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CHAPTER 2

Working with Community
Tapestry Data

An orientation to the lifestyle
segmentation system

This chapter provides an introductory overview of the Community Tapestry lifestyle
segmentation system. I is based on the Community Tapestry demaonstration

C1, which has been integrated into the data CD for this book, In the following
exercises vou will use this system to develop a direct marketing program for the
Silver and Stones® jewelry store in Santa Fe, New Mexico. You will learn how o use
the Community Tapestry tools 1o determine the values, behaviors, and purchasing
patterns of different Iillchl}'|c segments and to use this information 1o develop
effective marketing strategies,

Mote: You should read this chapter and complate the exercises betore undertaking chapters 4
or &, which use the Community Tapestry systeam and assurme familiarily with i,

* This is a hetional company and scenario, created For educational purposes only, Any
resermblance w actual persons, events, or corporations is unintended,
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Learning objectives

In order to develop a direct marketing program, in the following exercises you will use the
Community Tapestry system

1. Select attractive Community Tapestry segments for a product or service

B

Identify the dominant Community Tapestry segments to which existing customers belong

Identify segment values, behaviors, and purchasing patterns relevant to the marketing program

R ]

. Identify geographic concentrations of Community Tapestry segments that present growth
Opportunines

Marketing scenario

If you recently completed the first chapter in this book, you will recall that Silver and Stones, Inc.,

is a jewelry store in Santa Fe, New Mexico, specializing in original picces of jewelry crafted by local
artisans, Each picce is unique and comes with a certificate of originality and authenticity signed by
the artisin who crafed it

Silver and Stones's primary market is twourists in the four-season Santa Fe recreacional arca. T'he store
is located near a busy tourist shopping area in Santa Fe that includes several other jewelry stores

and souvenir shops. Owners Bill and Belle Buell have been successful in distinguishing Silver and
Stones from competing stores with unique pieces thar offer tourists distinctive mementos of their
Santa Fe experience, Despite higher prices, many tourists return 1o the store cach time they vacation
in the area and many have become regular customers. The Buells cultivare this loyalty by asking
cach customer 1o provide an address to which they send a quarterly newsletter. Each edition features
silversmiths who design picces for Silver and Stones, with pictures and descriptions of the pieces
they have designed.

The Buells wish o increase sales by adding a database marketing program using a direce-mail
campaign that targets prospects across the United Stares, Direct-mail materials will be shorter and
more focused than the newsletter, describing a few selected items 1o recipients and inviting chem
1o arder by mail, phone, or the firm's transactional Web site. Current newsletter recipients will

I the foundation of the marketing darabase. However, the Buells wish to extend the database to
other houscholds across the country who share the lifestyle patterns and values of their newsletter
subscribers. In this chapter, you will use the Communiry Tapestry system to assist the Buells in
this project.
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Background information

Fhe Community Tapestry segmentation system is 4 product of ESRI. I classifies households in the
Unired States into 65 distinet lifestyle segments, The system combines demographic data with hous-
ing, lifestyle, and purchasing behavior information to produce rich profiles of its 65 segments. This
provides markerers greater insight inta the morivation and behavior of their customers and prospects,
something that is not possible with purely demographic segmentation systems,

Lommunity Tapestry is enhanced even furcher when combined with Marker Potential Indexes
(MPIs) based on data from Mediamark Research Inc. These indexes report Community Tapestry
segment behaviors on an extensive range of attitudes, lifestyle activities, media habits, and pur-
chasing patterns. Specific indexes are included for 4 range of consumer product categories, As ull
the indexes are based on a standard value of 100, which represents the national average across all
houscholds for thae behavior, the patterns of a Communiry Tapestry segment relative 1o a set of
behaviors are immediately clear, For exa mple, if the MPI for the 04-Boomburbs segment on the
behavior “Heavy newspaper reader” is 125, it means that houscholds in this segment are 25 percent
more likely than the national average to read newspapers heavily, Therefore, newspapers would be
a good medium for communicating with these households, Similarly, the variations in behavior
between houscholds in two or more Commuy nity Tapestry segments allow marketers o railor offer-
ings to a defined ser of values and behaviors, This is. in Fact, what you will do in this exercise for
Silver and Stones.
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== Exercise 2.1 Explore the Community
Tapestry demonstration

