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UIC COLLEGE CHOICE: SEGMENTATION STUDY
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When running the segmentation analysis using the default options in Enginius, the segments identified are four. The total population is 149; the size of segment 1 is 25, the size of segment 2 is 62, the size of segment 3 is 49, and the size of segment 4 is 13. 
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Segment 1 represents individuals who are not price conscious when choosing to attend a university; Affordability/Low Price, Scholarships/Financial Aid, Close to Home, and Convenient Commuting are segmentation variables that are statistically significant below the population on average. This segment is more concerned about the prestige of the school than work opportunities, affordability, and the campus environment. This segment of students looks for a school that will give them social status and appraisal. 
Segment 2 differs from segment 1 in that this segment is price-conscious when choosing to attend a university. Segmentation variables Scholarships/Financial Aid, Affordability/Low Price, and Convenient Commuting, all variables related to cost savings, were statistically significant above the population average. Segmentation variables relating to work and career advancements, such as Preferred Majors, Internships, and Work Opportunities, were also statistically significant and above average. Segmentation variables relating to the campus environment, including Diversity, Campus Life, and School Spirit, were statistically significantly above average. This segment of students looks for a school that will give them the full college experience at a lower price. 
Segment 3 is very concerned about the location of the school—they value being close to home more than the other factors, the biggest differentiator between the different segments. Segmentation variables that are statistically significant above the mean are Affordability/Low Price, Close to Home, and Convenient Commuting. Segmentation variables statistically significant below the mean are Prestige, Internships, Diversity, Campus Life, and School Spirit. This segment of students looks for a school that is conveniently close to home.
Segment 4 feels indifferent about going to school, with no segmentation variable holding much importance in influencing their decision-making. Segmentation variables statistically significant below the mean are Scholarships/Financial Aid, Academic Quality, Preferred Major, Internships, Work Opportunities, Close to Home, Convenient Commuting, Diversity, Campus Life, and School Spirit. This segment could include people who were pushed to college by friends/family members, considering that they chose to go to UIC. 
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Yes, this solution looks reasonable to me:
While there is some overlap in the segmentation space, there are still clear distinctions; the spider chart also shows differences in shapes between the four segments.
Segment 4 is small, with only 13 students; these students don’t have any factors that they find important when deciding where to go to school. One reason may be that they have other personal reasons that weren’t listed in the survey or that they were forced to go to college. While this segment is such a small number, I think it is essential to include it to distinguish needs-based students versus those who aren’t for better targeting. Based on the segmentation variables, each segment is different enough with their motivations for choosing a school, particularly UIC. Therefore, these segments make sense. 
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Segment 1. Variables statistically significant above the average are distance from Chicago and freshman v transfer. Variables statistically significant below the average were Public High School, Live at Home v Dorm and First Gen College. This segment consists of students who live farther away from school, are transfers or worked before coming to UIC, come from a private high school, plan to live on campus, and are not first-generation college students. It would make sense that this segment is looking for prestige in a college. These students went to a private school, are likely transferring to look for better schooling options, and come from a family of college graduates—attributes of someone from a higher-income household. UIC Business can offer value to this segment by retaining its accreditation, earning higher school rankings, and keeping a positive brand image. 
Segment 2. Variables statistically significant above the average are Live at Home v Dorm and First Gen College. The variable that is statistically significant below the average is Distance from Chicago. This segment includes students who plan to live at home, are first gen college students, and live close to Chicago. This segment includes students who want the complete college experience and those who live close to home. The most significant difference between segments two and three is that segment two students are mostly first-generation. UIC Business can provide value to this segment by offering financial aid and scholarship opportunities specific to first-generation students. UIC Business can also have informational sessions for first-generation students so they are aware of on-campus resources for work and internships. 
Segment 3. The variable statistically significant above the average is Public High School; the variable statistically significant below the average is Distance from Chicago. This segment includes students who went to public high schools and live closer to Chicago. This segment lives closer to Chicago and wants to go to a school closer to home with convenient commuting. UIC Business can provide value to these students by offering a UIC Business Commuter Program that gives local students access to commuting assistance and informational sessions (i.e., discuss available commuting options) and give commuters opportunities to interact and connect. 
Segment 4. Variables statistically significant below the average are Live at Home v Dorm, Age started at UIC, and Female. This segment consists of students who plan to live on campus, start at UIC at a younger age, and are predominantly male. This segment may feel indecisive or indifferent about college. UIC Business can provide value to these students with guidance through career workshops, UIC Business Q&A sessions, and special counseling for younger students who want to learn more about UIC opportunities, UIC Business majors, and career paths. 
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Initial segments 1 and 4 are combined when forcing the solution with one less segment. Initial segment 2 split apart when forcing the solution with one more segment. 





