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Central Psychographic Model Worksheet

To develop your Central Psychographic Model, select a target market – your primary market or an important flanker market – and refer to the Central Demographic Model for that market.  Visualize an imaginary person who embodies the demographic characteristics of that market segment.  See him or her in your mind’s eye.  That’s the image of your typical or ideal customer in that market.

Keeping that image in mind, use your knowledge of the market segment to write a description of what it’s like to be inside the minds of those typical customers; understand how they think, how they perceive the world and themselves, and what drives their behavior.  It’s best to do market research to determine their psychographics, but you may have to start with your knowledge of your market until you can do the appropriate research.  Focus on the characteristics relevant to you business and products.

Name of Market Segment: 

Self-Perceptions (How to the people in this market segment see themselves?)


Personal Image:  (Social status, economic class, role in life, key distinctions people make about themselves.  Their answer to the question, “What kind of person are you?”)

Personal Values:  (Integrity, honesty, economical/big spenders, family/career orientation.  Their answer to the question, “What’s important to you in life?”)

External Perceptions (What is their “perceived reality” of the world and the impact it has on them?  What are their expectations of the people and businesses they deal with?)

Environmental:  (Is the world a safe or a dangerous place?  Do they expect the best or the worst?  Do good things or bad things tend to happen to them?)

Behavioral:  (Do people treat them well, with respect, in a friendly way?  Do they view business people as helpful, friendly, and useful versus cold, unfriendly, and incompetent?)

Motivational:  (Are others “out to get them” or interested in their welfare?  Are salespeople after their money or trying to be helpful?  Are businesses ethical or merely greedy?)

CPM Worksheet (cont’d)
Drives (What makes them do what they do?)


Functional Needs:  (What must your products and your business do for them.  What functions must they perform, what physical features must be present.  What are the tangible aspects of your products and services that this market segments needs/wants?)


Emotional/Internal Needs:  (What emotional gratifications are these people after that your products and your business can satisfy or contribute to?)

Emotional Associations (What emotional associations are likely within this market segment, and what is likely to trigger them?)

Positive Associations:  (Are there any experiences or perceptions, common to the people in this segment, that create positive emotions and that you may be able to trigger with communications, sensory stimuli, or product design, such as family events and feelings; accomplishments; joyful leisure activities, belongings, affiliations, good work, etc.?)

Negative Associations:  (Are there any experiences, perceptions, or fears, common to the people of this segment, that create negative emotions and that you must avoid in your communications, sensory stimuli, or product design, such as anything connected with failure, danger, distasteful experiences, etc.?)

CPM Worksheet (cont’d)
	     % Interpersonal.  Their gratifications come primarily through interactions with people.

     % Objective.  Their gratifications come primarily through interacting with inanimate objects, data or systems.

     % Introverted.  Their gratifications come primarily from interacting with ideas in a solitary fashion.



Gratification Mode

Determine what percentage of the target market segment falls into each gratification mode (you can use the occupational listing below as a tally sheet).  Write in the percentages for each gratification mode where shown in the box to the right.  Select the dominant gratification mode and write it in the box below.

The dominant mode of gratification is:

	Interpersonal

	 FORMCHECKBOX 
 Actors, performers

	 FORMCHECKBOX 
 Athletes in team sports

	 FORMCHECKBOX 
Attorneys who litigate

	 FORMCHECKBOX 
 Consultants

	 FORMCHECKBOX 
 Homemakers

	 FORMCHECKBOX 
 Marketing executives

	 FORMCHECKBOX 
 Physicians with people contact

	 FORMCHECKBOX 
 Salespeople

	 FORMCHECKBOX 
 Secretaries

	 FORMCHECKBOX 
 Teachers


	Introverted

	 FORMCHECKBOX 
 Artists

	 FORMCHECKBOX 
 Athletes in individual sports

	 FORMCHECKBOX 
 Dedicated hobbyists

	 FORMCHECKBOX 
 Designers (non-engineering)

	 FORMCHECKBOX 
 Elected politicians

	 FORMCHECKBOX 
 Entrepreneurs

	 FORMCHECKBOX 
 Inventors

	 FORMCHECKBOX 
 Police Officers


	Objective

	 FORMCHECKBOX 
 Accountants

	 FORMCHECKBOX 
 Bankers

	 FORMCHECKBOX 
 Career military officers

	 FORMCHECKBOX 
 Corporate attorneys

	 FORMCHECKBOX 
 Data processors

	 FORMCHECKBOX 
 Engineers

	 FORMCHECKBOX 
 Insurance executives

	 FORMCHECKBOX 
 Investment and stock brokerage personnel

	 FORMCHECKBOX 
 Manual laborers

	 FORMCHECKBOX 
 Middle managers

	 FORMCHECKBOX 
 Physicians with little or no people contact

	 FORMCHECKBOX 
 Researchers

	 FORMCHECKBOX 
 Senior managers in large companies


      Total Interpersonal

      Total Objective

      Total Introverted

      Total number in target market

CPM Worksheet (cont’d)
	     % Experimental.  These customers want products and services that are new, revolutionary, innovative.

     % Performance.  These customers want something reliable, dependable, of proven quality. 

     % Value.  These customers want something “worth the money.”  They either want the best price or the best sense of value in their purchase.



Purchase Preference

Determine what percentage of the target market segment falls into each purchase preference category (you can use the occupational listing below as a tally sheet.)  Write in the percentages for each category where shown in the box to the right.  Select the dominant purchase preference category and write it in the box below.

The dominant purchase preference is:

	Experimental

	 FORMCHECKBOX 
 Actors, performers

	 FORMCHECKBOX 
 Artists

	 FORMCHECKBOX 
 Athletes

	 FORMCHECKBOX 
 Consultants

	 FORMCHECKBOX 
 Dedicated hobbyists

	 FORMCHECKBOX 
 Designers (non-engineering)

	 FORMCHECKBOX 
 Elected politicians

	 FORMCHECKBOX 
 Homemakers (middle and high income)

	 FORMCHECKBOX 
 Inventors

	 FORMCHECKBOX 
 Marketing executives

	 FORMCHECKBOX 
 Salespeople

	 FORMCHECKBOX 
Secretaries


	Value

	 FORMCHECKBOX 
 Accountants

	 FORMCHECKBOX 
 Entrepreneurs

	 FORMCHECKBOX 
 Homemakers (low income)

	 FORMCHECKBOX 
 Manual laborers

	 FORMCHECKBOX 
 Police Officers


	Performance

	 FORMCHECKBOX 
 Attorneys

	 FORMCHECKBOX 
 Bankers

	 FORMCHECKBOX 
 Career military officers

	 FORMCHECKBOX 
 Data processors

	 FORMCHECKBOX 
 Engineers

	 FORMCHECKBOX 
 Insurance executives

	 FORMCHECKBOX 
 Investment and stock brokerage personnel

	 FORMCHECKBOX 
 Middle managers

	 FORMCHECKBOX 
 Physicians

	 FORMCHECKBOX 
 Researchers

	 FORMCHECKBOX 
 Senior managers in large companies

	 FORMCHECKBOX 
 Teachers


      Total Experimental

      Total Performance
      Total Value

      Total number in target market
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