To use the Community Tapestry system as an effective marketing rool, you must understand its
structure, the segments it contains, and the rich data it provides on the purchasing behavior of
segments, Thus, in this exercise, you will:

« Run the Community Tapestry demonstration

« View demographic summary tables and profiles of Community Tapestry segments

+ Select Community Tapestry segments and compare their demographics, values, and jewelry
purchasing patrerns

Start the demonstration

{  Open Windows Explorer by right-clicking Start at the lower left corner of your computer screer,
then choosing Explore.

2 Navigate to the directory to which you installed the data for this book and expand the GISMKT
folder, then click and expand the CommunityTapestry subfolder.

Addiess ||__‘,'| CGISMET\CommunityTapestry

Folders X  Name ~
(2} Desktop ~ UM
# ) My Documents LDPOFs
=+ My Computer ’Iﬂﬂﬂpﬂfl’ﬁ
(= < Local Disk (C1) Caitras
[# I Documents and Settings % autorun,inf
= 10 GISMKT ESRI.bmp
) BetterBooksSF WESR].exe
I CRALexington _$ESRLIni
SRS ] CarmmunityTapastry I:J Readme, bk
I3 Media
I PDFs
s u 'Shmbfiﬂﬁ

B ) ras



Explore the Community Tapestry demonstration Cooic . -':I

3  Double-click ESRI.exe, This opens the main menu for the Community Tapestry demonstration.
(Note: If you do not see file extensions, click Tools > Folder Options, then click the View tah,
Make sure the option te "Hide extension for known file types” is not checked.)

Coamirunily ™ Tapestry ™ classilies U S neighborhoods into 85 distnetive segmanis based on more than 80 atiribules
Inclisting sncome, sourcs ol noorma, smployrmant, home value, housing lype, occupabion. sducalion, householkd
composiion, mpo, and other key delerminants of consurmar behavior These segrmanls are summanized by LilaMode
[lilmatylm and lifestage) and by Wrbanimiion (populmion density and afleence)

TR S e,

About Community Tapesiry

Using Community Tapestry

Accessing Community Tapestry : . - .‘ Gy
Community Tapestry LifeMode Summary Groups . a
Community Tapestry Urbanization Summary Groups

Community Tapestry Segment Descriptions

o = G5 Solvwwmrw  About GIN | Abowt 158

Learn about the Community Tapestry
system

1 Click About Community Tapestry and read the overview of the Community Tapestry classification
system, including the two associated POF documents. When you are finished, click Home to return,

2 Click Using Community Tapestry to view a list of possible applications for the Community Tapestry
system. When you have finished reading, click Home to return,

The list of applications you just saw includes some of the tasks you will perform for Silver and Stones,
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View a summary table of the 65 Community Tapestry segments

1 Click Community Tapestry Segment Descriptions, then Community Tapestry Summary Tahle to
apen a PDF document containing a summary table of the 65 Community Tapestry segments and
their majar demographic characteristics.

‘ 2005 Community™ Tapestry™ Summary Table
[ e
1 Laan Fop T L T T ]
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2 Scroll through this table, noting the names of the Community Tapestry segments along with their
size and demographic characteristics. When you are finished, close the POF.

View segment profiles

1 Back in the Community Tapestry system, click Segment Profiles. This page lists the 65
Community Tapestry segments in a box at the bottom of the window,

el 1]

Community Tapestry
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Explore the Community Tapestry demonstration

2 Scroll throngh the segment names, then click on one of your choice to open its segment
description.
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I'he descriprion window displays a summary of the segment you have chosen, In the lower right
corner of the window is a map displaying the distribution of this segment by block group across the
United Sraves.

