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Each Dimension defines an aspect of
the customer’s relationship with the
category and your company.

Superior statistical technique to create
a final Segmentation solution,
appropriate for behavioral data.

We utilize discrete-choice / choice-
based conjoint and observe
consumers making decisions, not
merely asking them what's important.

We've spearheaded Hierarchical
Bayesian Multinomial Probit modeling
within the industry, which achieves
attributions rates of 70%+ onto a
customer database.

Including attitudes, behaviors,
demographics, competitive
information, and lifestyles.

Used for all analysis purposes, and
are easily incorporated onto your
database.

In addition to Customer Segments, there are
specific Dimensions that can be used for
analysis, targeting, versioning of
communications, budget allocation, and
merchandising.

Segments are “crisp,” rather than “clouds,”
and more complex rather than one-
dimensional.

This captures decision-making attitudes with
more consistency and accuracy than other
methods, since it is through observation of
choices.

Attitudinal information can play a large role in
versioning communications and contact
strategies, as the attribution of these attitudes
is sufficiently large.

The result is the most holistic customer
segmentation available in the market today,
due to the breadth and depth of analysis of
individual dimensions.

Our expertise and on-site availability of data
reduce processing and analytic costs and
allow greater flexibility.
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Middle-age women who balance work, family,
and friends and want to look good in their many
different activities

,0.'/0

Full Closets tend to be married and have active
lifestyles — spending free time with family and
friends. Outside of work they enjoy shopping,
domestic travel, gardening, and exercise.

0..0) 3,%2,,C

High demand makes Full Closets among
Hankson’s best customers. They are active
across most women'’s departments, and shop at
HBS on an average of every three months.

0. /)3
She has a collection of shoes that allow her to
pick the right pair for the right occasion. A shoe
store with a wide selection at reasonable
prices is ideal because it allows her to add to
her collection when the mood strikes.

,0./)50
Frequent purchases of multiple pairs have
landed these customers in the upper Value
Tiers. They spend an average of $412* in the
category annually, and HBS captures 63% of
this spending.

*Primary Research Self Reported Data.
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Moderate-income families consisting of active
households with kids and working parents

,0.'/0

They are involved in their children’s sports,
but they also enjoy outdoor activities such
as hiking and camping. They are direct malil
responsive and credit active.

0..0) 3,%2,,C

Hankson’s wide selection appeals to these
customers. Family Footwear are frequent
shoppers who purchase for the entire family
(men’s, women's, and children’s) across
multiple departments, including casual,
dress, and athletic.

0. )3

With busy lives and multiple people to shop
for, Family Footwear households are looking
for convenience. When it comes to shoes,
a one-stop shop where everyone can get
exactly what they need is the preferred
destination.

,0./)40
Members of this segment primarily fall in the
top two Value Tiers. They spend an average
of $477* in the category annually, and HBS
captures 55.3% of this spending.

*Primary Research Self Reported Data.
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Independent men with busy lives who know
what they like and shop for themselves

,0.'/0

The day is just getting started when they leave
work. They fill their evenings and weekends
going to gym, rock climbing, hanging out at the
beach, or going out on the town.

0..0) 3,%2,,C

With a wide selection of shoes for all of their
activities, Hankson'’s has proven its worth to
Men’s Department. HBS is the top-of-mind
retailer and gets frequent visits from these
customers.

0. )3

Shoe shopping, and shopping in general, is not
a priority. These customers are looking for a
one-stop shop where they can get shoes for all
their activities without having to spend a lot of
time in the mall.

,0./)50

These customers need many different types of
shoes, and have found them all at Hankson's —
resulting in valuable relationships. They spend
an average of $327* in the category annually,
and HBS captures 62% of this spending.

*Primary Research Self Reported Data.
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High-income, younger women who are
career-oriented and have a flair for fashion

,0.'/0

They have sophisticated tastes, with interests
such as wines, gourmet cooking, and foreign
travel. They utilize many forms of credit,
including specialty retailer cards, and are
responsive to promotional mailings.

0..0) 3,%2,,C

While they have previously found designer
shoes at Hankson’s, the limited selection of
name brands means HBS is not their top-of-
mind retailer. Hankson's is generally a
destination chosen only when they cannot find
what they need at a department store.

0. )3

They are constantly looking for the latest styles
and “hot” brands. Shopping to find the perfect
shoes to complement their wardrobe is time
and money well-spent.

