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UsING CORPORATE ROLE MODELS TO TEACH MARKET SEGMENTATION:
A SLIDE SHOW IN THE MARKETING CLASSROOM

Mary Cullinan, California State University, Hayward

ABSTRACT

Companies are increasingly using psychographic indicators to help pinpeint specific target markets. The
slide show and exercises outlined in this article use VALS categories to help students understand market
segmentation and to evaluate the images companies develop through the use of role models.

INTRODUCTION

In 1957, Eleancr Roosevelt scld Gold Luck marga-
rine on national television. In the 196G's, Joe
Namath rocked the world by shaving off his Fu
Manchu moustache in a commercial for Schick's
electric razor. More recently, the appearance of
Dallas star Larry Hagman in 2 bedsheet commercial
brought about a torrent of enthusiastic calls that
broke down the customer service telephone at Can-
non Mills.

In a sometimes frantic effort, companies vie with
each other to find role models that will both
capture the fleeting attention ot the American
consumer and embody qualities of their corporate
images. Every company hopes to find a spokesper-
sen who will transmit qualities as enduring as
those of the Marlboro cowboy or the Joliy Green
Giant. At the same time, companies gamble that
their spokespersons wiil attract specific target-
ed consumers.

As advertising becomes ever more sophisticated,
companies are increasingly using psychographic as
well as dewographic indicators to nelp pinpoint
specific target markets. For example, after
studying the Values and Litestyles (VALS) typology
developed by SRI International, Dr. Pepper deter—
mined that its product should be aimed at inner-
directed consumers.

To heighten students' awareness of such sophisti-
cated marketing strategies and to i1llustrate the
application of psychographic segmentation, a

slide show can be used in conjunction witn in-
class exercises. This approacn enables students
to study corporate images that they have previous-
1y taken tor granted and to evaluate the effec-
tiveness of those images.

The siide show and exercises aise help students
perceive how companies use psychegraphic segmen-
tation te target particular consumers. Since the
VALS categories provide a simple, up—-to-date, and
comprehensive typology, they are a useful model
for these exercises,

The following exercises may be used together or
separately; if usea togetner, they will take up
at least 90 minutes of class time. Instructors
may use these exercises while discussing market
segmentation or, later, in classes on promotional
strategies.

BENEXITS TO STUDENTS

The two exercises cutliped here are both education-
al and exciting for students.

1. Students lLearn tne basics ot psychographic seg-
mentation.

2, They learn the VALS system in depth and assess
its utility and drawbacks.

3, They sense the subtle tonal qualities that mar-
keters want consumers to associate with com=
panies and products.

4. They assesSs the strengths and weaknesses of a
number of advertisements.

5., They perceive which market segments are most
heavily targeted by marketers.

6. They learn how marketers use aspiraticnal and
associative elements to target precise groups;
they may also perceive flaws in some companies’
choices of role models.

7. They analyze themselves as consumers and dis-
cuss what marketing approaches might work for
them.

CLASS PREPARATION

To prepare for this class, imstructors should col-
lect at least fifteen advertisements that uSe real
or fictional characters to represent products.
Choosing these advertisements from a range of pub-
lications--Newsweek, Seventeen, Sports Illustrated,
People--ensures that a variety of consumer types
will be targeted.

At the same time, instructors should collect at
least twelve pictures of well-known people who are
not representing a product {at least in that
photograph}. Both sets of pictures should be made
inte slides.

When preparing a lecture for this class, instruc-
tors should complie examples of pecple who have
become closely and successfully identified with
their products—-like Lee Iacocca with Chrysler and
Dennis Weaver with Great Western Savings. Also,
since students alwavs enjoy hearing about market-
ing mistakes, instructors might want te discuss
errors such as Marlboro's early advertisements
using women models to target female consumers.

Instructors should also describe the connections



between VALS categories and specific advertisiag
campaigns. For instance, the U.§. Army's 'Be all
You Can Be" slogan can be cited as an exampie ot a
strategy aimed at a particular group (the VaLs'
l-am—-me category).

