which to analyze potential customers. By leveraging demographic data effectively, marketers can craft more targeted, personalized, and successful marketing campaigns.
Investing in demographic research is an investment in understanding your customers, which is key to long-term growth and success. Demographics is the analysis of the characteristics of populations and subsets of populations, such as age, race, and gender. Now considered a necessity in the advertising industry, demographics helps businesses
identify those consumers most likely to buy their products or services.Demographics is the collection and analysis of general characteristics about groups of people and populations, such as age, gender, and income.Demographic data is used by businesses to develop marketing strategies and advertising campaigns and for responding to changes in
consumer demand.Data is gathered from sources such as the government, private research firms, broadcast media, websites, and consumer surveys.Today, businesses often combine demographic and psychographic research to create more effective advertising strategies. In advertising, demographics are key to creating targeted marketing
campaigns that appeal to specific groups of consumers. For example, Southwest Airlines, which prides itself on being a basic low-fare carrier with frequent direct flights to many locations, targets its advertising toward middle-class families, small business owners, people who typically take short trips, and young adults. Conversely, United Airlines,
which charges higher fares in return for more passenger frills, targets people who have college degrees, full-time jobs, and household incomes of at least $50,000. In most cases, businesses find demographics-based targeted advertising strategies more cost-effective than shotgun-style mass marketing efforts. This approach leads to increased sales
and brand awareness. Faced with the growing costs of consumer marketing, businesses increasingly rely on demographics to identify the best possible target audiences for their advertising campaigns. Since the size and preferences of different demographic groups change over time, it is also important for companies to identify demographic trends.
For example, companies use demographics to anticipate the needs of the aging U.S. population. As people grow older, they tend to spend more on health care products and services, and the method and tone of advertising to these older customers is very different from that of younger consumers. Traditionally, demographics provides consumer
information based on factors that can include, but are not limited to:Age and generation groupsSex, gender, or sexual orientationNationalityRaceEducational levelOccupationHousehold incomeMarital statusNumber of childrenHomeownership (own or rent)Place of residenceHealth and disability statusPolitical affiliation or preferenceReligious
affiliation or preference In number and scope, the factors used in demographythe collection, analysis, and use of demographicscan vary widely depending on the type of research being done. Besides advertising and marketing, demographics are also used in politics, sociology, and for cultural purposes. Advertisers get demographic information from a
variety of sources, including the U.S. Census, private research think tanks, marketing firms, and the media. In todays world of instantaneous information, demographics have become a valuable commercial commodity. Television and radio stations pay research firms like the Nielsen Company and Arbitron to collect detailed and up-to-date
demographic data about their viewers and listeners. Magazines and larger newspapers supply demographic data about their readers to potential advertising buyers. In social mediathe internetvaluable consumer information is collected from individuals willing to accept cookies on the websites they visit. Demographic change as a large group of people
as a changing diversity in a population.iStock / Getty Images Plus Virtually all advertising campaigns begin by identifying the ideal target audience. Once all of the demographic data about the consumers of a specific product or service has been compiled, it is used to formulate a creative brief, an essential document describing the target audience and
how to best communicate with it. In identifying ideal target audiences, advertising firms tend to take one of three approaches. Considered the best approach, enough demographic data is collected to develop a very specific target audience character. For example, a high-end brand of wristwatches might appeal to a married 45-year-old man with a
masters degree and a neatly-trimmed beard who works as an investment banker, drives a Mercedes convertible, collects classical music, and takes golfing vacations in Europe in his spare time. Though considered acceptable, advertising campaigns targeting general audiences are less likely to succeed because of the difficulty in getting the message
