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Customers vary in the value-in-

use they seek



Usage & loyalty

Price sensitivity

Promotional response

Channel / outlet loyalty

Objective measures

of response

Subjective measures

of response

Product preferences

Market Segments
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• Reachable

• Different

What is
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and why

Who
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Analysis of

customer /

consumer

identity

Analysis of

customer /

consumer
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Personality
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Lifestyle
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demographic

Emotional response

Value-in-use sought
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Easier



Customer segments

Two men…

 Both born 1948

 Both grew up in the UK

 Both have divorced and re-married

 Both have two grown up sons

 Both are very wealthy

 Both like to spend their holidays in the Alps

 Both are world famous



Deducing value required from 

behaviour
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Healthy 0
Prepacked (+) / Loose (-) 0
Big Box (+) / Small Box (-) 1
Fresh (+) / Longlife (-) -1
Convenience 0
Cooking from Scratch 0
Branded (+)/Own Label (-) -1
Kids 0
Value 1
Finest 0
Foreign 0
Green 0
High (+)/ Low (-) Price -1
Vegetarian 0
Meat 0
Adventurous 0
Traditional 0
Low Calorie (+) / High Cal (-) -1



Price Sensitive Traditional Mainstream

Healthy Convenience Finer Foods

9%

15%
26%11%

22% 17%

Six lifestyle segments

Source: dunnhumby
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Customer value segmentation



NEED FOR ADVICE

HIGH

LOW

ATTITUDE TO

RISK

Wealthy

delegators

Portfolio

managers

Left It Late

Certainty 

seekers

RISK-AVERSE COMFORTABLE 

WITH RISK

Certainty & 

Growth

An illustration: Retirement income



1. Personal contact

2. Flexibility

3. Implicit understanding of value 

required by customer

4. Pro-activity in eliciting value 

required

5. Pro-activity in checking that 

value is achieved

6. Promise fulfilment

7. Knowledge

Top 7 determinants of preferred 

suppliers

Source:

“What makes a great customer experience?” 

Cranfield Customer Management Forum



Chief Information Officers

Perfect our 

business

Enable our radical

business model

Maximise our

profit

Save my

budget

Enable competent 

business

Save my

career

Enable 

technical

competence

Give us technical 

perfection

Enable our radical 

IT architecture

“Reward” “Relief”

Technical

Business



EXERCISE:  Segmentation based on 

value-in-use

1. Put “*” next to value-in-use constructs on which customers vary.

2. Choose two of these.

- Make sure they are independent of each other.

3. Make them the two axes of a ‘perceptual map’.

4. Think of some of your customers and where they appear on this map. 
Can you think of four (or more) clusters of customers?

- It often helps to think of specific, named customers: the more, the 
better! Give them each a cross on the map, then see how they 
cluster

- Give the segments descriptive labels – for example, using a 
customer name, or a value-in-use dimension they care about



Good night out 
with friends

Soul-food

Vicarious pride

A sense of 
belonging

Value-in-use

Food & drink

Performer engagement

Chances to mingle

People like me

Concert quality

Travel ease

Network / Relationships

Augmented

Core

Post concert bar

An illustration: London Symphony 

Orchestra

Source: Cranfield Customer 
Management Forum



An illustration: London Symphony Orchestra

High need for 

“soul food”

Low  need for 

“soul food”

High belonging

need

Low belonging 

need

Pleasant pastime

Refreshing retreat Collective “high”

Social club



EXERCISE. Create a perceptual map for your 

customers

…………………..

…………………..

…………………..

…………………..



Example from a previous workshop


