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OutlineOutline

•• Where I work Where I work –– USAAC USAAC –– G2 G2 
•• Understand who the ArmyUnderstand who the Army’’s Target Audience iss Target Audience is

–– Explain the challenges to the ArmyExplain the challenges to the Army
•• Segmentation OverviewSegmentation Overview

–– Show Army Recruiting Command GeographiesShow Army Recruiting Command Geographies
–– Explain Market SegmentationExplain Market Segmentation
–– Show what Army Custom Segmentation (ACS) isShow what Army Custom Segmentation (ACS) is

•• Give examples of Army Custom SegmentsGive examples of Army Custom Segments
–– Discuss how the Army uses SegmentationDiscuss how the Army uses Segmentation

•• 11stst Recruiting BrigadeRecruiting Brigade

–– Discuss the future of Army Custom SegmentationDiscuss the future of Army Custom Segmentation



Where Do I Work?Where Do I Work?Where Do I Work?
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• USAAC was established by general order on 15     USAAC was established by general order on 15     
February 2002 February 2002 

•• Subordinate command of TRADOC Subordinate command of TRADOC 
•• Integrated C2 of the recruiting and initial military Integrated C2 of the recruiting and initial military 

training for:training for:
-- OfficerOfficer
-- Warrant officerWarrant officer
-- Enlisted forces Enlisted forces 

•• Meets human resource needs of the ArmyMeets human resource needs of the Army

U.S. Army Accessions Command (USAAC)U.S. Army Accessions Command (USAAC)
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U.S. Army Accessions Command (USAAC)U.S. Army Accessions Command (USAAC)

USAAC 
CSM

CG, USAREC
Recruiting

CG, USACC
ROTC

CG, USATC 
Basic Training

USAAC
Chief of Staff

CG, USAAC
D/CG, TRADOC (IMT)

G3 / OPS G7/9 / SOD G2/CAR
Center for 
Accession 
Research

G1 / PER G6 / ISA
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G2 G2 –– Center for Accessions Research (CAR)Center for Accessions Research (CAR)

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 ArmyUnderstanding the Army’’s Markets Market
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Who is the ArmyWho is the Army’’s Target Markets Target Market

•• 1717--24 year old males and females24 year old males and females
•• High school diploma graduatesHigh school diploma graduates
•• Score high on military testScore high on military test
•• Physically fit (must meet medical, Physically fit (must meet medical, 

weight and fitness standards)weight and fitness standards)
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Disqualified 
Morally/Dependent/

OverweightMedically
Disqualified

Require  a 
Medical/Moral Waiver Fully Qualified

6

0

12

18

24

30

36

Potential Market Target Market Prime Market

M
ill

io
ns

In-Military 1.1

HSDG IIIB 1.9
HSDG Female I-IIIA

3.0

30.8 M

2.2 M

14 M

HSDG Male I-IIIA 3.4 HSDG Male I-IIIA 3.4 HSDG Male I-IIIA 2.2

HSDG < CAT IIIB 2.6

17-24 YO Youth
Population (M/F)

Total Market minus
-Disqualified

-Medically
-Morally
-Dependent
-Overweight

Potential Market minus 
- Cat IV
- Non-HSDG

Target Market minus
- IIIB
- I-IIIA Females
- Waivers (1.2 M)

Refining the Market for FY07Refining the Market for FY07

8.3 M

10.7 M
6.1 M

5.2 M 8.8 M
(Less than 

3 of 10)

Non-HSDG 3.1

HSDG Female I-IIIA
3.0

HSDG IIIB 1.9

Limited number of Non-HSDG and 
CAT IV are able to serve

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

Recruiters must focus on 
finding the Prime Market 

(7.1%)

*Population: 2005 Woods & Poole (2006 projections); Waiver Estimates based on 2005 Camber Prime Market Study; 2005 DOD QMA Study 

8.3 M

HSDG Female I-IIIA
3.0

HSDG IIIB 1.9
HSDG Female I-IIIA

3.0

HSDG IIIB 1.9
HSDG Female I-IIIA

3.0

HSDG IIIB 1.9
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Market LocationMarket Location

Source:  Woods & Poole

1717--24 Qualified Military Available by County 24 Qualified Military Available by County 

Clusters found in and around major US population centers.

QMA By County
17 to 24 Year Old

54,000 to 810,000   (99)
10,000 to 54,000   (445)
2,000 to 10,000   (1203)
1,000 to 2,000   (672)

0 to 1,000   (798)



What are the Challenges in Army 
Recruiting?

