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Introduction
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Segmentation should be one of your business’ 
most valuable assets. At its core, it helps you 
understand your customers implicitly, so you 
can treat them as individuals, rather than a 
homogenous mass. This is essential for your 
business’ survival. Modern consumers crave 
and expect personalisation. But every time 
you try and use your segmentation to this 
effect, it fails. Sound familiar? 

We explore the reasons why this happens. 
Then we provide a way to address these 
problems: hybrid segmentation. Learn how 
this advanced approach to segmentation will 
elevate every customer interaction you have, 
fuelling business growth.



Limitations 
with traditional 
segmentation
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Segmentation remains a core strategic tool for growth: 

Survey-based market 
segmentation helps you 
understand what makes your 
current and prospective 
customers tick. It looks at higher 
level and category-specific 
attitudes and motivations, helping 
you tailor your brand, products, 
pricing and communication to 
appeal to specific groups.

Database customer 
segmentation is driven by your 
existing customers’ transactional 
behaviour and engagement, 
lending itself more towards 
tactical eCRM targeting. 
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Hybrid segmentation tackles these problems head-on. We explain how 
by revealing the process behind this advanced research programme, 
its outcomes and what they can mean for your business’ future. 

Having separate, parallel survey and 
database segmentation is a drag on 
growth. Why?

There’s a lack of strategic focus since different parts of the company are pulling in different 
directions – they aren’t unified under one segmentation framework. And when used in isolation, 
the segmentations have significant failings: 

Survey segmentations aren’t tagged onto your customer database, meaning 
propositions can’t be targeted effectively to the right customers with the right message. 
This also makes marketing initiatives harder to prioritise and measure success.

Database segmentations have little understanding of ‘the why’ behind customer 
behaviour, making it difficult to create engaging and relevant content. You also can’t 
anticipate consumers’ changing needs or address the potential customers rejecting 
your current propositions. Often, database segmentations become a tool to drive 
promotions rather than building long-term engagement with the brand.
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What is hybrid 
segmentation?
Increase the value of every customer interaction you have.

Hybrid segmentation combines customer data, survey data and third-party marketing data 
alongside a more psychographic understanding of the whole market to create a high-level view 
of your customers. 

This 360-degree view of your customer data connects what consumers do with why they do it. 
The segments are attributed to your database using the latest machine-learning algorithms, 
enabling personalisation at scale.
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As the segments are focused on both the what and the why, 
you understand:

Not only that but your relevant teams all have access to the same information and can use it 
operationally. This results in the right decisions being made across your entire organisation 
because everyone shares a common focus, boosting the success of all your activations.

Hybrid segmentation enables:

Which segments to target for business growth

What new products and concepts to focus on

The most effective language and imagery for CRM engagement

Which media to use to reach your target segments

How to personalise your website landing pages 

How to optimise the position of your current products

Unified teams working under a single segmentation framework

Marketing direction for your established business touchpoints

Direction for the acquisition and growth of your current customers

Demonstrable ROI to obtain internal investment for innovation

Keep reading to learn how hybrid segmentation works and the specific ways you can 
use it to drive growth.
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How does 
hybrid 
segmentation 
work?
Hybrid segmentation begins with a voyage of discovery, deep-diving into your existing data. This is 
followed by a survey and obtaining a market sample as well as a customer sample. It ends with rich 
market segments you can attribute to your customers, unlocking exciting possibilities for all your 
future interactions.



Step 1: Database audit

The beginning of this process is about becoming familiar with the type of data assets you own, 
the types of fields you have and the quality of those fields. Other information needed is the size 
and volume of your customers, how they arrived in your database, what type of customers they 
are and what information you hold on them. These insights inform the research programme's 
design - the survey content, sample structures, and delivery of segmentation. 

Step 2: Survey content

Specific attention is paid to replicating your key database fields by asking direct questions such as: 
‘How did you book this holiday?’ Sometimes ‘proxies’ are also required to get content that is as 
close as possible to what you have on your database. This is to ensure the customer sample and the 
market representative sample have the same type of data assets for the segmentation (because 
there’s no customer database for the market sample). 
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Step 3: Interview samples

The customer sample is obtained from your database – it only includes your current customers. 
It’s used for stress-testing segmentations (e.g. are the segments differentiated across behaviours?), 
profiling products, and developing database algorithms (predicting segments from just your 
database data). 

