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Learning Objectives
Get to Know Someone in Minutes

1
2
3
4

Identifying Assumptions About Audiences

Forming Profiles and Personas

Moving from Assumptions to Goals

Validating with Data and Taking Action



Steps
Get to Know Someone in Minutes

1
2
3
4

Segmentation

Business Case

Forming Personas 

Wrap Up



Where do 
I go?

Are they part of
a system I trust?

Whom should
I see?

How much
will it cost?

Segmentation
Become a Part of the Consumerõs Ecosystem



Segmentation
Forecasting Segments a Generation Ahead



Segmentation
Forecasting Segments a Generation Ahead



Millennials, wow!

·Multichannel access

·On-demand access

·Multichannel scheduling

·Navigation

·Virtual care options

·Relevant price information

·Bundling/reference pricing

·Culturally responsive 
communications and options

2012 2017

Segmentation
Moving Your Consumer Strategy Toward 

Something More Tangible, Executable



Segmentation
Why This is So Important ðBecause it Can Go 

Very Wrongé

·Designed for 
women

·Jewel-effect rims

·Handbag hook

·ά¢ƘƻǳƎƘǘŦǳƭ 
feminine 
ǘƻǳŎƘŜǎΧέ

ά! ŎŀǊ ŦƻǊ ǿƻƳŜƴΚ /ƻǎƳƻǇƻƭƛǘŀƴ ŀƴŘ {9!¢ ǳƴŘŜǊ ŦƛǊŜ ŦƻǊ ƴŜǿ ǾŜƘƛŎƭŜΣέ ½ŀƘǊŀ Jamshed, September 26, 2016, CNN.com.

Does Segmentation Always Equal Success?

Introducing the SEAT Mii



Segmentation
éWomen Across the Globe Sayé

ά! ŎŀǊ ŦƻǊ ǿƻƳŜƴΚ /ƻǎƳƻǇƻƭƛǘŀƴ ŀƴŘ {9!¢ ǳƴŘŜǊ ŦƛǊŜ ŦƻǊ ƴŜǿ ǾŜƘƛŎƭŜΣέ ½ŀƘǊŀ Jamshed, September 26, 2016, CNN.com.



Definition
What Makes a Good Segment?

! {ŜƎƳŜƴǘ ƛǎ άDƻƻŘέ ²ƘŜƴ LǘΩǎΥ
ÅIdentifiable   and   Distinctive:   Specific   needs   within   groups   

should   be   unique  and unambiguous
ÅSubstantial:  Market  size  should  be  large  enough  for  organizations 

to  pursue from  an economic standpoint
ÅMeasurable:  Segments  should  be  clearly  identified  and  described  

so  as  to  prioritize segments 
ÅReachable:   Segments   should   be   accessible   so   that   

organization can   effectively communicate  their messages about 
products or services
ÅActionable: Segments should be stable enough to justify marketing 

efforts



Definition
What Are the Possibilities?

ÅGeography
ÅDemographics
ÅHome environment
ÅAccess to healthcare
ÅDiagnosis and co-morbid conditions
ÅCurrent Utilization
ÅPrescription compliance
ÅRole in Care
ÅBehavioral Risk Factor
ÅNeeds-based
ÅPsychographic

More 

descriptive 

and 

personal



Activity
How Do You Define Segments?

ωIdentify typical categories for 
your target audiencesIndividual

ωDocument the categoriesGroup

ωDiscuss and document the 
assumptions of these categoriesGroup



Activity
Weõve Segmented the Room!

Remember that candy that you received 

when you first joined our session? 

Lǘ ǿŀǎ ŦƻǊ ƳƻǊŜ ǘƘŀƴ Ƨǳǎǘ ŀ ǎǳƎŀǊ ǊǳǎƘΧΦΦΦ

We are going to use it to break in smaller work groups

to create personas for the following targets:

Patients; 

Philanthropic Donors; 

Referring Physicians 

& Employees



Activity
Itõs Not About You

ωReview your data, look for qualitative 
and quantitative characteristics from 
a variety of sources1

ωEnter your selected data into the 
template2

ωReview and solicit feedback on your 
persona3



Personas
Bringing Segments to Life

Bringing to life key segments through examining descriptors, behaviors 

and needs. 

Persona Development:

Å Segment differences

Å Demographics

Å Psychographics

Å Needs and Preferences



1. Data
What do we know?


