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Where | work — USAAC - G2
Understand who the Army’s Target Audience is

— Explain the challenges to the Army
Segmentation Overview

— Show Army Recruiting Command Geographies
— Explain Market Segmentation

— Show what Army Custom Segmentation (ACS) is
Give examples of Army Custom Segments

— Discuss how the Army uses Segmentation
« 1St Recruiting Brigade

— Discuss the future of Army Custom Segmentation
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USAAC was established by general order on 15
February 2002

Subordinate command of TRADOC

Integrated C2 of the recruiting and initial military

training for:
- Officer
- Warrant officer
- Enlisted forces

Meets human resource needs of the Army




CG, USAAC
* D/CG, TRADOC (IMT)
USAAC USAAC
Chief of Staff CSM
CG, USAREC CG, USACC CG, USATC
Recruiting ROTC Basic Training

G3/OPS G7/9 /1 SOD G2/CAR G1l/PER G6 / ISA

Center for

Accession

Research




enter for

Mission

»Conduct research, studies and analysis for Army
accessions

»Develop future concepts, initiatives and innovations to
achieve command’s strategic vision

»Conduct testing and experimentation of those concepts

»Integrate internal and external research to support the
development of strategic plan

»Integrate the initiatives of the subordinate commands




Understanding the Army’s Market
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“Who is't e Army’s TargetT\/Iar et

e« 17-24 year old males and females
 High school diploma graduates
e Score high on military test

e Physically fit (must meet medical,
weight and fitness standards)

i
A
L) T
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17-24 YO Youth
Population (M/F)

Disqualified
Morally/Dependent/
Overweight

10.7 M

Medically
Disqualified

6.1 M

Require a
Medical/Moral Waiver Fully Qualified
52 M 8.8 M

(Less than
3 0f 10)

Total Market minus

-Disqualified
-Medically
-Morally
-Dependent
-Overweight

Even with a waiver, less
than half are able to serve

+ Refining the Market for FYO7

36

30

Millions

Potential Market minus

-Cat IV
- Non-HSDG

Target Market minus
- 1B

- I-IlIA Females

- Waivers (1.2 M)

14 M
Non-HSDG 3.1

HSDG < CAT IlIB 2.6 83 M

HSDG 11IB 1.9 HSDG IlIB 1.9
HSDG Female I-IlIA HSDG Female I-llIA

3.0 3.0 '
2.2 M

HSDG Male I-llIA 3.4 HSDG Male I-IlIA 3.4 HSDG Male I-llIA 2.2

Potential Market Target Market ' Prime Market

Recruiters must focus on
finding the Prime Market
(7.1%)

Limited number of Non-HSDG and
CAT IV are able to serve
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17-24 Qualified Military Available by County

QMA By County
17 to 24 Year Old

[l 54.0001t0810,000  (99)
Bl 10000t0 54,000 (445)
Bl 2000to 10,000 (1203)
Bl 1000t 2000 (672)
] Oto 1,000 (798)

Clusters found in and around major US population centers.

G2/Cen@.Fgm:W_s.Qrch | ﬁ- F qource: Woods &Imili;
Pl L - fam N -lb L -




What are the Challenges in Army
Recruiting?
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Challenges to Army Recruiting
Influencers

— Mothers, fathers, friends, teachers, coaches, clergy
Other Services

— Air Force, Navy, Marines, Coast Guard

Colleges

— College is first choice for high school grads and their
parents

Work Force

— Companies are now recruiting students who score high on
SAT/ACT for internships and will pay for college

Global War on Terrorism (GWQOT)
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Where is Army Recruiting?




US Army Recruiting Command
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What is Market Segmentation?

Demographics

Credit Card
Spending

§luster Algorit

Media Usage

Leisure
Activities

“Red, White ’ &?? )
& Blues” \“” _ E

“Young
Influentials™




Market Segmentation
Market segmentation is individual or intergroup differences in response
to marketing-mix variables.

/Criteria for segments: A
*The segments must exist in the environment.
*The segments must be identifiable.
*The segments must be reasonably stable.

\_ *The segments must be efficiently reached. .

