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In the previous E-zine, we talked about “Really Useful 
Concepts” and how working with such concepts can impact 
positively on your business as a marketer.  
  
In the present one we will take, as an example, the identi-
fication of the “Really Useful Consumer” and see  its im-
plications for your business decisions. 
  
It is a fact that consumers are narrowing their choices on 
the market to what is most important for them.  

Anticipating their choices cannot be done based on their 
demographics and socioeconomic traits. People of the 
same age, gender, and income level may have different 
priorities in their lives.  We can only anticipate their choices 
if we understand what their priorities in life are. 

 

 

  What are Consumer Priorities in Life?  

 

Priorities in life should not be mistaken with fads. 

Fads are short lived. They are unpredictable because they 
come and go. They affect just one aspect of life. 

To the opposite, Priorities In Life are powerful and long 
lasting factors that shape all the aspects of life. They 
require a very specific know-how to be discovered. They 
lead to identify a product’s most promising target group 
and the most adequate marketing mix for this group.  

 

 
 

 

 

Let us illustrate the above process and how it impacts 
business decisions based on a study we conducted for 
one of our clients. We identified a consumer segment of 

 



 

interest characterized by the following priorities in life:  
  
• “Conviviality” as opposed to “raw individualism” 
• “Cultural heritage” as opposed to “breakaway 

change” 
• “Simple natural life” as opposed to “sophistication” 
• “Easy going” as opposed to “tough minded” 
• “Self-progress” with a sense of long-term and personal 

evolution as opposed to “here and now” immediate and 
material benefit 

  
  

These characteristics are not just descriptive; they 
translate into business decisions that affect the whole 
marketing mix.  

Let us see, as an example, how they affect the selection of 
the communication codes or the communication “style” 
suited to the product.  

   

 
 

E-Zine Quote  

 

You can only antici-
pate consumer choices 
if you identify their 
Priorities in Life  

 

 
  Communication Codes 

 

Below are illustrations of guidelines we derived from the 
Priorities In Life of the segment: 

 

 

 

What to do 
 

What to avoid 

 

 

Contact Information  

 

If you have any Questions or 
comments, please e-mail us at  
  
infodep@reachmass.com  
  
or call  
  
UAE +971 6 5722636 
  
Lebanon +961 1 284100 
  
KSA +966 2 2843499 
  
www.reachmass.com 
  
www.differentiate-it.co.uk 
  
For previous E-zines, visit our 
website, section News 
  
To remove your name from our 
mailing list, please click here 

 

 

In our next E-zine we will be looking at the  promotional techniques that fit the “Really 
Useful Consumer” 

 

 
 

 
 