about the product across to a broader spectrum of the population. For instance, specifying all people ages 20 to 45 who have jobs, own a car or truck, and like sports requires communicating with far too many people. As a result, advertising campaigns to general audiences often suffer from becoming too generic in their tone. Advertising campaigns
that try to reach a target audience of everyone are rare and doomed to fail. Still, companies occasionally try to reach almost everyone by targeting primary and secondary audiences. For example, an actual ill-fated advertising campaign for a major frozen food chain targeted a primary audience of men and women ages 18 to 49 with low to middle
incomes who buy groceries, along with a secondary audience of anyone ages 8 to 80 of any income level who shop in grocery stores. The most successful campaigns are those that have identified every possible demographic detail about their potential customers. Trying to reach a too wide or generic audience is usually a fatal error. Misinterpreting
demographics can also lead to failure. For example, Procter & Gamble initially failed to sell its Swiffer line of floor mops in Italy because its advertising targeted women who wanted convenient cleaning products. When P&G figured out that Italians wanted cleaning power, it modified its advertising, thus making the Swifter a huge success. With
enough demographic data in hand, advertising firms employ several types of research methodologies in determining the ideal target audience. Here are a few. Usually conducted through conventional or online surveys, pre-campaign research is used to uncover differentsometimes unexpectedpotential customer groups. Now easily set up and
conducted using internet services like Survey Monkey, online surveys have become one of the most commonly used tools of market research. By allowing advertisers to determine the preferences of potentially millions of consumers without the need for in-person contact, surveys are a very cost-effective method of market research. A key part of pre-
market product appeal research, focus groups are small but demographically diverse groups of consumers assembled to discuss a particular product before it is launched. By allowing the participants to physically handle and use the new products and offer their feedback about them, focus groups are often combined with demographics in designing
advertising campaigns. However, while focus groups can help determine how products might be improved, they can also be harmful to the advertising campaign. They may include too small a segment of the chosen demographic group to get an adequate response, and they may be swayed by the groups moderator or by an overly aggressive group
member. Despite its unchallenged power as an advertising tool, demographics alone has its limitations. While demographics expose who is likely to buy a product, it does not explain why certain consumers prefer one product over others. To understand what subtle internal, rather than obvious external factors like age and gender, motivate
consumers, advertisers often combine demographic research with psychographic research to produce sensory marketing campaigns. Psychographic research strives to reveal what beliefs, feelings, thoughts, biases, and other psychological factors motivate consumers. For example, the Pepsi-Cola Company was experiencing slow sales of its newly
acquired Mountain Dew brand soda because people viewed it as a product consumed mainly by low-income individuals living in the rural South. In simple terms, Mountain Dew was not considered hip, a psychological factor not taken into account by traditional demographics. In response, PepsiCo launched a new Mountain Dew advertising campaign
targeting people ages 18 to 24 in urban areas. Ads featuring skateboarding star Paul Rodriguez and hip-hop artist Lil Wayne aired in major cities nationwide, implying that popular young athletes and musicians preferred Mountain Dew. With its new rock star image, sales of Mountain Dew soon increased. Demographics. AdAge, September 15, 2003,
Targeting. Know Online Advertising, George. Demographics in Advertising Strategies. AZcentral, Alisa. How to Use Psychographics in Your Marketing: A Beginner's Guide. HubSpot, the past two decades, marketers ability to target the right person or business decision-maker has gotten much better for two main reasons: the rise of the internet and
social media and peoples willingness to share and update vast amounts of information about themselves constantly on these platforms.The type of demographic data available to companies now is incredibly accurate and segmented precisely. That makes finding the people most likely to want your products and services a lot easier and less expensive.