To reposition your brand or extend your products and services to appeal to new prospects, 
a market sample is also needed. This is usually sourced from a panel company that has 
opted-in respondents who’ll match market-level quotas. Fused together, both samples allow 
for well-rounded segmentation, making it more valuable for branding, comms and innovation, 
as well as CRM.

Step 4: Analysis

Analysing the relationships between your survey and database content begins. This identifies the 
candidate drivers of the segmentation that most relate to customer behaviours on your database, 
as well as the wider market behaviours. 

From there, an iterative segmentation analysis process starts, focusing on the drivers that matter, 
as well as monitoring database attribution success throughout. The goal is to deliver ‘rich 
segments’ that can be tagged back to your database. Once segments are signed off, database 
algorithm development can begin using the latest machine-learning algorithm approaches. 
Segmentation can then be attributed to your database – you can target individual customers to 
your segments without the need for surveys. 

Important note: success can only be maximised by incorporating your 
data assets in the process from the start – database attribution as an 
afterthought rarely works well.
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Segmentation should be one of your business’ 
most valuable assets. At its core, it helps you 
understand your customers implicitly, so you 
can treat them as individuals, rather than a 
homogenous mass. This is essential for your 
business’ survival. Modern consumers crave 
and expect personalisation. But every time 
you try and use your segmentation to this 
effect, it fails. Sound familiar? 
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This is only the beginning

Hybrid segmentation isn’t a one-off research 
project. It’s the starting point of a new way 
of working, where every key stakeholder 
understands who your customers are and 
why they make the choices they do. 
Where your segments can be used all the 
way from strategy through to execution to 
help you achieve your business objectives. 

For this to happen, silos need to be broken. 
Your insights, marketing, innovation, 
and procurement teams should be 
connected by a common focus. 

This directive needs to come from the top. 
Decision-makers need to communicate the 
significance of hybrid segmentation and 
how it should drive every strategic decision 
made in the business. 

Exciting benefits await organisations that 
take hybrid segmentation seriously. Let’s look 
at these benefits in more detail. 
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7 benefits 
of hybrid 
segmentation 
You might have tried using segmentation in the past for brand proposition development or 
strengthening relationships with your existing customers. But it’s always been an exercise that 
has never quite delivered. 

Hybrid segmentation is much more practical. You can target specific customers in their 
relevant segments to drive effective marketing, branding, communications and innovation. 
We reveal what this looks like using examples from businesses already reaping the benefits 
of hybrid segmentation.
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1. Increased 
product and 
service uptake

Hybrid segmentation helps you create 
products and services that are attractive 
to specific customers – including 
valuable but underserved customers – 
driving uptake. You can design offerings 
around a target segment’s unique 
motivations, needs and behaviours, 
boosting appeal to existing customers 
and the wider market. 

A leading travel company used hybrid 
segmentation for its Tours proposition 
development. It had rich segments in 
terms of needs and motivations. 
Segment A preferred traditional touring. 
Segment B wanted more authentic, 
culture-filled tours that were flexible and 
off-the-beaten-track. Further research 
revealed that Segment B was a better fit 
with global emerging trends, presenting 
the biggest opportunity. 

A new proposition was built entirely 
around Segment B - the most valuable 
segment during that time. And because 
the segment was tagged on it’s 
database, the travel company could 
share its proposition with customers who 
were likely to take up flexible tours. 

Razor-sharp product positioning 
alongside effective comms resulted 
in a 215% uptake of the new product 
versus other holiday products, 
showcasing that the proposition was 
well-positioned for the target segment. 

2. Improved 
customer loyalty

80% of consumers are more likely to 
make a purchase when offered 
personalised experiences, according to 
Epsilon. If you want customers to choose 
your products and services over others 
on the market, hybrid segmentation is 
essential. It can help you make 
customers feel like they’re more than just 
a number, which is often the case when 
personalisation is lacking. 

