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Once upon a time it was enough to know your customer’s age, sex, 
and income. No more. In today’s ultra-competitive world, it’s critical
to match consumer behavior and attitudes with your own objectives.

Whether you’re a consumer goods manufacturer, service provider,
brand or media marketer, retailer or advertiser, “Research Alert’s
Consumer Segmentation Survey” helps you turn your prospects into
loyal customers. 

You’ll learn to evaluate consumer patterns for Influencers and Early
Adopters; Recreational Shoppers; Moms; Luxury Consumers; Brand
Sirens and many, many more.
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THE ZEALOT SHOPPER (23%). Loves to

shop for herself and others, never needs a

reason, bonds with other women over shop-

ping, likes all retail formats, and prides her-

self on unique finds and great buys.

Marketing/Retail Tips

• Refresh product array frequently.

• Find ways to elevate mundane items.

• Offer good values plus extras.

• Lure her with unusual touches.

• Cater to her sense of adventure.

• Messages should be original, up-to-

date, and respectful of her savvy.

THE MISSION SHOPPER (16%). Wants to get

in and out of stores quickly, researches (and

makes) purchases online, skews toward busy

moms, forms relationships with familiar

stores and brands.

Marketing/Retail Tips

• Merchandise or bundle similar or

complementary products together.

• Create “grab and go” displays that

make it easy to find necessities.

• Multi-functional products are per-

ceived as adding value.

• Make store navigation and checkout

easy with spacious, well-organized,

clearly labeled departments; shop-

per-accessible price scanners; and

self-checkouts.

• Offer online shopping with in-store

pickup.

• Sales help should be attentive but

not aggressive.

• Messaging should communicate

product benefits and convenience

clearly.

• Quality and pricing hierarchies

should be clear and well-organized.

THE ANTI-SHOPPER (10%). Considers shop-

ping a necessary evil, shops infrequently and

only when necessary. She’s difficult to moti-

vate, least likely to hunt for bargains, and

prefers familiar outlets that let her do one-

stop shopping.

Marketing/Retail Tips

• Products should offer clear value and

convenience-multi-functional, solu-

tion-oriented.

• Stores should examine and address

crowd control and traffic flow.

• Provide plenty of checkout lanes and

self-checkouts.

• Offer online shopping with in-store

pickup.

• Reduce hassles by ensuring that

stock is abundant, products are easy

to reach, returns are easy, and sales

help is available.

• Messages should focus on conven-

ience and be clear and concise.

Applications: These profiles offer valuable

insights into the motivations and habits of

female shoppers, including specific tips on

how to appeal to each segment with market-

ing, merchandising, environment, and serv-

ice. Perhaps the most important finding of

this study is that women shop in different

ways depending on what they’re shopping

for. Marketers might not expect there to be

similarities among shopping for home

improvement, appliances, groceries, automo-

biles, electronics, and furniture, but women

tend to take a Mission Shopper approach

when in these retailers. That means mar-

keters in these categories should focus on

making it easy to find needed items, to get

assistance, and to get in and out. Online

researching is a big factor in mission-orient-

ed shopping, so online purchase with in-store

pickup is a good idea for these categories.

Similarly, because clothing and shoes,

greeting cards, gifts, and cosmetics are more

of a browsing occasion, these retailers

should strive to create an uncrowded, luxuri-

ous environment with a wide variety of mer-

chandise and lots of sampling and other

opportunities to interact with products.

On the whole, retailers in all categories

are likely to encounter a variety of shoppers;

studying these archetypes can help them

identify the ones that are likely to be their

best customers, so they can refine their mar-

keting efforts and retail environments

accordingly.

SOURCE: “Retail Rituals II: Understanding Women’s
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Segmenting Female Shoppers By

Behavior And Motivations

Frank About Women identifies five key

segments of female shoppers, which can be

used to tailor marketing efforts and retail

environments. While these profiles give

insight into various shopping mentalities, it’s

important to note that many women shop

differently depending on what kinds of prod-

ucts they’re buying. For example, women

tend to behave like Mission Shoppers when

shopping for home improvement, appliances,

furniture, groceries, electronics, and automo-

biles. They’re more likely to act as Feel-Good

Shoppers when looking for greeting cards,

gifts, women’s clothes and shoes, cosmet-

ics/beauty products, and children’s clothes.