This guide will introduce you to audience demographics and how to make use of them for your businesss marketing efforts.Demographics is the study of the characteristics of people or organizations within a defined geographical location. The more information collected, the more people and organizations can be segmented into smaller common
groups with shared attributes.Companies use demographic data to:Understand which products and services different groups of customers want and can afford.More precisely target marketing campaigns, thereby reducing the cost per lead or sale.Track how society is changing and how they should adapt (often used in PEST analysis).Here are some
examples of demographic data and variables (sometimes called fields):Age groupGenderRaceEthnicityLocationMarital statusEducation levelOccupationEmployment statusIncome levelTraditionally, demographic data comes from a relatively narrow range of sources, like censuses, surveys and government records. In recent years, the depth of the
demographic information collected on people has grown significantly because of the rise of search engines, social media platforms and specialist list providers.For example, in addition to standard demographic data, Facebook now collects the following information on each user when it is volunteered:Relationship statusSchool attendedAcademic
background]ob titleIndustry worked inEmployer nameNet worthHomeownership statusHousehold compositionAges of childrenPolitical affiliationEntertainment preferencesDietary preferencesHobbies and interestsFavorite brandsPreferred retailers and e-tailersFavorite sports teamsWeb historyTechnology used to go onlineThis abundance of data
means that businesses can now pinpoint the consumers they want to reach in ways that were not possible 20 years ago. No matter how niche the group youre targeting, Google, Facebook and other online companies allow you to locate them and then communicate with them through advertising.But advertising through Google and Facebook is not
your only option. You can approach one of the hundreds of list owners and brokers in the United States. They buy subscriber lists from online and print magazines covering all sorts of interests and sell them to other companies.For example, you could purchase an email marketing contact list of horse owners of a certain age, income level and
geographical area to promote your new range of saddles and run the campaign yourself.Business and corporate demographic data (also known as firmographic data) include the following fields:Company sizeIndustryProducts or servicesBusiness-to-business (B2B) data has also become a lot more detailed in recent years, largely because of these
factors:The volume of firmographic data, including hierarchical management structures, held by LinkedInThe greater availability of corporate data issued by governing bodies in different countriesSo, if you want to sell a new document management system to chief information security officers in law firms on the West Coast with more than 100
employees, its now much easier to find them. You could advertise to them via LinkedIn or buy telemarketing data to call them directly to book appointments.This type of precise targeting is also the future of email marketing in B2B. Companies are now sending far fewer emails than they were 10 years ago. Thats because theyre getting much better
response rates and higher-quality leads. After all, the people receiving their emails are much more likely to need their products or services.For decades, marketing teams have battled against redundancy, that part of their marketing spend is wasted because it reaches the wrong people. The proliferation of demographic data has greatly reduced
redundancy in the past 10 years. This means lower costs per lead and sale.Demographic segmentation identifies specific types of people or companies based on their characteristics.For example, a luxury jewelry company looking to target customers in the Northeast may divide this substantial target audience by location (state or city) or income level
(a lower-income consumer may not be able to afford the companys products).Demographic marketing and segmentation improve your marketing campaign results and help you focus on targeting a more defined, receptive customer base.There are five main segments in consumer demographics: age group, gender, income level, education and
occupation.While focusing on one demographic characteristic might be profitable, targeting all five may deliver a better outcome. The more defined your target group, the more likely they are to exhibit shared consumer behaviors, interests and needs.In addition to demographic marketing, there are five other types of market
segmentation:Psychographic segmentation: This approach relies on subjective traits like personality, values, interests, lifestyle, beliefs, priorities, motivations and attitudes. For example, a payroll software company using psychographic market segmentation may promote its products to business owners who prioritize staying tax-compliant as
efficiently as possible.Geographic segmentation: With this approach, you divide your customer base by country, city, ZIP code, climate, setting (urban or rural) or proximity to a certain location. An example of geographic market segmentation is an electric scooter company aiming its products at people who live in crowded cities.Behavioral
segmentation: This approach focuses on consumer behavior. It requires marketing research on consumer purchasing habits, spending behavior and brand interactions. Any company that targets customers who have bought a similar product from that company or a competitor uses behavioral segmentation as its marketing segmentation
approach.Firmographic segmentation: This approach focuses on businesses. Firmographic segmentation targets companies by factors such as industry, location, size and revenue. For example, an energy broker may target industrial and manufacturing companies because their utility bills are likely to be much higher than those of office-based
businesses.Market segmentation: This approach can be especially useful for social media marketing. This is because, by narrowing the audience of a social media campaign, you can achieve both a higher engagement rate and lower marketing costs.When you know the groups of people who are most likely to buy from you, its easier to find them, to
