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Capturing their attention

Enrichment don’t like the idea that marketing

will trick them or manipulate them into buying
something. They look for plain English information
that supports the quality of the product.

Due to their cautious nature, try before you buy,
clips, excerpts and thorough information will
reassure them. They are also price sensitive and
often assess value for their money and want to
know exactly what they’re investing in.

Messaging should focus on...

8 https://mhminsight.com/culture-segments »

Where to find them Building relationships
* Typically less digitally engaged and the least Enrichment are not looking to broaden their
likely to use content sharing sites regularly. horizons and will remain loyal to the organisations

* Less motivated by the idea of being up to date. that feel most relevant to them.

Membership too is a route to closer engagement
by providing increased value - either monetary

or through additional benefits, rewarding expert
* Least likely to be on e-mailing lists opinion and information.

* Newspaper readership is below average but
radio listening is higher.

*  Visits to organisations’ websites are usually to
plan for an already chosen visit.

And if they don’t already attend?

This segment are likely to have a small number of organisations they know to cater to their needs. Their
caution also makes them less frequent attenders than some of the more prolific segments and they have
lower levels of secondary spend. Reaching the non-attending Enrichment will be all about convincing
them of your personal relevance to them. Overtly showing them the unbroken thread of history that
connects things. Risk will be mitigated by providing details of what to expect, any clips or try before you
buy opportunities available and introductory offers.