3 Click on the map to expand it. Click again to return to the segment summary window.

4  Repeat this operation to view several segment summaries (click the Back button to see the list
of segments),

You are now familiar with the Community Tapesiry neighborhood classification system. You will
now use the demographic and Market Porential Indexes stored with the Community Tapesiry
system to compare the characteristics and behaviors of selected segments.
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Compare demographic characteristics

1 Choose two Community Tapestry segments you wish to compare.

2 Dpen the Community Tapestry Summary Table (click Home, Community Tapestry Segment
Descriptions, Community Tapestry Summary Table) to view the demographic characteristics of

the segments you selected, Record the appropriate values in the table on page 38, under the
section labeled Demographic measures,

This side-by-side comparison provides some sense of the demographic differences among the
Community Tapestry segments. However, the greater value of the system lies in the nmhhn it
provides into differences in values, behaviors, purchasing patterns, and media habits. To reveal these

dimensions of the Community Tapestry system, you will use the Marker Potential Indexes included
in the Systen,

Compare Market Potential Indexes

1 Fram the main menu of the Community Tapestry system, click Community Tapestry Segment
Descriptions, then click Market Potential Indexes,
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Explore the Community Tapestry demonstration

Read the description of the Marker Potential Index system. Note that it compares the values

and behaviors of Community Tapestry segments based on an index system wich a base of 100,
which represents the national average. Ifa segment has a value greater than 100 for an MPI, the
residential households in that segment are more likely than the national average to report thar value
or behavior, A value less than 100 indicates that the households are less likely than the national
average to report that behavior,

You will find some relevant MP@ values for the two groups you have selected so you can better
compare the groups.

2 For each of the two segments you are comparing, record the MPI values far the items listed in the
table an the following page. You should already have recorded the demographic measures. For
example, the first category you want to explore is “Attitudes.” In the Market Potential Indexes
hox, click Attitudes. In the window that appears, find the place where the attitude item and your
segment meet in the matrix, then record that value in the table. Use the Back button to access a

new category.
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Community Tapestry segment

| (number and name)
Demographic measures

Househokd Type |
Averape Household Siee

Median Ape

Diversity Indes

Median Household Income

Meddian Met Worth

Horme COwnership Rate |

Market Potential Indexes

Attitudes category

Congder salfl very consarvative

Consider self middie of the rmad

Cormder self very liberal

Leisure Activities/Lifestyle category

Wient fo beach in last 12 months
Dancedfwent dancing in last 12 months

[ oul once a week

Atended movies in kast 6 months |
Went to 200 in last 12 months |

Media category

Hiawy vicwer ol daylime TV i
Heavy viewer of prime-time TV
Heavy magazine reader
Heavy newspaper reader
Heawy tadio listener

Shopping category
Ordered any item by phone/mall/Internet last 12 months

Apparel category

Bought fine jewelry In last 12 moanths _
Spent on fing jewelry in last 12 months, < $400
Spent on line jewelry 10 last 12 months, $400-5749
Spent on hine jewelry in last 12 months, $750+

Spent on hine jewelry in last 12 months, sterling

Wihat differences do these values reveal velative to the demographics, values, belaviors,
ane shapping patterns of the two Community lapesiry scgments you have selecred?

Your exploration of the Community Tapestry system is complete.



