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Frequencies

Compare Means

Independent Samples T-Test

Differences

Significance

Crosstabs
Differences

Significance

Target Market Profiling - Frequencies

ANOVA: Analysis of Variance {Grad Students ONLY}
Differences

Overall significance

Between group significance



Frequencies

Displays the number 

of respondents for 

each value of each 

variable, the 

percentage of the 

dataset accounted for 

by each value and 

cumulative 

percentage of 

increasing values.



Compare Means

Displays the mean value of the dependent variable for each value of the 

Independent variable.  In this case, the mean values for each of the 

Likert measures is displayed for each of the four countries in the dataset.



T-Test: Differences

Displays the mean 

value of the 

dependent variable 

for two defined 

groups within the 

independent 

variable.  In this 

case, the mean 

values for the 

Likert scale items 

are shown for 

respondents from 

the USA and the 

target country.  Use 

this information to 

identify differences 

these mean values.



T-Test: Significance

If < .05, treat variances as unequal, evaluate this value for significance

If > .05, treat variances as equal, evaluate this value for significance



Crosstabs: Differences

Displays distribution 

of categories of 

dependent variable 

across classes of 

independent variable.  

In this case, the 

distribution usage 

groups in the 

following countries

Target

USA



Crosstabs: Significance

Evaluate this number 

If < .05, the 

differences in the 

distributions noted in 

the table are 

statistically 

significant



Target Market Profiling

Select a target market 

based on age and 

income ranges, using at 

least two contiguous 

age groups and at least 

three contiguous 

income groups



Target Market Profiling

Select the variables 

for which at least 

65% of the 

responses are in the 

two Agree 

categories OR the 

two Disagree 

categories.

Use these responses 

to profile the 

characteristics of 

your target market.



Buy beer based on price

3 13.0 13.0 13.0

13 56.5 56.5 69.6

4 17.4 17.4 87.0

3 13.0 13.0 100.0

23 100.0 100.0

STRONGLY AGREE

AGREE

DISAGREE

STRONGLY DISAGREE

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Research Profile: Perceptions

Include in Profile Analysis

Results for respondents 

between 40 and 60 years old 

with annual incomes between 

$30,000 and $60,000



Usage  Classification

4 17.4 17.4 17.4

7 30.4 30.4 47.8

12 52.2 52.2 100.0

23 100.0 100.0

Heavy user

Moderate user

Light user

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Research Profile: Purchase Behavior

Shopping Duties

12 52.2 52.2 52.2

4 17.4 17.4 69.6

7 30.4 30.4 100.0

23 100.0 100.0

Female

Male

Both equally

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Shopping Frequency

1 4.3 4.3 4.3

10 43.5 43.5 47.8

7 30.4 30.4 78.3

5 21.7 21.7 100.0

23 100.0 100.0

Twice a month

Weekly

Twice weekly

Daily

Total

Valid

Frequency Percent Valid Percent

Cumulative

PercentWho shop once or twice weekly, and

Respondents in this segment 

are light to moderate beer 

drinkers,

Do most of the shopping themselves



Target Market Definition, Size and 

Projected Beer Purchases

Define your target market by age and income 
classifications in the SPSS dataset.

Use this definition to analyze statistical data on this 
market (review previous slides)

To calculate size of target market in number of people, 
Determine the number of  people in your chosen age range 
(Data tables for Population Pyramids)

Multiply the result by the percentage of people in your 
chosen income range (SPSS Crosstabs)

To project beer purchases, multiply the product of the 
previous step by your country’s per capita expenditure 
on beer (from World Consumers Lifestyle Databook)

http://www.census.gov/ipc/www/idbpyr.html


Determine target population by age

Visit the Population 

Pyramid site of the US 

Census Burearu and 

select the current year.

Determine the number 

of people in the target 

market you have 

defined, in this case, 

5,840,087

http://www.census.gov/ipc/www/idbpyr.html


Screen for Income

Determine percent of 

population in the defined 

income range, in this case 

42%

Multiply target population by 

this percentage to calculate 

number of people in target 

market, in this case,

5,840,087 * .42 = 2,452,837



Calculate Projected Beer Purchases

Multiply TM population by Per Capita Expenditures on 

Beer from World Consumers Lifestyle Databook.  

In this case, 

2,452,837 * $229.20 = $562,190,240.40



Gender

18 78.3 78.3 78.3

5 21.7 21.7 100.0

23 100.0 100.0

FEMALE

MALE

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Research Profile: Demographics

Marital status

21 91.3 91.3 91.3

2 8.7 8.7 100.0

23 100.0 100.0

MARRIED

DIVORCED

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Household size

19 82.6 82.6 82.6

1 4.3 4.3 87.0

3 13.0 13.0 100.0

23 100.0 100.0

2

3

4

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Married

Respondents in this segment 

are primarily female,

With No Children at Home



ANOVA: Differences

Displays the mean value 

of the dependent variable 

for each value of the 

independent variable.  In 

this case, the mean values 

for each of the 

Likert measures is 

displayed for each of the 

four countries in the 

dataset. 

This is the same data as 

the Compare Means 

Procedure.

USA Target



ANOVA: Overall Significance

Evaluate this number 

If < .05, the overall difference in the in the 

means of the groups is statistically significant



ANOVA: Between Group Significance

Evaluate this number 

If < .05, the difference in the means between this pair 

of groups is statistically significant.  