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

•• InfluencersInfluencers
–– Mothers, fathers, friends, teachers, coaches, clergyMothers, fathers, friends, teachers, coaches, clergy

•• Other ServicesOther Services
–– Air Force, Navy, Marines, Coast GuardAir Force, Navy, Marines, Coast Guard

•• CollegesColleges
–– College is first choice for high school grads and their College is first choice for high school grads and their 

parentsparents
•• Work ForceWork Force

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

•• Global War on Terrorism (GWOT)Global War on Terrorism (GWOT)



Where is Army Recruiting?Where is Army Recruiting?Where is Army Recruiting?
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What is Market Segmentation?What is Market Segmentation?What is Market Segmentation?

Demographics

Credit Card 
Spending

Media Usage

Leisure 
Activities

Segment 42 Segm
ent 

22

Cluster Algorithm

“Red, White 
& Blues”

“Young 
Influentials”
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Market SegmentationMarket Segmentation
Market segmentation is individual or Market segmentation is individual or intergroupintergroup differences in response differences in response 

to marketingto marketing--mix variables. mix variables. 

Presumptions about segments:

•different demands in a product or service category,
•respond differently to changes in the marketing mix

Criteria for segments:

•The segments must exist in the environment.
•The segments must be identifiable.
•The segments must be reasonably stable.
•The segments must be efficiently reached.
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Claritas Claritas PrizmNEPrizmNE®®

•• Household assigned 1 of 66 Segments Household assigned 1 of 66 Segments 
(150 variables).(150 variables).

•• Assigned Segment based on ZIP+4 Assigned Segment based on ZIP+4 
(10(10--12 Households).12 Households).

•• Based on syndicated survey data and Based on syndicated survey data and 
survey research.survey research.

•• Updated Annually.Updated Annually.

Lifestyle SegmentationLifestyle Segmentation

Demographics

Credit Card 
Spending

Media Usage

Leisure Activities

Segment 42 Segm
ent 22

Cluster Algorithm

“Red, White & 
Blues”

“Young 
Influentials”
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Why Segment?Why Segment?

Select target marketsSelect target markets
Prioritize marketing investmentsPrioritize marketing investments
Help determine future opportunitiesHelp determine future opportunities
Help understand buyersHelp understand buyers’’ wants and needswants and needs
Increase efficiency in product development processIncrease efficiency in product development process
Make marketing communications more efficient and Make marketing communications more efficient and 
effectiveeffective

Claritas Claritas PrizmNEPrizmNE®®



What is Army Custom Segmentation? What is Army Custom Segmentation? What is Army Custom Segmentation? 

College is
important to us.

I’m very
Patriotic.

Show me 
the money.

I love my family
and friends.

I plan to get
married.



G2/Center for Accessions ResearchG2/Center for Accessions Research 21

The EquationThe Equation

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

Army Custom Segmentation (ACS) System
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Army Custom SegmentsArmy 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 MethodologyThe Methodology
10 Strategic 

Segments

grouped by 
propensity
for military 
service.

demographic
differences  
in attitudes
toward the 
Army

clustered 
for 
attitudinal 
similarites

39 Tactical 
Segments

7 Building 
Blocks

66 PRIZMNE

Segments
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Army Custom Strategic SegmentsArmy Custom Strategic Segments

10. Settled In10. Settled In

9. Not For Me9. Not For Me

8. Show Me8. Show Me

7. Family Matters7. Family Matters

6. Just a Job6. Just a Job

5. Fence Sitters5. Fence Sitters

4. Skill Seekers4. Skill Seekers

3. Cautious Crossroads3. Cautious Crossroads

2. Duty & Tradition2. Duty & Tradition

1. Obligation & Education1. Obligation & Education

Strategic SegmentStrategic Segment

4747ModerateModerateLowLow

7777HighHighHigh FewHigh Few

8080HighHighModerateModerate

9595ModerateModerateModerateModerate

102102ModerateModerateHigh FewHigh Few

105105LowLowLowLow

135135HighHighModerateModerate

137137High MostHigh MostModerate Moderate 
MostMost

159159LowLowModerateModerate

232232LowLowHigh MostHigh Most

Military Propensity IndexMilitary Propensity IndexBarriersBarriersMotivatorsMotivators
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U.S. Army Macro Segments for Broad CommunicationsU.S. Army Macro Segments for Broad Communications

Macro Segments cover 79% of Propensed Prospects and 79% of Production
Propensed Source: DoD Youth Poll Wave 10

Production Source: USAREC Data Warehouse as of 2 May 06  

“Defenders” “Have it Nows”“Unrealized 
Dreams”

“Option 
Seekers”

Associated
Army Strategic

Segments

What do
they believe?