Presumptions about segments:

«different demands in a product or service category,
srespond differently to changes in the marketing mix




Lifestyle Segmentation

Clari'ta.s Pl’lszE® Demographics

 Household assigned 1 of 66 Segments Credit Card _
150 VarlableS) Spending Cluster Algorit
( ' Media Usage

« Assigned Segment based on ZIP+4 Leisure Activities

(10-12 Households).

 Based on syndicated survey data and
survey research.

 Updated Annually.

“Red, White & A\’;’ 71 =

Blues”

“Young




Why Segment?

S

*%

Select target markets

Prioritize marketing investments

Help determine future opportunities

Help understand buyers’ wants and needs

Increase efficiency in product development process

Make marketing communications more efficient and
effective

S

*%

S

*%

S

*%

S

%

S

*%

Town & Country

L] Exurbs & Towns
L] Undar 40 Densrty
o F2.6% 0T U3A




What is Army Custom Segmentation?

College is
Important to us,

Show me
the money:

| plan to get d s ﬂ
married. '




The Equation

Lifestyle Segmentation

+ Attitudes about Army service
+ Motivators for Army service
+ Barriers for Army service

Army Custom Segmentation (ACS) System




Army CuStom Segments

» Translate market research and customer analysis Into

action:
— Predictive Modeling
— Direct Marketing
— Customer Profiles
— Reach Markets of Opportunity

 Create customer groups from custom Army market
segments

« Use customer groups for directed marketing to send
the right message in the right medium to the right
target at the right time
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The Methodology

» 66 PRIZMNE » 7 Building » 39 Tactical

Segments Blocks Segments

grouped by demographic —

propensity differences

for military in attitudes

service. toward the
Army

'

G2/Center. for Acc

» 10 Strategic
Segments

clustered
for
attitudinal
similarites

ﬁ




Army Custom

rafegic'%egmenté -

Strategic Segment Motivators Barriers Military Propensity Index
1. Obligation & Education High Most Low 232
2. Duty & Tradition Moderate Low 159
3. Cautious Crossroads Mol\%e;?te High Most 137
4. Skill Seekers Moderate High 135
5. Fence Sitters Low Low 105
6. Just a Job High Few Moderate 102
7. Family Matters Moderate Moderate 95
8. Show Me Moderate High 80
9. Not For Me High Few High 77
10. Settled In Low Moderate 47




What do
they want?

“Defenders”

To protect their
beliefs, family,
friends and country

“Unrealized

Dreams”

To find a path and
reach their goals

What do
they believe?

Important to do the
“Right thing”

Important to be a
“Solid Guy”

Attitude to
Military

Admire military/
from military family/
feel Amer. should
serve when needed

Realize that military
can be a catalyst,
but think they can
always join ‘later’

Motivators

Service to country,
Personal
development,
New challenge,
Army is honorable
occupation

Leadership and
Personal Devel.,
Job Security,
Path to a better job,
A way to express
their character

Typical
profile

Primarily Caucasian
HS or Living at
Home

Primarily Caucasian
2-yr College/Tech or
SODO, or Working

Associated
Army Strategic
Segments

#2 Duty & Tradition

#1 Obligation & Education

#5 Fence Sitters
#10 Settled In

4/ C

Macro Segments cover 79% of Propensed Prospects and 79% of Productlon

L% enter for A,f;,.e;:mm: Re:




:SnapSFlot: ACS S’tratéaic Segzent
“Cautious Crossroads”

Strategic Segment 3
17-24 Population Distribution by Race/Ethnicity

Age 16-24
(:)Lglfr African-
0 American
29%
Hispanic .
5204 Caucasian

0%

Messaging for this group may be most
effective in terms of overcoming barriers

rather than targeting motivators.

cessi ea .

enter for Accessions Res

*Top Motivators

Wanted to be in Army

Responsibilities that Others my Age Don't Get
Physically Challenging

Adventurous

Army Best Option

Strong Tradition of Service

*Top Barriers

Army puts people like me in most dangerous jobs
Army doesn't provide enough technical training
Army doesn't have much status

Friends would disapprove

Disadvantage with respect to my peers

Don't believe Army will deliver on promises

Moral or religious beliefs

*Comprised 10.7% of all 17-24 year old
contracts during FY03-06.




