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About Interactions

o Market Research

0 25+ years' experience

o Transport Specialists

o Irish Public Transport and Local Authority Clients
o EU-funded projects on Sustainable Mobility

o Specialising in psychology of behaviour

o Segmentation expertise
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1. What is Segmentation?

“Segmentation is the process of
subdividing a market into identifiable
subgroups that have similar needs,
wants, demands or characteristics.”




2. Why Segment?
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Marketing new products that promote cycling
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But Behaviour Change Campaigns are often....




Successtul Behaviour Change:

o Move away from just awareness
/ giving out information
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o Targeted messages rather than
Mass communications

o Messages that fit with people's
own values and agenddas
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o And ultimately demonstrating

real impact on behaviour
or
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Types of segmentation sehaviourd

Geographic

Demographic

Attitudinal







3. Transport
Segments




SEGMENT Project

SEGmented Marketing for ENergy efficient Transport

/ cities
/ 6000
citizens

8 Segments
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SEGMENT Project

.20
7 cities minute

/ 6000 survey
citizens

12 Golden
Questions

Golden Questions:

a smaller set of variables
that provide the best model
for reproduction of the
segments

Available to anyone to use
to allocate any survey
respondent to their
appropriate segment
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Segments Distribution in Ireland

Car Contgmplators

w o The vast majority of Irish

respondents fall intfo the
3 high car use segments
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‘I am not the type of person who rides a bike’
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How does Ireland compare with other;countries
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Who are the segmenis? Cross Referencing the data

Behavioural

Geographic

o
Demographic Psychographic Qn
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Active Aspirers: ?ﬂ
Psychographic Mood Board
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Car Free Choosers:
Psychographic Mood Board




s /mage Improvers
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Practical Travellers:
Psychographic Mood Board
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4. Implications for Behaviour Change Inifiatives

o Can feed info design of initiatives and development of

communications
o Can be used to test campaign messages with different segments

o And determine which messages work best for each segment







Try out the Golden Questions for yourself

o www.infteractions.ie/case-studies

hitps://interactions.ie/case-studies/?251-fransport-segments
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