To protect their 
beliefs, family, 

friends and country

Important to do the 
“Right thing”

Admire military/  
from military family/ 
feel Amer. should 

serve when needed

Service to country,
Personal 

development,
New challenge,

Army is honorable 
occupation

Primarily Caucasian
HS or Living at 

Home

To gain status by 
acquiring things 
and experiences

Important to be 
recognized by 

others

Military is a means 
to an end to get 

rewards

A place to make 
something of self,
Become a leader,

Joining with friends,
Adventure, Exciting,

Physical fitness

Primarily Hispanic
HS or Some College

To find a path and 
reach their goals

Important to be a 
“Solid Guy”

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

Leadership and 
Personal Devel.,

Job Security,
Path to a better job,

A way to express 
their character

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

To be in charge of 
their own destiny 

Important to have 
choices in life

Military provides 
training & benefits, 

but you have to 
sacrifice too much

Money for college, 
Technical skills,
Job training and 
access to jobs,

Financial benefits

Primarily
African American

HS or Some College

#5 Fence Sitters
#10 Settled In #3 Cautious Crossroads#2 Duty & Tradition

#1 Obligation & Education
#4 Skills Seekers

Typical
profile

What do
they want?

Attitude to 
Military

Motivators
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Snapshot: ACS Strategic Segment 3Snapshot: ACS Strategic Segment 3

““Cautious CrossroadsCautious Crossroads””
•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. 

•Represents 10.14% of all 17-24 year olds

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

Hispanic
52%

Other
19%

African-
American

29%

Caucasian
0%

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

rather than targeting motivators.

Age 16-24
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Dominant Strategic Groups by Zip CodeDominant Strategic Groups by Zip Code

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

Strategic Segments

Obligation & Education   (5)
Duty & Tradition   (1293)
Cautious Crossroads   (1080)
Skill Seekers   (1086)
Fence Sitters   (7380)
Just a Job   (1084)
Family Matters   (60)
Show  Me   (573)
Not For Me   (123)
Settled In   (17181)
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11stst Recruiting BrigadeRecruiting Brigade

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

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

•• Use messages in the tactical marketing guide to put Use messages in the tactical marketing guide to put 
together the appropriate verbal communications to together the appropriate verbal communications to 
reach the primary segments in each stationreach the primary segments in each station’’s area.s area.
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Recruiting BN Potential by SegmentRecruiting BN Potential by Segment
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11stst Recruiting BrigadeRecruiting Brigade

•• ““Must KeepMust Keep”” zip code:zip code:
–– Army takes at least 50% of the Army takes at least 50% of the DoDDoD contractscontracts

•• ““Must WinMust Win”” zip code: zip code: 
–– Army takes less than 50% of the Army takes less than 50% of the DoDDoD contractscontracts

•• Use ACS ground counts by zip and marketing guide Use ACS ground counts by zip and marketing guide 
to find and speak to prospects in order to take over to find and speak to prospects in order to take over 
the the ““Must WinMust Win”” zip codes zip codes 
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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? Current sales force issue

“National”/Strategic “Regional”/Operational/Tactical

In the “must keep”/”must win” zips:
-Recruiters say?
-Local Advertising/posters?

Use Army Custom 
Segmentation to speak
to motivators, barriers 

and attitudes

Army Custom Segmentation ContextArmy Custom Segmentation Context
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Tactical Marketing GuideTactical Marketing Guide

Tactical Marketing Guide located at:  https://my.usaac.army.mil/downloads/usaac/HQ/CAR/MRA/MRT/Tactical_Marketing_Guide_2006.pdf

Tactical Segment #1
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Strategic Marketing GuideStrategic Marketing Guide
Strategic Segment #3 – Cautious Crossroads



Proud to Be Here, Proud to Serve

The Future for Army Custom 
Segmentation? 

The Future for Army Custom The Future for Army Custom 
Segmentation? Segmentation? 
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WhatWhat’’s Next?s Next?

•• Refine the market by:Refine the market by:
–– Updating surveyUpdating survey’’s, data, and ad tracking resultss, data, and ad tracking results
–– Transitioning from demographics to psychographicsTransitioning from demographics to psychographics

•• Arm Recruiters with Arm Recruiters with ““ToolsTools””
–– Availability of custom targets for their prospects:Availability of custom targets for their prospects:

““send send thethe right message right message in thein the right medium right medium to theto the right target right target at theat the
right timeright time””

•• Tactical Segmentation:Tactical Segmentation:
–– Promote the use of Army Custom Segmentation among ALL Promote the use of Army Custom Segmentation among ALL 

recruiting brigadesrecruiting brigades
–– Develop creative material that can be used at the local level whDevelop creative material that can be used at the local level which ich 

corresponds to the Strategic/Tactical Segmentscorresponds to the Strategic/Tactical Segments
•• Posters Posters 
•• Radio SpotsRadio Spots
•• Print AdsPrint Ads
•• Direct MailDirect Mail



“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.”

Source: McCann Worldgroup U.S. Army Recruit Study, September 2005
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US Army Custom Segmentation 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 1st Recruiting Brigade has been doing will be presented.