Integrate Community Tapestry data into marketing demonstrations

Exercise 2.2 Integrate Community
Tapestry data into marketing strategies

You are now Limiliar with the information included in the Community Tapesery system and how

it can be used o dentify differences in demographics, lifestvle activines, and purchasing patrerns
berween segments. You will now use the Community Tapestry tools o develop potential markering
hHﬂlq:i:':iL'.n tor L'.\:],'mm{il'lg the sales of Silver and Stones. Thus, in this exercise youl will:

* Dievelop three diflerent marketing scrategies for Silver and Stones using the Communiny
Tapestry system

« Choose the best strategy and use Marker Potenuial Indexes w plan a direct marketing program

Select Community Tapestry segments as

target markets and identify geographic
concentrations

In the frste strategy, the Buells would identify Community Tapestry segments wich favorable
purchasing patterns for jewelry, seek our geographic concentrations of those segments, and devise
markering strategies to serve them,

1 From the home page of the Community Tapestry demonstration system, click Community Tapestry
Segment Descriptions, then click Market Potential Indexes.

2 0Onthe Market Potential Indexes page, click the Apparel category, and in the new page scraoll to
the fine jewelry items near the bottom of the list,

3 Focus on the item Spent on fine jewelry in the last 12 months, $750+. Scroll to the right through
the values of the 65 segments. ldentify the one with the highest value for this measure.

@ Wihich segment has the highese valwe for this measuve? What is the MPl measure for

this gronp?

4 Click Back, Home, Community Tapestry Segment Descriptions, Segment Profiles to reach the

Segment Profiles list. Find 10 - Pleasant-Ville in the list, and click it to view the profile of this
segment.
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5 Click the map to enlarge it. Note the concentrations across the country.
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The map displays where concentrations of Pleasant-Ville houscholds are across the country, Armed
with this informartion, the Buells could choose to reach these potential customers with additional
retail sites in these locations or a range of direct marketing approaches rargeting the Z1P Codes of
these concentrations with specific offers, print catalogs, and a transactional Web site.

The weakness of this approach is that the selection of a targer segment is largely speculative, That
is, houscholds in the 10 - Pleasant-Ville segment are a strong market for fine jewelry in general, but
not necessarily for the Silver and Stones product line in particular, In this approach, the firm selecis
sepments that sight be good customers rather then identifying segments that are good customers,
The ather twa strategies avoid this weakness,

Identify dominant Community Tapestry
segments in current market area

The second straregy assumes thar the majority of customers for a retail store reside in the proximity of
that store. This approach is very commaonly used in retail marker area analysis. Once a firm under-
stands the characteristics of the customers it is serving, it can increase sales by improving its offerings
to those customers and by secking concentrations of similar customers in other geographic areas.
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1 Review the map below, taken from chapter 1, which also featured Silver and Stones. The store's
location is indicated by the purple star. It is displayed over a thematic map that indicates the
dominant Community Tapestry segment of the census tracts in the Santa Fe area. The DOMTAP
field in the Identify window displays the number of the dominant Community Tapestry segment
in the census tract where the Silver and Stones store is located, Record the number for this
segment in the Market-area-based strategy column of the table on page 43.

2 Waorking in the Market-area-based strategy column of the table, use the Community Tapestry
Summary Table POF and the Market Potential Indexes feature of the Community Tapestry system
to find and record the dominant segment name, the demographic measures, and the MPI values
for the indicated items. You will repeat this process for the next strategy.

This approach can be very profitable for traditional revailers, Identifying characteristics of the
market areas of successful stores can be a very fruitful way of selecting additional retail sites and
using direct marketing approaches to reach customers with similar characteristics, Indeed, these
approaches are illustrated in several chaprers of this volume,

(L1 x

Ideridy bome | ctop-most e s

e =7 Away Purchmey locatn  [T,727, BATE 1, 05,076,001 Fost 3

Haowever, the approach can also have weaknesses, The difficulty lies in the assumption thac a
retailer’s primary customers live within proximity of the store, In the case of Silver and Stones,
however, the mrger customers for the expansion project are tourists who visit the city on vacation,
Thus, the assumption of a geographically compact marker area may not be appropriate in chis

case. This does not mean that their customers do not share similar demographic and lifestyle
characteristics, bue merely thae the firm must use another method to discover them. You will explore
such a method in the third marketing strategy option.
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Identify dominant Community Tapestry
segments among current customers

T'he third strategy assumes that the current customers of a retail establishment provide a profile for
idenrifying new prospects. This approach is particularly useful in this case, as the rarger customers
for Silver and Stones's sales expansion project are tourists who do not live in the Santa Fe area, Since
the company maintains an address darabase of many of its customers, it can use this informarion to
develop its customer profile.