Hybrid segmentation helped the 
aforementioned travel company deliver 
personalisation at scale to improve 
customer loyalty. It understood the 
personality, needs and feelings of its 
segment. This understanding helped the  
company create and share targeted 
brochures to specific customers, rather 
than distributing them to everyone in its 
database. The ROI of these brochures 
more than covered the cost of the 
segmentation programme itself. 

Hyper-personalisation isn’t achievable 
with traditional segmentation: you can’t 
predict which segment the customer 
belongs to when interacting with them. 
You can only guess based on your 
research from your segmentation. 
And a wrong guess may negatively 
impact your relationship with that 
customer. The travel company also 
adapted its landing page web design 
based on its Traveller segments to create 
better customer experiences. 
Moreover, it plans to use the segments 
to personalise its in-store marketing, 
making its customers feel seen and 
heard no matter where they decide to 
shop. This proves that there are hardly 
any limits to personalisation where 
hybrid segmentation is concerned 
- it’s a superpower for customer loyalty.
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3. More value 
out of existing 
customers

Increase your revenue and drive 
profitability by selling more to your 
existing customer base. Hybrid 
segmentation makes this easier by 
helping you build stronger relationships 
with your current customers. One of the 
world’s leading insurers discovered this 
recently. Using hybrid, it built an online 
tool its agents could use to have more 
meaningful and results-driven 
conversations with its clients.

The tool was a one-page online 
document. When a tagged customer 
called, the document would appear on 
the agent’s screen. It told them how to 
navigate the conversation, focusing on 
specific emotional drivers and products 
related to those drivers. 

This enabled more meaningful 
interactions. The agent could 
concentrate on fulfilling the client’s 
aspirations because they understood 
their needs and motivations implicitly. 
The client likely came away from the call 
feeling as if they’d truly been listened to, 
boosting their opinion of the insurer and 
the likelihood that they’d invest in its 
products. Done consistently, it’s easy to 
see how tailored experiences such 
as these can increase the value of 
existing customers. 

4. Increased 
competitiveness 

Hybrid segmentation is how you can 
compete with the best services in 
the world. 

You move from treating your 
customers as a homogeneous mass to 
individuals, creating online and in-store 
shopping experiences that are unique to 
your segments.

One leading Swedish retailer used 
hybrid segmentation to this effect. 
Segmentation profiles revealed what 
was core to its customers when 
shopping: their different motivations, 
drivers and barriers to purchase when 
shopping in-store. 

Out of this, it developed a customer 
journey map for its two target segments. 
Segment A craved an exciting and 
inspirational shopping experience. 
Segment B wanted a more reassuring 
and informative buyer journey. The 
retailer implemented the customer 
journey variants within two of its popular 
stores to see which one generated higher 
levels of footfall. 

By measuring footfall, the retailer was 
able to identify what kind of shopper 
journey was most desirable. The results 
will help it refine its in-store experience 
even further, making it stand out to new 
and existing customers. 



5. Improved 
customer 
centricity

Hybrid segmentation helps you improve 
customer centricity. With a deeper 
understanding of your customers’ needs, 
you can create and modify your services 
so they’re completely moulded around 
your customers, driving satisfaction.

The travel company we discussed 
earlier found this when using its 
segments to make better-informed 
decisions about its holiday 
representatives. 

In its research, they discovered how some 
segments valued holiday representatives 
much more than others. It then looked 
at theaccommodation these segments 
used to identify which hotels were under 
or over-resourced with holiday reps.

In a trial, the company reallocated its 
rep-resource across its hotels in six cities 
to see how this impacted specific KPIs. 

The results were eye-opening. Its service 
score for the relevant segment increased 
(This increase doubled during the peak 
of summer) and there was a significant 
reduction in customer complaints. This 
proved that the reallocation of its rep 
resource boosted customer satisfaction. 
As well as improving customer centricity, 
the company was able to make better 
use of its rep resource. No money was 
wasted on reps who weren’t needed at 
specific hotels to keep travellers happy, 
increasing resource and cost efficiency. 