THE FEEL-GOOD SHOPPER (26%). Shops as

a means of relaxation and stress relief, finds

shopping adventurous and stimulating, likes

to shop alone and feel a sense of escape from

everyday life, and is the most impulsive of

the groups.

Marketing/Retail Tips

• Product array should focus on afford-

able luxuries, relaxation.

• Stock should offer variety; she wants

to see something new every time.

• Store environment should be luxuri-

ous and appealing to the senses

(including fragrance).

• Personalize the shopping experience,

and offer samples and other forms of

product interaction.

• Avoid overcrowding the merchan-

dise.

• Sales help should be attentive but

not aggressive.

• Messages should be fun, uplifting,

and offer specials/sales.

THE BUTTERFLY SHOPPER (25%). Likes the

social aspects of shopping, motivated by the

desire to connect with others, seeks variety,

gravitates toward malls.

Marketing/Retail Tips

• Offer plenty of variety.

• One-of-a-kind products appeal to

sense of discovery.

• Offer trial-friendly items.

• Create relaxing environments that

facilitate socializing-couches, in-store

cafes, etc.

• High-touch services such as coat

checks and friendly sales help make

her feel welcome.

• Cross-sell and display items in unex-

pected places to gratify sense of in-

store exploration.

• Store-within-a-store displays suit her

browsing style.

• Messages should be conversational,

with a girlfriend-style tone.
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Shopping Behavior

Feel-Good Shopper (26%)

Butterfly Shopper (25%)

Zealot Shopper (23%)

Mission Shopper (16%)

Anti-Shopper (10%)

Exhibit 2.5

FEMALE SHOPPERS, BY SHOPPING STYLE

SOURCE: Frank About Women

Women shop in different ways depending

on what they’re shopping for.

• More likely than the general popula-

tion to say they’re divorced and that

they date frequently.

• More likely than those in other

groups of women to say they don’t

know their dress size.

• More likely than those in other

groups to use dial-up to access the

Internet; less likely to buy online.

• Confident about most areas of life.

ONLINE PLUS (8 MILLION ONLINE)

• Two thirds (66%) are married; 40%

have been married for 11 years or

longer.

• More likely than the general popula-

tion to be self-employed (14% versus

6%).

• Majority wear size XL or larger.

• Are more likely than members of

other groups to buy all kinds of prod-

ucts online.

• Three quarters have bought lingerie

online in the past year.

• Are confident in their sexuality and

buy lingerie to express this attitude.

Lingerie may have a glamorous image, but

the research suggests that much of the time,

these garments are bought for more mun-

dane reasons. The most popular place to

shop for lingerie is the decidedly unromantic

Wal-Mart. Online stores comes in second and

Victoria’s Secret places third.

Applications: Most women buy lingerie for

both practical and psychological reasons.

This study identifies online shopping habits

and psychographic profiles for five segments

of lingerie shoppers. It’s interesting to note;

both Young and Fun and Online Plus women

spend disproportionately on lingerie online.

Women in the Online Plus segment are also

more likely than other women to shop online

for a variety of products, including books,

music, household items, and other types of

clothing.

Messaging for lingerie should keep in

mind that several of the psychographic

groups buy lingerie to boost their self-

esteem, so the emphasis should be on mak-

ing the consumer feel pretty. This requires

something of a delicate touch, since too

much over-the-top perfection (like that

shown in Victoria’s Secret ads) can turn off

some customers.

Lingerie marketers might do well to take a

page from the Dove health/beauty aids’ cam-

paigns, which manage to portray real-looking

women in a flattering, but not intimidating

light. It’s also wise to offer (and promote)

several lines of lingerie—some catering to

the need for comfort and function and some

to the desire to look great. While there’s

plenty of lingerie marketing that focuses on

the latter, less marketing in that category

addresses comfort and value, which are also

key drivers, especially for the Busy with Kids

and Experienced segments.