Handing out sheets witn the VALS typology helps
students to remember the categories and shortens
the necessary lecture time on tne subject.

PEDAGUGICAL APPROACH: EXERCISE 1

This exercise teaches students the attributes of
the nine VALS categories and introduces them to
many of the decisions marketers face as they match
psychographic profiles with aspirational corpor=
ate symools.

1. The instructor lectures on psychographic seg-
mentation and discusses tne nine VALS cate-
gories.

2. The instructor provides students with a handout
(see Figure 1) listing the VALS categories and
the fifteen companies/products illustrated in
the first part of the slide show. :
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4. The instructor breaks the class into groups of
three or four students each and then shows
slides of the fifteen advertisements. Between
each slide, the instructor pauses while the
groups decide which VALS categories are belng
targeted.

4. The instrycror and the class discuss which
categories were chosen for each advertisement.
(The instructer may find it helpful to show
the slides again during discussion of each ad.)
While isolating qualities in the ads that led
them to their decisions, group memoers identify
elements such as color, copy, and visual ar-
rangements as Wwell as the personal qualities
of each spokesperson.
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5. The instructor then invelves stucents in a dis-

cussion regarding the efrectiveness of the
spokespersons cnosen by each company. Questions
such as 'Is Jaclyn Smith an appropriate image
for K-Mart?" and "Can you think of a better
image for Metropelitan Life than Snoopy? lead
to lively discussions that touch on a number of
issues vital to marketers.

By the end of the discussion, students should be
able to rate the respective advertisements with
regard to their effectiveness 1n (1) atcracting
precise target markets and (2) reflecting appro-
priate corporate values or culture.

PEDAGOGLCAL APPROACH: EXERCISE 2

The second exercise demands even more creative
thipking from the students. Now, working individ-
ually ratner char in groups, they must tit a famous
figure to a product. Yo do this, they must con-
sider both consumers and corporate lmages.

1. Pass out a list of well-known people and a list

2.

of products. There should be roughly two more
names than there are products {(see Figure 1).

Figure 2. PEOMLE AND PROMCTE! N1N AND NATON
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Show a slide depicting each of the famous people
listed on the sheet and ask the students tc
match the person with one appropriate product.
Students snould also answer the guestions at

the bottom of the sheet: these may nhelp stu~—
dents identify qualities that companies do not
want to be associated with.

The instructor may ceollect these sheets, review
the data, and initiate a discussion of the fol-
lowing class meeting based on the students' de-
cisions and comments. Or the instructor may
choose simply to get overall responses through
informal class discussion., Debates will often
ensue as students describe advertising cam-
paigns they had imagined witn their chosen
famous person as a focus.
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4. As the discussion progresses, the instructoer
should begin to isolate various emerging themes
througn specitic guestions. "Why did nobody
choose Dr. Huth for the Toyota ad?" "why isn't
Gerald Stockman a popular choice for marketing
kitcnen towels:" '"why did sc few of you choose
Ringo tor one of your products?”

The answers to these questions will help stu-
dents to ldentify qualities that marketers con-
sider when formulacting both aavertising cam-
paigns and corporate images.

Instructors may chooSe to have students develop
their ideas further in a homework assignment.
For example, students could be askea to design
an advertisement or commercial based on one of
the people/product combinations they chose.
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Ur students could write a prief paper based on
tne exercise and the ensuing discussion.

Papers could focus on issues such as the re-
lationship between corporate imagery and target
markets or the role of aspirational or asso-
ciative groups in a marketer's decision-making.

A final homework assigmment could ask students
to determine their own places in the VALS
categories and evaluate advertisements that
most chiosely target that segment, This assign-
ment leads to questions concerning the validiry
of the VALS categories and helps students see
both the strengths and the limitations of
psychographic segmentation itself.

CONCLUSION

While generating enthusiasm and debate im the
classroom, these two exercises deepen students'
understanding of the complex strategies involved
with choosing corporate images that match a com-
pany's targeted consumer. In addition, they
bring to life the nature of a marketer's choices
and decision-making during the entire promoticnal
process.