D.                         
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Segment 1 looks entirely different in the 3 segment model versus the 4 segment model; Prestige no longer becomes a significant variable, and Academic Quality, Preferred Major, Internships, Work Opportunities, Diversity, and School Spirit become statistically significant below the average. The relative size of segment one goes up from 17% to 26% when going from the 4 segment model to the 3 segment model. The significant change reveals that the prestige distinction gets lost in the 3 segment model. 
Between the 3 and 4 segment model, there are minor differences in the descriptor variables. Segment 1 still has segmentation variables: Distance from Chicago and Freshman v Transfer is statistically significant above the average, and Public High School, Live at Home v Dorm, and First Gen College are statistically significant below the average. The difference lies in the variable Age started at UIC, which has significance below the average in the 3 segment model but not in the 4 segment model. We are still looking at higher-income household students who went to private schools, transferred or worked before coming to UIC, and aren’t first gen students—but looking at a demographic of students who are now coming to UIC starting at a younger age. 
[image: Table

Description automatically generated]
[image: Table

Description automatically generated]
In the 5 segment model, segment 2 has the segmentation variable Close to Home statistically significant below the average, and Preferred Major, Internships, Work Opportunities, Convenient Commuting, and Diversity statistically insignificant. Segment 3 has segmentation variables Prestige and Close to Home statistically significant above the average, and Affordability/Low price and Academic Quality statistically insignificant. 
With segment two getting split among the five segment model, you gain new insights that weren’t revealed in the four segment model. What is shown is a segment that is more concerned about affordability and cost savings, while being close to home is unimportant. There is also a segment that holds more importance towards prestige and being closer to home, and affordability and academic quality are no longer significant variables. 
In the descriptor analysis for the 5 segment model, segment 2 has no descriptor values that hold significance. Segment 3 has descriptor values Distance from Chicago statistically significant below the average and Live at Home v Dorm statistically significant above the average. Segment 3 includes students that lives closer to Chicago and plan to live at home. 
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4 Segment Global Hit Rate: 58%
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The 3 segment model has the highest global hit rate at 59%; the 4 segment model has the second highest global hit rate at 58%. 






E.  
With the 3 segment model, you lose the prestige distinction in segment 1 for students who attended private school, transferred or worked before attending UIC, and aren’t first generation students. Given the descriptors of the students in this segment, the prestige distinction is important. It is also essential to separate segment 4 from 1 to avoid pooling students who aren’t needs-based with the prestige segment for better targeting. With the 5 segment model, there aren’t any significant descriptor values for segment 2, making it hard to understand and best cater to that segment’s needs thoroughly. While the 3 segment model has the highest global hit rate, it is only by 1%. I recommend the 4 segment model, as it is the best solution for UIC and will help UIC understand which undergrad students to target. 

Segment 1: High-End Students 
I decided to name segment 1 “High-End Students” because these are your students who come from higher-income families that paid their children to go to private schools and aren’t concerned about affordability, cost, or financial aid. The most important value to this segment is the prestige of the school. 
Segment 2: First-Generation Students
I named this segment “First-Generation Students” because these students are your local first-generation students looking to get the most out of their college experience at a lower price. First-gen students are primarily concerned about getting financial assistance while taking full advantage of this opportunity to get a college degree. Segment 2 is UIC’s largest segment, with 62 students, or a relative size of 42%. 
Segment 3: Homebodies
The label I chose for segment 3 was “Homebodies” because this segment lives close to Chicago and values a school close to home with convenient commuting options; these students find comfort in being able to attend college while still living at home and being with their families. This segment also values affordability, so another driver for staying at home could be to save money on room and board. 
Segment 4: The Indifferent
I labeled this segment “The Indifferent” because no segmentation variables were important when deciding where to go to college; most of the segmentation variables were statistically significant below the average. Affordability/low price and Prestige were not statistically significant. This segment is also predominantly male, lives on campus, and started UIC at a younger age. This segment is UIC’S smallest, with only 13 and a relative size of 9%. The students either had motivations not listed in the survey or were pushed to college by parents/family/society. 
I would fall under “Homebodies”: I live in the suburbs of Chicago and knew I wanted to live at home while finishing my college degree. I also don’t drive to school, so I wanted to be able to take the train into the city and commute to class. 


F. 
The Dean of the UIC business school should target segments 2 and 3—these two segments are UIC’s largest, with 62 and 49 students with relative sizes of 42% and 33%, respectively. Given that segment 4 is so small, and no values motivate this segment to pick a school, UIC should avoid targeting segment 4. Segment 1 is also significantly smaller than 2 and 3, with only 25 students; It could also be challenging to compete with schools like Northwestern and the University of Chicago on prestige. UIC should focus on affordability, convenient commuting, and guidance for First-Gen students in its marketing messages. UIC can appeal to these segments by focusing on having a low-cost value proposition. The UIC Business School can also run similar programs to their current offering, “Commuter Appreciation Week.” In addition, UIC can offer panel discussions, workshops for internships, and career advice for First-Gen students. 