understand whats important to them and to offer a product or service that appeals to them.Demographics are also important for the following functions:Business plans: Demographics give you the information you need to determine the likely size of your target market for your business plan.Market research: helps you identify the consumer subgroups
that will probably buy your product or use your service. You may discover that the groups you initially expected to be most responsive to your company are not as interested as you thought while the groups you thought would show little interest are highly responsive.Image building: By knowing the age, social class, gender and other demographics of
your current consumers and target audience, you can develop your companys logo, imagery and branding to appeal to your customer base best.Media use: Demographics help you determine how to spend your ad budget better. If you have an older target audience, using social media to reach them may not be as effective as social media audiences
tend to be younger, although that trend is changing. [Related article: How to Target Older Demographics With Social Media Marketing]Companies use demographics in four primary ways to help them create an effective marketing plan:Social media marketing: Understanding which social platforms your audience is active on and how they engage with
content on each can help you create and distribute social media content more effectively.Ad spend: Websites, radio stations and email newsletters also generally publish demographic breakdowns of their audiences. Use their media packs to determine which advertising platforms will likely generate the highest return on investment.Marketing
campaign images: Strong branding is more important than ever and by understanding the demographic makeup of your audience, you can decide how to address your target clients both linguistically and visually. This should form part of your buyer personas, which we will cover later.Ad and marketing image placement: Would you place ads for a
product with a mostly rural consumer base in subway stations or on the sides of buses? Thats why so many public transit ads are for movies or apps people living in urban areas tend to use these products and services more than rural residents do.Considering each relevant demographic category can help you decide how to allocate your marketing
budget. Here are some examples:Age groups can be used to place ads in the most consumed types of media for your target audience for example, booking TV slots or organizing direct mail campaigns for older people looking to enroll in Medicare.Gender can be used to determine whether a social media platform is more likely to expose your product
to men or women. For example, a makeup brand may choose a platform that reaches more women while a necktie brand might choose a platform with a user base of mostly men.Race and ethnicity is a politically sensitive demographic as brands are under pressure to take a stand against racism. Brands should understand the experiences of their
target audiences and speak to them in their marketing materials. This is especially true of products intended for a specific demographic, such as shampoos designed for Black women.Location explains why a department store might, during the winter, target digital ads for its gardening tools at consumers in the Southeast while aiming its ads for
snowblowers at people in the Northeast or Midwest.Marital status would be a particularly useful demographic for a couples vacation resort.Education level can be helpful for book publishers that are marketing young adult novels, childrens picture books and political essay collections.Occupation is important for nonconsumer campaigns. For a school
supplies company, there might be a real benefit in directly contacting teachers, who are often responsible for stocking their classrooms.Employment status may be of use to a payday loan company targeting potential clients in traditionally insecure job roles.Income level data is used by companies selling luxury goods and services to target online and
offline audiences.Use more than location to find your customers. You might also choose income level and credit score to narrow down the people who see your ad. That can mean a lower cost per campaign and per lead.Here are six ways to improve your revenue from demographic data and an explanation of whom your business serves.You can
perform a demographic analysis on your existing customer database and prospects who have not yet bought from you. How much you can do depends on how much data youve collected on them.When choosing CRM software, please select a package that offers you the maximum flexibility in the amount of data you can record per client and that makes
it easiest to find client groups based on the data you hold.Youll also need to decide which demographic information you want to collect and amend collection forms to include those fields.Take geographical location as an example of how to use demographic data. You could use your CRM software to promote a webinar but hold separate webinars for
customers and prospects in different time zones. Likewise, you could use your CRM to detect higher-than-average engagement with your website or email campaigns to determine which customers and prospects may be closer to a purchase.Modern CRM software also gives you insight into which demographics are the most responsive to your
marketing campaigns. With that information, you could focus more of your time and effort on these groups to increase sales.You can submit your customer and prospect data to consumer and demographic data analysis companies to add further depth to individual profiles. Depending on the information you can provide to these analytical firms, you
could understand better the following about individuals specific circumstances for further segmentation:Likelihood of buying particular products or servicesTraffic density in their local area (to identify the best location to open a store)Local crime, health and education statisticsSocioeconomic makeup of neighborhoodsIndividual net worthFor