The key picce of information in this case is ZIP Code data, which is used o match customers

with Community Tapestry data. In this process, cach customer in the Silver and Stones customer
database is assumed to belong to the dominant Community Tapestry segment of the ZI1P Code

area in which he or she lives. Using ArcGIS software, the matching process is achieved with a table
join operation based on the Z1P Code field. You will have a chance to execute this operation in lawer
chaprers.

Onee the association is created, the firm can look for concentrations of Community Tapestry
segments in its customer base through a summary operation on the dominant Community Tapestry
segment field. A graph based on the joined data table, shown below, displays the Communiry
Tapestry concentrations visually.

@ Tapesiry Sogmanis af Silver and Stones Custemers

Tapestry Segments of Silver and Stones Customers
a0l
G000
000
10001
q.  eeees . TN
Hoomburs Caloge Towns Ruslbel Tragitions
Customer-Based Strategy

1 Review the graph ahove. Use it to identifty the largest Community Tapestry segment among Silver
and Stones customers. Record the number and name of this segment in the Customer-hased

strategy column of the table on the following page.

2 Warking in the Customer-hased strategy column of the table, use the Community Tapestry
Summary Table PDF and the Market Potential Indexes feature of the Community Tapestry system
to find and record the demographic measures and MPI values for the indicated items,
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Market-area-based Customer-based
Community Tapestry segment strategy strategy

(number and name)

Demographic measures

Household Type

Average Household Size
Median Age

Diversity [ncex

Median Household Income
Median Met Worth

Home Dwnership Rate |
Market Potential Indexes

Attitudes category

Consider sall very conservalive | |
} i

Constler self middie of the road

Consider sell very liberal

Leisure Activities/ Lii!ll}'lﬂ category

Went to beach in last 12 months
Dancediwent dancing in last 12 manths I
Dine oul once d week

Atended movies in last G months

Went o 200 in last 12 months

Media category
Heavy viewer of daytime TV
Heavy viewer of prime-time TV |
Heawy magazing reader [
Heawy newspaper reader I
K {eavy radio listener
Shopping category
Oredered any itern by phonefrmail/ Internet [ast 12 months
Apparel category

Bough! fine fewelry in last 12 months

Spent on fine jewelry in last 12 months, < $400
Spent on hine jewelry in last 12 months, $400-3749
Spent on fine jewelry in last 12 months, 5750+

Bought fine jewelry in last 12 months, sterding

Use the graph and able above w answer the questions on the following page.



.v.gmm CHAPTER 2 Working with Community Tapestry Data |

@ Daes the dominant Community Tapestry segment in the market-area-based strategy
match that of the customer-based seravegy? Which best reflects the composition of the firns
| O tourist customer base? Wiy?

Use Market Potential Indexes to plan direct
marketing program

Once you have identified the targer segment for Silver and Stones’s new marketing program, you

may use the MP1 system to fine-tune the offering, Specifically, you may use the system to identify

I specific media behaviors and buying patterns. As an example, use the system 1o answer the
following questions about the preferred Community Tapestry segment you identified above,

| @ From the Media category: What twe types of magazines do househalds in this segment
read maost frequently? Which o sections af datly newwspapers rernelel veach then mast

o effectively?

Fram the Internet category: Does the segment use the Internet several times it day?
Has it avdereed items from the Internet in the lase 12 manths?

From the Yellow Pages category: Docs the segment purchase goods by phone or miil
from catalogs? How much has the segment spent on phone and mail avders in the past
12 manths?