- L . I-1.

dl'-"l- : ﬁ —
trateglc roups by Zip cfe

Dominant S

Strategic Segments

Il Obligation & Education (5)
Duty & Tradition (1293)
Cautious Crossroads  (1080)
Skill Seekers (1086)

I Fence Sitters (7380)

B JustaJob (1084)
Family Matters (60)
Show Me (573)

Il Not For Me (123)

H Settied In (17181)

Note: Red represents most propensed
segment, blue is least propensed

Ga/Center for Accessions Research
- L o




‘Wt mcr Tﬁ' ey i

gd

e Use past production and ACS ground counts to
calculate penetration rate by station, company and
battalion (at zip code level).

 Multiply the highest penetration rate for each station
by the station’s tactical segment ground counts to
calculate potential.

« Use messages in the tactical marketing guide to put
together the appropriate verbal communications to
reach the primary segments in each station’s area.

GZ/Cen@.!gm;mgirCh i ﬁ-? -q* e



Intelligence Preparation of the Market - Battalion

1A RCTG BN ALBANY As Of RCM: APR Pct YTD Rctg Days: 58.98% % YD % of

TACTICAL QmMA %QMA FY % FY YTD %YTD POTENTIAL PRODUCTION Lead

SEGMENT POPULATION POPULATION POTENTIAL POTENTIAL PRODUCTION PRODUCTION ACHIEVED REMAINING Line

TS01 8,317 0.73% 19 1.04% 11 1.59% 58.85% 8 99.77%
TS02 13,429 1.18% 20 1.10% 16 2.32% 81.09% 4 137.47%
TS03 38,545 3.39% 112 6.24% 49 7.09% 43.82% 63 = 7429%
TS04 27,388 241% 94 5.24% 38 5.50% 40.45% 56 | 68.59%
TS05 72,387 6.37% 51 2.83% 27 3.91% 53.17% 24 90.14%
TS06 15,764 1.39% 29 1.64% 14 2.03% 47.61% 15 80.72%
Ts07 26,504 2.33% 30 1.68% 6 0.87% 19.92% 24 33.78%
TS08 15,090 1.33% 21 1.19% 8 1.16% 37.40% 13 63.40%
TS09 8,852 0.78% 19 1.08% 7 1.01% 36.17% 12 61.33%
T510 13,060 1.15% 36 201% 18 2.60% 49.95% 18 84.68%
TSN 20,237 1.78% 32 1.78% 10 1.45% 31.38% 22 | 5320%
T512 11,453 1.01% 33 1.86% 9 1.30% 27.03% 24 45.82%
T513 2918 0.26% 7 0.41% 2 0.29% 27.21% 5 4612%
TS14 5,937 0.52% 17 0.94% 2 0.29% 11.88% 15 20.15%
TS515 5,451 0.48% 13 0.72% 2 0.29% 15.43% 11 26.17%
TS16 7,322 0.64% 5] 0.32% 1 0.14% 17.31% 5 29.35%
TS17 14,740 1.30% 14 0.76% 4 0.58% 29.20% 10 49.51%
T518 17,395 1.53% 30 1.67% 11 1.59% 36.76% 19 = 62.33%
TS19 23,086 2.03% 66 3.69% 24 3.47% 36.34% 42 61.61%
T520 140,007 12.32% 272 15.20% 97 14.04% 35.61% 175 | 60.37%
TS21 12,074 1.06% 17 0.94% 2 0.2%% 11.01% 15 20.20%
T522 38,532 3.39% 101 5.63% 38 5.50% 37.65% 63 = 63.83%




ecruiting rlm '

“Must Keep” zip code:

— Army takes at least 50% of the DoD contracts
“Must Win” zip code:
— Army takes less than 50% of the DoD contracts

Use ACS ground counts by zip and marketing guide
to find and speak to prospects in order to take over
the “Must Win” zip codes




Army Custom Segmentation Context

“National”/Strateqic “Regional’/Operational/Tactical
Past Production Know who you want. Past Production
Targeting Where are they? ID “must keep”/’'must win”
Zip codes

Broad Reach What do we say? @sales fo@

Use Army Custom v
Segmentation to speak
to motivators, barriers |
and attitudes

In the “must keep”/’must win” zips:
-Recruiters say? J
-Local Advertising/posters? /
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Tactical Segment #1

