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Use Cases of Al
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02 10 12
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https://youtu.be/vA591o-ThfM?si=G_R9U7rEk3kkt4-o
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Reference: Marketing 5.0, Philip Kotler, Hermawan Kattijaya, lwan Setiawan

Five Factors of Psychographic Segmentation

Q% i

Social Status

Lifestyle Opinions Interests Activities

Demographics Vs Psychographics

Needs-based segmentation

Customers are segmented by their needs, such as
product functions, service features, and emotional
benefits. This helps businesses understand which
product and service characteristics to highlight.

a Value-based segmentation
Wid

Customers are segmented by economic value based
on what they get out of the money they spend. It
helps brands gauge price sensitivity and estimate how
much people are willing to pay for their offerings.
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ADVENTURE TRAVELER PERSONAS (https:llluminoso.comlwhat-is-customer-personal) \" ;

Mass travelers are those not currently participating in adventure activities. The three primary adventure traveler personas — S~
“Adventure Enthusiasts”, “Adventurers”, and “Adventure Grazers” — are described in the table below. The column on the left itemizes

o ¢ i
key characteristics; the column on the right describes what motivates people within each persona to travel. 1. 1‘ Oua’ﬁgq uaznﬂaaeﬂgz a“ ﬂ'\ gmﬂvu q
CHARACTERISTICS MOTIVATIONS _ xauﬂnguaqﬂ‘"a’\ﬂ

e —— - LR MHAHRN wazaoado Lsisiwa s

2. Time to be with friends

Laﬂwsamwmmﬂaa

- Nmmmﬂssu —gzEuUNNSDiLULTBRGSSH
NOINH |

- dinflwndwpseuniaudaiion

» Perform at novice/beginner skill level

» H|gh thrill seeker

» Actively seeking to improve and 1. Relaxation

enhance skills S X ;
2. Time to be with family

» Repeat a favorite activity or related

ADVENTURER. Sy

» Perform at intermediate level

3. Exploring new places

» Moderate thrill seeker

»> fiuwaldl ulowWyua luaawnues) Ju
INSTIUEHTINT WAz UHUINNDINU] 15U
:nvﬁru e ﬁ'\mmsﬁ:aﬁfnmﬂi'mqﬁuﬁmﬁw 209150
ENTHOSTAST Ja ke YHSSSHYUUULUTIG] SINNANSSHTRWIH

oo dads USNMNNSSHNOINYK

» Practice activities at a high skill level 1. Exploring new places

» Dedicated to one activity 2. Exciting new activities
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Understanding the different types of adventure travelers and what motivates them to travel is at the heart of understanding what
products and marketing messages will appeal most to them. -\
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