SOURCE: “Lingerie Market Segmentation,” GiGi’s

Closet, 17 Martin Ct., Newtown, PA 18940; 215-860-3888;

www.gigiscloset.com
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Full-Figured Women Are

Avid Online Shoppers

Full-figured women buy a wider range of

items online than other online women do,

according to a segmentation study by

Anderson Analytics, commissioned by online

lingerie retailer GiGi’s Closet. The study

examines five psychographic groups of

women who shop for lingerie and other prod-

ucts online:

CAREER WOMEN (21.1 MILLION ARE

ONLINE IN U.S.)

• Least likely to be married; 41% are

married, compared to 51% of the gen-

eral population. Three in 10 (30%)

are single/never married, and 20%

are divorced/widowed/separated.

• Nearly seven in 10 (69%) work full- or

part-time; 27% work in professional

or technical fields.

• 55% have college degrees or higher.

• Despite their professional success,

they tend to have low self-esteem.

YOUNG & FUN (10.4 MILLION ONLINE)

• Comparatively low income (almost

four in 10 have incomes of <$30k),

but spend a lot on lingerie.

• More likely than those in other seg-

ments to say they’re single and they

date frequently.

• More likely than women in other

groups to wear small sizes.

• Have positive outlook, average self-

confidence, are trusting, not as con-

cerned with power or prestige as

those in other segments.

• Value design and style over practical-

ity.

BUSY WITH KIDS (19 MILLION ONLINE)

• 58% are married; 57% have children

at home, and 23% are homemakers

(versus 16% of the general popula-

tion).

• Very concerned with power and pres-

tige, tend to be task-oriented and

rational in their choices.

• Have little time for interests other

than parenting.

EXPERIENCED (9.5 MILLION ONLINE)

• Older than women in other segments

(mean age: 45.9), less likely to work

full-time; more likely to be retired.
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Online Shopping

Career Women (31%)

Busy with Kids (28%)

Young and Fun (15%)

Experienced (14%)

Online Plus (12%)

Exhibit 2.7

WOMEN WHO BUY LINGERIE ONLINE, BY SEGMENT

SOURCE: Anderson Analytics for GiGi’s Closet

Exhibit 2.8

ONLINE PURCHASES MADE IN THE PAST 12 MONTHS,

BY SEGMENT

ONLINE CAREER YOUNG & BUSY W/

PLUS WOMAN FUN
KIDS EXPERIENCED

Books
74% 53% 54% 43% 29%

Lingerie
74% 52% 50% 23% 10%

Music
69% 52% 44% 25% 19%

Movies
57% 55% 54% 24% 26%

Outerwear
54% 50% 44% 24% 21%

Home goods
49% 32% 37% 17% 10%

Shoes
49% 36% 30% 17% 10%

Cosmetics/skin care 46% 34% 33% 11% 10%

Electronics
46% 27% 33% 13% 14%

Software
43% 16% 24% 11% 19%

Airline tickets
37% 46% 30% 29% 24%

Food
37% 19% 24% 16% 17%

Flowers
34% 28% 13% 10% 17%

Medication
34% 27% 13% 10% 17%

Jewelry
26% 20% 30% 11% 14%

Coffee
20% 17% 20% 5% 10%

SOURCE: Anderson Analytics for GiGi’s Closet

Exhibit 2.9

WOMEN’S REASONS FOR BUYING NEW LINGERIE

Replace old or worn out garments . . . . . . . . . . . . .62.3%

To make me feel comfortable . . . . . . . . . . . . . . . . .28.3%

For support and/or shape . . . . . . . . . . . . . . . . . . . .25.7%

To make me feel sexy . . . . . . . . . . . . . . . . . . . . . . .16.3%

Because body size changed (smaller or larger) . . . 14.7%

To wear something pretty . . . . . . . . . . . . . . . . . . . .13.3%

For special occasions (date, anniversary, holiday) . .12.3%

To go with my outerwear . . . . . . . . . . . . . . . . . . . . .4.0%

SOURCE: Anderson Analytics for GiGi’s Closet

The best customers for lingerie and other

online purchases aren’t necessarily the

most affluent or even the most populous.!More than 50 segmentation
profiles from research 

houses, consultants, ad
agencies and others

!“Application” notes
highlight how you will
apply findings
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