example, if you sell luxury clothing, this type of data might inform your decision on where to open new retail branches or target your advertising.A buyer persona contains as many educated guesses as possible about a fictional customer. Buyer personas are most valuable to product development teams and marketing teams. The idea behind personas
is to put a face and a personality on the statistics to understand your target clients and their hopes and pain points better.A buyer persona includes assumptions on the ideal customers age, their educational background, their job and salary, their relationship status, the car they drive, the challenges they face in life, where they look for guidance and
their hobbies and interests. Many companies download a picture from Google Images of what they think a person being described by a persona will look like and give them a name.Inspiration for your buyer personas often comes from analyzing demographic data, where you can identify shared characteristics of your target clientele.Many consumers
and businesses welcome contact after a purchase. It makes them feel as if their opinions are important to that company. As well as offering you the chance to build up the demographic information you have on each customer, calling customers may present upsell opportunities that may not have existed previously.If you have an in-house team for this,
great. Otherwise, you may wish to consider outsourcing the work to a call center. See our guide on choosing the best call center for your business.Social media platforms offer targeted advertising to consumers and businesses with the greatest number of demographic filters. Youll need to create a social media profile for your business to use their
services.After that, youll need to log in to the advertising networks of each platform you want to promote your products and services on. Choose the demographics of greatest interest to your company, set a budget and upload the creative for your campaigns.Contrary to popular belief, sending emails to consumers and businesses without prior
permission is not illegal. However, to comply with regulations, you need to offer a free opt-out mechanism, honor all requests within 10 days and keep an up-to-date suppression file, among other requirements. The U.S. has hundreds of specialist B2B and business-to-consumer data suppliers from which you can buy lists of specific email, telephone
and postal marketing contact details.While the segmentation on their lists may not be as deep and precise as that of social media networks advertising platforms, direct marketing offers an inexpensive route to your end market.If you choose this path, be extremely specific with each list owner about what you want so that you can reduce the chances
of buying data that wont yield a return.Email marketing campaign execution costs are very low and inbox delivery rates can be very high, depending on your email marketing software. Please read our updated article on the best email marketing software providers, which includes a review of Constant Contact.If you want your marketing to resonate
with your target audience, you need to know their demographics. That includes information like who they are, where they live and what they like. The more you know about the demographics of your target audience, the more precisely you can tailor your marketing messages to not only reach them but also engage them. If youre looking to take your
marketing campaigns to the next level, incorporate some of the advice above to start making effective use of your audiences marketing demographics.Tejas Vemparala and Max Freedman contributed to this article. Demographics is the analysis of the characteristics of populations and subsets of populations, such as age, race, and gender. Now
considered a necessity in the advertising industry, demographics helps businesses identify those consumers most likely to buy their products or services.Demographics is the collection and analysis of general characteristics about groups of people and populations, such as age, gender, and income.Demographic data is used by businesses to develop
marketing strategies and advertising campaigns and for responding to changes in consumer demand.Data is gathered from sources such as the government, private research firms, broadcast media, websites, and consumer surveys.Today, businesses often combine demographic and psychographic research to create more effective advertising
strategies. In advertising, demographics are key to creating targeted marketing campaigns that appeal to specific groups of consumers. For example, Southwest Airlines, which prides itself on being a basic low-fare carrier with frequent direct flights to many locations, targets its advertising toward middle-class families, small business owners, people
who typically take short trips, and young adults. Conversely, United Airlines, which charges higher fares in return for more passenger frills, targets people who have college degrees, full-time jobs, and household incomes of at least $50,000. In most cases, businesses find demographics-based targeted advertising strategies more cost-effective than
shotgun-style mass marketing efforts. This approach leads to increased sales and brand awareness. Faced with the growing costs of consumer marketing, businesses increasingly rely on demographics to identify the best possible target audiences for their advertising campaigns. Since the size and preferences of different demographic groups change
over time, it is also important for companies to identify demographic trends. For example, companies use demographics to anticipate the needs of the aging U.S. population. As people grow older, they tend to spend more on health care products and services, and the method and tone of advertising to these older customers is very different from that of
younger consumers. Traditionally, demographics provides consumer information based on factors that can include, but are not limited to:Age and generation groupsSex, gender, or sexual orientationNationalityRaceEducational levelOccupationHousehold incomeMarital statusNumber of childrenHomeownership (own or rent)Place of residenceHealth