TACTICAL SEGMENT 1
(srategie Segment 10 Obligaton & Education)

OVERVIEW

Tactical Segment 1 15 comprised of predomanarcly full-time hagh school or carly college
Hispame students. Tactcal Segment 1 has & very high propensaty 1o joun the oulitary and ranks
second only behind Tactical Segment 13, Thess Hispanic students, age 16 to 20, come from
honselolds of muddle to downscals scononuc status that can be tvpically found in Town &
Conntry and Second Ciry neighborkoods. Desides the military, thess tzens ars looking az

attenching college

DEMOGRAPHICS
Tactical Segment | 15 a small group, makmg up only 084% af the g populabnon
Brigade:
Brigades by Penetration Index Brigades by Volume
Hank | Hide Penetratlon Index Hank | Bde | % of Tactlcal gegment
1 158 112 1 Elh 43 26%
2 Gih 1o 2 Sth 21.45%
3 i 103 ] [ 15 LR
Hh 93 4 2nd 10.64%
4 Srd H2 k) ael 4 BE%
Battalion:
Top 10 Bn by Penetration Index Top 10 Bn by Volume
Hank | BEn Penetratlon Index Rank | Bn % of Tactlcal Segment
1 4M 16s 1 {3 1505
Fl 4l 150 Fi GK 11.66%
E] il 141 3 1 S.04%
L] 4G 137 4 AK 0.05%
5 3E 136 i 1o 7.11%
[1 3G 130 G 4G G.01%
7 M 128 i 4E 6.01%
T ¥ 129 ] [] 4.12%
E| 1G 127 k] El 3.20%
10 AE 122 10 ] 3.06%

Top Motivators Rank
Friends joined 1
Leadership skills 1
Wanted to be in Army 2
Responsibilities that others mv age don't get 1
Commitment, lovalty, & dedication 1
Improve myself & develop potential to fullest 1
Top Barriers Rank
Moral or religious beliefs 13
Army puts people like me in most dangerous jobs 13
Disadvantage with respect to mv peers 14
Armv doesn't have much status 17

PRODUCTION CHARACTERISTICS (FY03-06 17-24 Year Old Contracts)|
SUMMARY

In summary, Tactical Segment 1 belongs to Strategic Group 1, Obligation & Education.
Their demographic make-up is primarily voung high school and earlv college Hispanic
students. This segment has a verv high likelihood to join the military ranking second
overall. They are small but a prime target for the Army with low maintenance. These
potential recruits find the Army appealing, have positive perceptions of both the military
and Armv, and their familv supports the militarv choice. Likely, manv of these potential
recruits will seek ont the Armyv, and require very little direct marketing.

Obviously, the theme for messaging should focus on patriotism and personal
development. The kev will be to not waste too much effort on these individuals, as vou
will be to some degree “preaching to the choir.™ The potential challenge for this group,
outside of wasting effort on over-selling this group, lies more in attracting this potential
recruit to the Armv as opposed to the other service tvpes.

Tactical Marketing Guide located at: https://my.usaac.army.mil/downloads/usaac/HQ/CAR/MRA/MRT/Tactical Marketing Guide 2006.pdf

_s'%rch
hl | .I
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Strategic Segment #3 — Cautious Crossroads

STRATEGIC GROUP 3: CAUTIOUS CROSSROADS

OVERVIEW
Strateqic Group 3, Caubous Crossroads, is compased of younger (s 16-10) nan-
Canpcasians in high schood on a baeo-vein collzgs whe ind e military an appaaling

oplon. This youngen group s defined as living m mid-scale howsahokds in Subuiban and

Toen & Counley argas. 1 Eey wes nol diesen D e mililaey, collegs would b s
albamate chedce or this groug

DEMOGRAPHICS
Cautious Crossroeds accounis for 10.6% of the 16-24 yaar ald populaton in the United
States making i the fourth largest of the tan sfrategic groups.

