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My Demographic and Psychographic Profile and Social Class
Certain social factors such as social class, family structure, cultural background, group identification, and others influence my consumer behavior. As a middle-class individual, I often purchase inexpensive products primarily based on my needs to avoid unnecessary expenses that may exceed my income. As such, my social class, which is influenced by my income, creates certain limits within which I can purchase products. On the other hand, my African-American cultural background mainly influences what I consider as norms when selecting and buying products. For instance, I often buy foodstuffs that are mostly consumed by African Americans in the United States, such as cornbread and chicken. My group identification determines the information that I have regarding the market trends and also influences my decisions since I often buy products such as clothes that are bought by my friends and workmates. Similarly, my family structure influences my consumer habits since I often ask about my family’s opinions before buying products. I also avoid brands that are not highly regarded by my family members.
Analyzing my consumer profile reveals that it matches my social class. I am a 27-year-old African American female working as an office manager, where I earn an average yearly income of about $51,000. I am also pursuing a Bachelor’s degree, interested in art, and take part in swimming and watching drama series during my free time. Based on 2019 data from City-Data concerning middle-class individuals in my Zip code, there are 28945 households, and the median household income for middle-class individuals lies between $50, 000- $59,000 (City-Data, 2021). Also, the area has 16,151 females who form 55 % of the population, and 24.8% of all the individuals above 91.5% have completed high school or higher (City-Data, 2021). Most middle-class individuals are in professions that include office managers and enjoy low-income hobbies such as watching and swimming. These features match my demographic and psychographic consumer profile, which surprised me since I assumed that consumer behavior estimations were highly inaccurate due to constantly shifting trends and consumer preferences.
Information about my consumer behavior is essential to marketers for various reasons. For starters, such information assists them in identifying what motivates the habits of the targeted group of consumers. Identifying these motivations can help determine the unaddressed needs of their consumers which the marketers can target in their marketing initiatives (Cohen et al, 2018). Also, marketers can use the information on consumer behavior to point out how they can improve their customers’ experiences to enhance loyalty. Furthermore, information on consumer behavior can help marketers in determining how they can entice new customers since they can identify and focus on the current trends. Similarly, they can predict future consumer behavior trends and identify how best they can adapt to meet them. Marketers can also use the information on consumer behavior to identify the most effective means of advertising to their customers since they can point out their customers’ interests and attitudes (Cohen et al., 2018). Similarly, understanding consumer behavior can help marketers to learn more about the strategies used by their competitors to gain customers (Budica et al., 2010). Subsequently, this information can be used to find ways of enhancing the marketers’ competitive advantage.
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