and disability statusPolitical affiliation or preferenceReligious affiliation or preference In number and scope, the factors used in demographythe collection, analysis, and use of demographicscan vary widely depending on the type of research being done. Besides advertising and marketing, demographics are also used in politics, sociology, and for
cultural purposes. Advertisers get demographic information from a variety of sources, including the U.S. Census, private research think tanks, marketing firms, and the media. In todays world of instantaneous information, demographics have become a valuable commercial commodity. Television and radio stations pay research firms like the Nielsen
Company and Arbitron to collect detailed and up-to-date demographic data about their viewers and listeners. Magazines and larger newspapers supply demographic data about their readers to potential advertising buyers. In social mediathe internetvaluable consumer information is collected from individuals willing to accept cookies on the websites
they visit. Demographic change as a large group of people as a changing diversity in a population.iStock / Getty Images Plus Virtually all advertising campaigns begin by identifying the ideal target audience. Once all of the demographic data about the consumers of a specific product or service has been compiled, it is used to formulate a creative brief,
an essential document describing the target audience and how to best communicate with it. In identifying ideal target audiences, advertising firms tend to take one of three approaches. Considered the best approach, enough demographic data is collected to develop a very specific target audience character. For example, a high-end brand of



wristwatches might appeal to a married 45-year-old man with a masters degree and a neatly-trimmed beard who works as an investment banker, drives a Mercedes convertible, collects classical music, and takes golfing vacations in Europe in his spare time. Though considered acceptable, advertising campaigns targeting general audiences are less
likely to succeed because of the difficulty in getting the message about the product across to a broader spectrum of the population. For instance, specifying all people ages 20 to 45 who have jobs, own a car or truck, and like sports requires communicating with far too many people. As a result, advertising campaigns to general audiences often suffer
from becoming too generic in their tone. Advertising campaigns that try to reach a target audience of everyone are rare and doomed to fail. Still, companies occasionally try to reach almost everyone by targeting primary and secondary audiences. For example, an actual ill-fated advertising campaign for a major frozen food chain targeted a primary
audience of men and women ages 18 to 49 with low to middle incomes who buy groceries, along with a secondary audience of anyone ages 8 to 80 of any income level who shop in grocery stores. The most successful campaigns are those that have identified every possible demographic detail about their potential customers. Trying to reach a too wide
or generic audience is usually a fatal error. Misinterpreting demographics can also lead to failure. For example, Procter & Gamble initially failed to sell its Swiffer line of floor mops in Italy because its advertising targeted women who wanted convenient cleaning products. When P&G figured out that Italians wanted cleaning power, it modified its
advertising, thus making the Swifter a huge success. With enough demographic data in hand, advertising firms employ several types of research methodologies in determining the ideal target audience. Here are a few. Usually conducted through conventional or online surveys, pre-campaign research is used to uncover differentsometimes
unexpectedpotential customer groups. Now easily set up and conducted using internet services like Survey Monkey, online surveys have become one of the most commonly used tools of market research. By allowing advertisers to determine the preferences of potentially millions of consumers without the need for in-person contact, surveys are a very
cost-effective method of market research. A key part of pre-market product appeal research, focus groups are small but demographically diverse groups of consumers assembled to discuss a particular product before it is launched. By allowing the participants to physically handle and use the new products and offer their feedback about them, focus
groups are often combined with demographics in designing advertising campaigns. However, while focus groups can help determine how products might be improved, they can also be harmful to the advertising campaign. They may include too small a segment of the chosen demographic group to get an adequate response, and they may be swayed by
the groups moderator or by an overly aggressive group member. Despite its unchallenged power as an advertising tool, demographics alone has its limitations. While demographics expose who is likely to buy a product, it does not explain why certain consumers prefer one product over others. To understand what subtle internal, rather than obvious
external factors like age and gender, motivate consumers, advertisers often combine demographic research with psychographic research to produce sensory marketing campaigns. Psychographic research strives to reveal what beliefs, feelings, thoughts, biases, and other psychological factors motivate consumers. For example, the Pepsi-Cola
Company was experiencing slow sales of its newly acquired Mountain Dew brand soda because people viewed it as a product consumed mainly by low-income individuals living in the rural South. In simple terms, Mountain Dew was not considered hip, a psychological factor not taken into account by traditional demographics. In response, PepsiCo
launched a new Mountain Dew advertising campaign targeting people ages 18 to 24 in urban areas. Ads featuring skateboarding star Paul Rodriguez and hip-hop artist Lil Wayne aired in major cities nationwide, implying that popular young athletes and musicians preferred Mountain Dew. With its new rock star image, sales of Mountain Dew soon
increased. Demographics. AdAge, September 15, 2003, Targeting. Know Online Advertising, George. Demographics in Advertising Strategies. AZcentral, Alisa. How to Use Psychographics in Your Marketing: A Beginner's Guide. HubSpot, br>
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