6. Unified 
teams

Connect multifunctional teams in 
rewarding ways using hybrid 
segmentation. The travel company 
discovered this when creating its new 
Tours proposition. It’s Insights team was 
able to explain what the segments were 
to the Innovation team, which, in turn, 
was able to design the new type of 
holiday. 

Following this, the Procurement team 
was able to buy the right holiday sites 
and create these flexible tours, 
maximising their budget and ROI. Then 
the eCRM team was able to personalise 
and direct their communications to the 
target audience exactly when travellers 
were looking to book their holidays.

Hybrid segmentation created a 
completely connected journey across 
the company’s business functions. 
Everyone was on the same page about 
which segment they needed to use to 
drive their decisions. This boosted the 
overall success of the Tours product, 
as it would with any activation where 
the entire business is unified under one 
segmentation framework. 

bonamyfinch.strat7.com



7. Demonstrable 
ROI

With one financial crisis after another, 
today’s businesses face a lot of pressure 
to maximise their budget and deliver a 
tangible ROI. It’s why there’s never been 
a stronger need to accurately measure 
the impact of your activations, identifying 
what’s working and what isn’t, so you can 
strategise better and stay ahead of 
the game. 

Hybrid segmentation fulfils this need. 
It opens you up to new opportunities to 
measure ROI and gives you validated key 
metrics for the majority of your 
activations. Just think back on how the 
travel company was able to measure the 
impact of its segmentation when using 
the data for its rep-resource reallocation.

In fact, further analysis revealed that its 
hybrid segmentation delivered additional 
revenue in the region of £50 million in 
the first 18 months. 

With the ability to demonstrate the 
results of segmentation used across the 
business, it should make it easier for you 
to obtain internal investment for further 
activation. And through this, you can 
continue to deliver new, exciting and 
satisfying customer experiences that 
make your brand stand out, 
encouraging growth. 
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Is hybrid 
segmentation 
right for your 
business? 

Adapting your segmentation approach will be instrumental 
in securing your company’s future. Share this ebook with your 
colleagues to spread the word.

Hybrid segmentation has practical 
considerations. It’s a longer progress than 
traditional segmentation and it requires 
more resources. You also need a deployment 
plan and the analytical capabilities to execute 
and manage it. 

More than anything, your teams need to be 
motivated to work together under a unified 
framework, ensuring individual activations 
all contribute towards a common goal. 

It might sound like a lot of work, but it’s all 
achievable and worth the investment ten 
times over. Hybrid segmentation helps you 
realise the massive potential of your 
customer data, driving the performance of all 
your activations. It also makes reporting your 
success more seamless, so you can obtain 
investment for innovation, increase 
opportunities and grow your business. 
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80% of consumers are more likely to 
make a purchase when offered 
personalised experiences, according to 
Epsilon. If you want customers to choose 
your products and services over others 
on the market, hybrid segmentation is 
essential. It can help you make 
customers feel like they’re more than just 
a number, which is often the case when 
personalisation is lacking. 

Hybrid segmentation helped the 
aforementioned travel company deliver 
personalisation at scale to improve 
customer loyalty. It understood the 
personality, needs and feelings of its 
segment. This understanding helped the  
company create and share targeted 
brochures to specific customers, rather 
than distributing them to everyone in its 
database. The ROI of these brochures 
more than covered the cost of the 
segmentation programme itself. 

Hyper-personalisation isn’t achievable 
with traditional segmentation: you can’t 
predict which segment the customer 
belongs to when interacting with them. 
You can only guess based on your 
research from your segmentation. 
And a wrong guess may negatively 
impact your relationship with that 
customer. The travel company also 
adapted its landing page web design 
based on its Traveller segments to create 
better customer experiences. 
Moreover, it plans to use the segments 
to personalise its in-store marketing, 
making its customers feel seen and 
heard no matter where they decide to 
shop. This proves that there are hardly 
any limits to personalisation where 
hybrid segmentation is concerned 
- it’s a superpower for customer loyalty.


