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Study Identifies the Least Price-Sensitive Consumers
Sept 22, 2009

-By Becky Ebenkam
4 ky P Cryowvac® food packaging

products and systems are
one of many innowations
from Sealed Air Corpora-
A new study posits the idea that there is and identifies 59 million such U.S. adults who are a tian.

marketer’s dream -- especially during a recession.

Is there such a thing as a recession-proof consumer?

Those consumers, called NEOs (for “New Economic Order”), are somewhat immune to financial
fads because they value individuality nd design over getting the lowest price.

They are even-keel spenders over time, so less likely to shut their wallets during economic Learn More

downturns.

Originally identified by Australia’s Social Inteligence Lab in a segmentation study, NEOs contrast with mainstream consumers or
“Traditionals” -- the half of the adult population who are motivated by the value of the features they get and how low a sticker can
go.

A consumer’s “NEO-ness” is not defined by wealth, income or age per se -- it is a measure of spending habits, attitudes and
behavior.

In North America, marketing firm Fingerprint Strategies has used this research as the basis for tracking the attitudes and
behaviors of 800,000 consumers in an ongoing survey to identify the best consumers to target in a down economy. The firmis
releasing a white paper this month looking at the psychographic in detail.

“From country to country, half of the consumers behaved the same: when the economy was good, they spent; when it was down,
they didn’t,” said Chris Norton, chief strategist of Fingerprint Strategies in Boulder Colo.

Of the remainder, roughly half had NEO ftraits, but didn’t have the same amount of disposable income. They are known as
“Evolvers.” But NEOs “were more consistent -- they didn’t fall apart when things were bad [because] they have a wider value
structure: design, individual style, authenticity, providence. When NEOs find the things they want, they spend freely,” he said.

Naturally, there are NEO-attractive brands, and Norton rattled off a few, including Apple, W (the boutique hotel chain),
Anthropologie, Audi and Subaru as examples.

Apple’s bustling retail environment and ability to sell products at significantly higher prices than competitors despite the economy
underscores the company’s understanding and targeting of NEOs, he said. Fingerprint Strategies’ research also indicates that
consumers intending to buy a new Subaru tend to be in this segment: 33 percent are NEOs, and 41 percent are Evolvers.

The retailer Anthropologie is another NEO magnet. “It's very experiential, it doesn’t lead with price and it connects on this sense of
discovery,” Norton said, referring to Urban Quffitter's high-end casual clothing chain. “They reduce the sense of, ‘I can get this
somewhere else.”

For those interested in wooing NEOs, though, Norton advised caution. Members of the group are easily turned off by too many
marketing messages, price plays or a lack of authenticity.

“They have to know if they want the product first -- you win them over with ideas and design,” said Norton. “But whatever medium
you use, understand the next medium they’ll look at is your Web site.”

Study Identifies the Least Price-Sensitive Consumers

--The U.S. has roughly 59 million NEOs, which represent about 24 percent of the adult population. They value individuality and
design over pricing and are less likely to pull back spending during economic downturns

--NEOs can be in any income or age group: the classification is a measure of their spending habits, attitudes and behavior, not
demographic data

--94 percent of these American NEOs are considered “Big Spenders.” They are in the top third of discretionary spenders
--NEOs are more likely to purchase things that have a personal meaning, are authentic and, ultimately, are special

--NEOs are generally the first to begin spending as the economy emerges out of recession. They rate 20 points higher than the
rest of the population on measures of consumer confidence

--NEOs measure in the top 40 percent of the 82 defining attitudes and values that motivate high spending

- Nielsen Business Media
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Think All Store Brand Buyers are the Same? Think
Again!

October 06, 2009

2008 was a stellar year for store brands in the United
States, with both dollar and unit growth outpacing branded
offerings across consumer packaged goods (CPG)
categories. More >>

Ruiz Foods’ Tornados FSI Blows Into Stores
EQUIPMENT: Scaling New Heights

USDA, FDA Unite to Develop New Produce Food
Safety Rules

Four Fresh Summit Exhibitors Earn ‘Best of Show’
Honors

More News >>
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Supply Chain Management Key to Cost-Cutting: Study
Leading retailers are expanding the role of supply chain
management (SCM) within their organizations to better
manage inventory, control costs and maintain first-rate
customer service, according to a new report released by the
Retail Industry Leaders Association (RILA) and the Auburn
University Supply Chain Management Program.

EQUIPMENT: Scaling New Heights

The HLX Service Scale, manufactured by Troy, Ohio-based
Hobart Corp., is an adaptable, versatile and scalable (pun
intended) tool that can enhance the business of any retailer’'s
fresh food departments.
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The Beer Online Profit Guide, your
online source for Beer Category
Profitability. We're open 24 hours
with Industry insights as fresh as
our beer.
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