Swenegic Group
164 1 L uy
Cner
Erizan
1% Arrencan
5
g e
g Lz
0%

Penabralion lndss Marialralicn B ol all Btiatagic | Walisne Rankig
Rankimg Group
6" Bde 143 i 36.6% 1
27 Balw ar 2 17.6% 3
[ 17 Bu= 55 E] 21.5% F
™ Hila ] [l 15 5% ]
™ Bl =5 = 5 E% [
LIRS
Banarration ndss Haratrating e ot all $draragic | Valisma Fanking
Rankimy Group
&F 245 1 12.41%
1G 233 F .05% 2
ElH iR & EES 5
&l 1= 4 MG B
AR 1=1 ES d04% i

PRODUCTION CHARACTERISTICS

Cautious Crossrads contracts comgrised 10 20% of &l 17-24 ye & ald contracts
IJIJTII'Ig FYO1-04. Tr'E],' dare lJ'l‘Ef'I'EFII'ES-Eﬂ[E'IJ In conbract FII'CIC,II.IEII'I wih a FII'EIElLIClIIZII'I
ind=x of 128 (Strateqic Group 3 represents 7.00% of @l 17-24 year alds).

This graup & skorificanty (20%:) less kel 10 yield TSC LI recruts. Snly 56.3% of
these contracts were TSC -4, compared with 70.2% of al 17-24 year old
conbracts.

Race/Ethnicry Produchon Statistics:

Amcan-

Caucasin Adnierican Hiaparic Other
e af Group 3 {(1T-34 Pog) 0o, 3T B4 53.10% 1025
::nm = 0% 43 29% 45.15% 8.56%
Fromuchan index within .
Group 3 Wik 175 a1 44

0% of all Caucasian conkracts
26.14% of @l Alncan-American conl acls
36.99% of @l Hispanic conlracls

Group 3 Frovided:

In comparisan with tolal USAREC 17-24 vear old contracts, recruts Cautious
Crogsroads are:

= Jusl as likely Lo be Temale
= Just as likely to DEF Loss
= Almost thres bmes mare lKely 1o be non-ctizens

= Just as liksly to be & high school s2nlar, ar hold 2 high achool diploma or GED at
time of conkract

= Gomewhal 1ess [Kely o be marrisd

= Significanlly [20%] less likely Lo go Comial Arms and significantly (24%) more
IEehy 10 go Cambat Sendos Suppon




The Future for Army Custom
Segmentation?




 Refine the market by:
— Updating survey’s, data, and ad tracking results
— Transitioning from demographics to psychographics
« Arm Recruiters with “Tools”
— Availability of custom targets for their prospects:
“send the right message in the right medium to the right target at the

right time”

 Tactical Segmentation:
— Promote the use of Army Custom Segmentation among ALL
recruiting brigades
— Develop creative material that can be used at the local level which
corresponds to the Strategic/Tactical Segments
 Posters
 Radio Spots
Print Ads
» Direct Malil




“Soldiers deserve the ultimate respect because they are
fighting for everyone...the Army is made up of strong
people.... People who are willing to work together and
who put everything on the line.”
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US Army Custom Segmentatlon System

Abstract
Ms. Linda Clingan

Keywords:

Recruiting, marketing, segmentation,

The US Army has incorporated the use of geo-demographic segmentation for market research and analysis for
over 10 years in order to determine market potential and identify markets of opportunity for recruiting. This type of
segmentation system is advantageous because it is responsive, and since it is tied to geography the Army can
use it to target for direct mail, events, etc. However, geo-demographic segmentation has limited efficiency and
effectiveness in Army recruiting because the system addresses whole family demographic and behavioral
attributes and does not address potential applicant behavior and, more importantly, attitudes.

To address this shortfall, the Army pursued development of a custom segmentation system. The objective of the
project was to build a segmentation scheme that links geographic and attitudinal attributes of the target market in
order to 1) build a bridge between marketing and sales forces, 2) send the right message to the right individual at
the right time, and 3) effectively and efficiently target and engage selected portions of the youth market. The
result is the Army Custom Segmentation System, comprised of 39 Tactical Segments with differing attitudes,
motivators, barriers and demographics. These segments are aggregated to 10 Strategic Segments that are used
mainly for messaging. One USAREC Brigade has been utilizing and tracking the Army Custom Segment System.
What 15t Recruiting Brigade has been doing will be presented.
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