How will this information belp Sifver and Stones promote its direct marketing program?
Haw appropriate is such a program for reaching this segment? [s it likely to increase sales?
Explain your conclusion,
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Review the Community Tapestry system

1 Return to the home screen of the Community Tapestry demonstration system and click Using
Community Tapestry to réach the page describing the potential applications of this system. You
visited this page at the beginning of this chapler.

o ESRI

Using E::lrnmunil}l Tapestry

Comenunity Tapestry cin be used for o varesly of maikoting appheaions by agencies, coinpanias. and
organizlions. Thase applcations can b coustomesd bo M indesiey reguirsrsints and funbar soling resuii
{.'-lldlm:lm af sagmenialan markating appscations include

Cuntomar prodiling

Mol planning

ik salechion nnd evaluaiion
Targolod masssgng

Direct mad

Naighborhoad prodilng

In designing a sales expansion strategy tor Silver and Stones, you have performed several of these
applications. First, you saw how using ArcGGIS 1o associare each customer with a Community
i.t]n:-ulr'l. segment and then summarize the number of customers in each segment creares a Com-
ity '1.:1;!:"-1!} profile of the customer database. In this exercise, yvou did not perform the actual
data association, but you examined the resules in the form of a b”l’l’ This allowed vou to identify
the Community |.Ipl..\lr}' segment that will be the targer of the direct marketing program, This is a
cUstomer ]1E|1H|i|1g application of the Communiry '|',-|pc-s|r}' SYSIen,

Once the desirable segment is identified, the next step would be o design the communication
message for the direct marketing campaign, For this task you would use the MPI values related 1o
attitudles and lifestyle acrivities to craft the specific message for the audience. This is a 'r:u'gc[cd IS
saging application of the Community Tapestry system.

The next step is to communicate the selected message to the targer audience, This would be done
via direcr mail and media pmnmliml The direct-mail campaign would be aimed at ZIP Codes in
which the targeted Community Tapestry segment is dominant, These specific areas would be identi-
fied using ArcGlS sotrware, 'l 'hen you would be able to send |'|:'|.u||r1|:,,,l. aimed ar che areas |1|t_|1]:||_;,hlu|
in the concentration map for this segment, shown on the next page. This is a direce-mail application
of the Community Tapestry system,

Media promotion will be used to supplement the direct-mail campaign and convince prospecrs 1o
order online, by phone, or by mail. You used the MP1 Media category to determine the appropriate
media for this campaign. This is 2 media planning application of the Community Tapestry system.
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The Buells wish to pursue a direct marketing growth option focusing on the 04-Boomburbs
segment whose members visit their store as tourists, However, many retailers find tha their bese
customers are those who live near the store in which they shop. In this situation, the Community
Tapestry system is relevant to the growth strategy of opening additional retail stores, In general,
this approach creates a profile of the marker area for an existing successtul store, and then seeks ow
additional geographic arcas whose profile marches this model.

When vou identified the dominant Community Tapestry segment in the census tract in which Silver
and Stones is located, you were using a simplified approach to the neighborhood profiling applica-
tion of the Community Tapestry system,

Once the model retail stare profile is identified (in this case, that of the 22 - Metropolitans segment),
the firm would seek our geographic concentrations of thar target segment. This process again relies
on the Community Tapesery segment concentration map. his is a site selection and evaluation
application of the Community Tapestry system.

2  Close the Community Tapestry demonstration system and any other open windows,

Congratulations! You have completed the Community Tapestry project.

[n these exercises, you explored the major applications of the Community Tapestry syscem and used
them o understand Silver and Stones customers maore fully. Your knowledge of this system will

also belp you with the Meiers Home Furnishings and Community Farm Alliance exercises found

in chapters 4 and 5; both of which use Community Tapesery data to devise marketing strategies.
I'hese chaprers illustrare how markerers can use the rich consumer data in the Community Tapestry
svstem 1o serve customers more effectively and proficably.



