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SBC Highlight: Advanced Audience 
Segmentation



2

Part I – Segmentation by Demographics

What is your 

gender?

Female

-----------

Male

Which ‘generation’ do 

you most identify with?

Silent Generation, 
Baby Boomers, 
Generation X

-----------
Millennials, 

iGen/Generation Z
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Female 

Silent Generation, 
Baby Boomers or 

Generation X

Female 

Millennials or 

iGen/Generation Z

Male

Silent Generation, 
Baby Boomers, or 

Generation X

Male

Millennials or 
iGen/Generation Z
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Discussion

•What is the stereotypical communication style of your 

gender group? Age group? 

–Direct or indirect?

–Face-to-face or virtual? 

–Formal or informal? 

•What % of your group fits that description? 
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Part II – Segmentation by Communication Style
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ANALYZER

• Likes facts and logic
•Prefers policies and 

planning
•Prefers control over 

chaos
• Likes instructions

SOCIALIZER
•Prefers teamwork

•Builds relationships

•Nurturing and sensitive

•Can be a good listener

•Enjoys motivating 

others

DIRECTOR
•Objectives and results 

oriented
•Wants to see 

productivity
•Competitive
• Takes charge
•Makes firm decisions

RELATOR
• Thrives in 

environments of 
change and creativity
• Friendly and optimistic
• Likes big ideas and 

vision
•Adaptable

Source: http://blog.visme.co/the-4-communication-styles-quiz/#gd1yY3I5GbAZ57TJ.99 and Charisma: Seven Keys to Developing the 

Magnetism that Leads to Success, by Dr. Tony Alessandra.

Vertical scale: Level of 

openness in 

relationships

Horizontal scale: Level of 

directness

The resulting quadrant 

corresponds to a 

dominant communication 

style. 

Although most of us have 

a combination of styles, 

we usually fall under one 

prevailing style.

http://blog.visme.co/the-4-communication-styles-quiz/#gd1yY3I5GbAZ57TJ.99
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Why do we use attitudinal and behavioral 
segmentation?

Allows identification of distinct groups within a population that have different needs, 

attitudes, and behaviors around a given topic. 

These groups—though they may look similar demographically—need different SBC 

interventions.

?

Charles, Prince of Wales Ozzy Osbourne, Rock Star

*Credit: Bill & Melinda Gates Foundation

Male, late 60s, urban, English, wealthy
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Advanced Audience Segmentation Examples
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Family Planning in Niger

Modern Elites 

(16%)

“I want a good life for 

myself and my 

children, and that 

starts with good 

family planning.”

Healthy Proactives

(28%)

“My health is 

important, so I try to 

learn as much as I can, 

and reduce my burden 

by spacing.”

Traditional 

Autonomists

(10%)

“My health is 

important, so I try to 

learn as much as I can, 

and reduce my burden 

by spacing.”

Conservative 

Passives (18%)

“It is important to me 

that others do not 

oppose my FP 

choices.”

Sheltered Skeptics 

(28%)

“I’m not too familiar 

with family planning 

methods, but I don't 

trust them.”
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HIV Treatment Experience in Tanzania
Big Picture Thinker

“Taking ART is difficult, 

but I have to be healthy 

for my children and 

family. If I’m not here 

they will struggle.”

Courageous Fighter

“No matter what 

happens I will always 

take my ART. It’s my 

main responsibility in 

life and will keep me 

strong.”

Lone Zebra

“I know its supposed to 

help, but ART makes me 

feel sick and I’m afraid to 

take it in front of others. 

I’m busy trying to provide 

for my family and can’t 

make it to the clinic every 

month.”
Fledglings

“I’m trying my best. 

Sometimes it’s hard to 

remember, and the side 

effects aren’t good, but I 

want to do what the 

doctor says.”

No Tomorrows

“I don’t feel that sick, and I 

don’t want people to think 

I’m HIV positive. I’d take 

the pills if they truly cured 

me, but I don’t want to 

take them for the rest of 

my life.”
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This presentation is made possible by the generous 

support of the American people through the United 

States Agency for International Development (USAID). 

The contents are the responsibility of Johns Hopkins 

Center for Communication Programs and do not 

necessarily reflect the views of USAID or the United 

States Government.