,0./)450
While they are less frequent shoppers than
other Destination Segments, the high price
point of designer shoes drives them into the
top two Value Tiers. They spend an average
of $736* in the category annually, and HBS
captures 30% of this spending.

*Primary Research Self Reported Data.
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Young women just getting established in their
careers who have limited means but still care
about how they look

,0.'/0

They have a wide variety of lifestyles, but their
lack of disposable income prevents them from
pursuing some of their desired activities.

0..0) 3,%2,,C

In the past, Hankson’s has won their business
with sales and low price shoes. While not a
destination retailer, HBS gets considered when
they receive a promotion in the mail.

0. /)3

While they would love to have the right shoes
for every occasion, their limited income
precludes this. They do get tempted to buy a
new pair when they receive a coupon or see a
buy one, get one free sale.

,0./)450

Multiple, but inconsistent, purchases of low
price shoes has made these customers
moderately valuable. They spend an average
of $346* in the category annually, and HBS
captures 45% of this spending.

*Primary Research Self Reported Data.



HAB ,, *JISE+

F?9B
FHJ *B!BE+

F?JB
F?9G *BIGE+
@AIJE

?GL7A:
FA9 1 F?99
A@!GE
7918E

2, ,0:).0

Athletic weekend-warriors that demand durable
shoes to support their rugged lifestyle

,0.'/0

These customers define themselves by the
activities they participate in. Camping and
hiking is a preferred activity, along with a variety
of team and individual sports.

0..0) 3,%2,,C

Their relationship with Hankson'’s has been
restricted to the purchase of boots and athletic
shoes. The infrequent purchase pattern of these
customers is likely due to the limited offering
HBS has in those departments.

0. )3

At their current pace, these customers go
through a lot of shoes. They have a favorite
brand they trust and purchase time and time
again. The store that carries the latest and
greatest shoes within that brand will be their
next stop.

,0./)450
These are low value customers, primarily in
the bottom two Value Tiers, as they have only
entrusted a portion of their category
consumption to Hankson’s. They spend an
average of $282* in the category annually, and
HBS captures 38% of this spending.

*Primary Research Self Reported Data.
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New customers from all walks of life

,0.'/0

Just getting started, or plodding along, these
customers have yet to hit their stride. They are
preoccupied with their day-to-day life, and don’t
have a lot of time for luxury or extravagant
activities.

0..0) 3,%2,,C

These customers were recently introduced to
Hankson Brothers. Selection, convenience, and
price all play a role in attracting these customers
into HBS.

0. /)3

Entry Level customers are not yet set in their
ways when it comes to shopping for shoes.
They are looking for a retailer that meets all
their needs and that they can trust for all of
their future purchases.

,0./)50
Entry Level customers have yet to produce a
lot of value as they are recent, single
purchasers — they fall into the lower Value
Tiers. They spend an average of $203* in the
category annually, and HBS captures 32% of
this spending.

*Primary Research Self Reported Data.
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Young singles and empty nesters who value life
experiences over material possessions

,0.'/0

Family and rich experiences are a valued part of
their everyday lives. They don’t concern
themselves with spending extra money on brand
names.

0..0) 3,%2,,C

While they have made multiple purchases from
Hankson'’s, the items they purchase have all
been discounted. They shop off of the
clearance rack and respond to direct mail pieces
that include coupons.

0. /)3

They are price sensitive first and foremost.
They do not attach a high value to “cool” or
“trendy” shoes, and being budget-minded, they
look for quality products that are durable over
brand names and fashion.

,0./)50
Bargain Bin customers fall into the lowest
value tiers, primarily because they are not
active in the category. They spend only $91*
per year on shoes, and Hankson'’s captures
50% of this spending.

*Primary Research Self Reported Data.
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Tenured one-timers who have failed to launch

,0.'/0

A diverse demographic group that shares
common interests. They enjoy watching
movies, spending time at home, and the are in
their local book club. They also enjoy domestic
travel, particularly touring the country in their
RV.

0..0) 3,%2,,C

They purchased a single pair of shoes at
Hankson'’s, either in an emergency or when they
found that “perfect” pair. However, the
experience was not satisfying and they are
unlikely to return.

0. )3

These customers want the shoe shopping
experience to be easy. They want a smaller
store that specialized in their style, and they
are willing to pay for this convenience.

,0./)450
These single purchase customers have not
returned within a year and are the lowest value
segment. They spend an average of $433* in
the category annually, but HBS captures only
15% of this spending.

*Primary Research Self Reported Data.