G.  
The segmentation tool is beneficial in this scenario because it gives UIC better information about the school’s strengths and what ultimately made students choose UIC. The segmentation tool also allows UIC to cluster its students into groups based on similar needs and wants, helping UIC determine what students to serve and how to attract them. Through the segmentation tool, UIC can provide greater value for targeted segments, increasing market share profitability for the school. 
All students in the sample chose to attend UIC, and the majority are marketing majors. The sample does not represent all UIC undergrads or students that considered UIC but decided to attend another school. All students chose to go to UIC, so their answers are biased toward UIC. UIC could benefit from gaining insight from students who didn’t ultimately choose UIC or are across different majors, adjusting its marketing to better appeal to those segments, or adjusting the school’s offerings to fit those students’ needs better. UIC is missing out on this valuable information. 
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Segment description

Population Segment 1 Segment 2 Segment 3 Segment 4

Affordability/Low price 4.08 3.28 4.39 4.29 338
Scholarships/Financial Aid 4.07 3.68 4.50 394 323
Academic Quality 4.10 3.92 4.34 4.06 3.46
Prestige 3.11 3.48 329 2.82 2.62
Preferred Major 4.11 4.28 437 4.04 285
Internships 3.84 4.12 427 3.57 223
‘Work Opportunities 3.89 3.92 4.15 3.96 238
Close to Home 329 1.60 347 4.18 231
Convenient Commuting 3.58 236 4.08 3.88 246
Diversity 3.36 3.52 4.06 2.82 1.69
Campus Life 3.15 3.40 3.98 235 L77
School Spirit 258 2.64 3.47 173 146

Segment description. Average value of each segmentation variable, overall for each segment (centroid).
Segmentation variables that are statistically different from the rest of the population are highlighted in red
(lower) or green (higher).
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Segmentatio

Select the options to run a segmentation analysis.
Segmentation method
(O Force number of segments

Number of segments 3

Segmentation data

Segmentation data Segmentation data A4

(O standardize data (by column)

Descriptor data
Descriptor data Discriminant data v
[ Out-of-sample classification data egmentation dat, v

Out-of-sample classification attempts to predict segment membership of never-
before-seen individuals based exclusively on their descriptors.

O Advanced
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Population Segment 1 Segment 2 Segment 3 Segment 4

Marketing Major 0.651 0.600 0.629 0.673 0.769
Distance from Chicago 2.10 332 1.77 1.80 246
Public High School 0.859 0.560 0.887 0.980 0.846
Live at Home v Dorm 0.557 0.160 0.742 0.612 0.231
Freshman v Transfer 0.624 0.800 0.597 0.551 0.692
Age started at UIC 19.2 18.6 19.6 19.2 18.5
Hours Employed/week 1.97 1.76 2.19 1.90 1.54
First Gen College 0.349 0.080 0.468 0.367 0.231
Female 0.477 0.520 0.484 0.551 0.077

Descriptor data per segment. Average value of each descriptor, overall and within each cluster. Descriptors
that are statistically different from the rest of the population are highlighted in red (lower) or green (higher).
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image15.png
Population Segment 1 Segment 2 Segment 3

Affordability/Low price  4.08 332 439 429
Scholarships/Financial Aid ~ 4.07 3.53 450 3.94
Academic Quality 4.10 3.76 434 4.06
Prestige 311 318 329 2.82
Preferred Major 4.11 3.79 437 404
Internships 3.84 347 427 357
Work Opportunities 3.89 339 415 3.96
Close to Home 329 1.84 347 4.18
Convenient Commuting 3.5 239 4.08 3.88
Diversity 336 2.89 4.06 282
Campus Life 315 2.84 3.98 235

School Spirit 258 224 347 173
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Population Segment 1 Segment 2 Segment 3

Marketing Major 0.651 0658 0629 0673
Distance from Chicago ~ 2.10 3.03 177 1.80
Public High School ~ 0.859  0.658  0.887 0980
Liveat HomevDorm  0.557 0184 0742 0612
Freshmanv Transfer ~ 0.624 0763 0597 0351
Age started at UIC 192 186 19.6 192
Hours Employed/week ~ 1.97 168 219 1.90
First Gen College 0349 0132 0468 0367
Female 0477 0368 0484 0551
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Population Segment 1 Segment 2 Segment 3 Segment 4 Segment 5

Affordability/Low price  4.08 328 4.44 433 429 338
Scholarships/Financial Aid 407 3.68 4.56 443 394 323
Academic Quality 4.10 392 438 430 4.06 346
Prestige 3 348 297 363 2.82 2.62
Preferred Major 4l 428 425 450 4.04 285
Internships 384 4.12 403 4.53 357 223
Work Opportunities 389 392 375 457 396 238
Close to Home 329 1.60 263 437 4.18 231
Convenient Commuting 358 236 3.66 4.53 388 2.46
Diversity 336 352 372 443 282 1.69
Campus Life 315 340 397 4.00 235 177

School Spirit 258 264 350 343 173 1.46
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Population Segment 1 Segment 2 Segment 3 Segment 4 Segment 5

Marketing Major 0.651 0.600 0.625 0.633 0.673 0.769

Distance from Chicago ~ 2.10 332 2.03 1.50 1.80 246

Public High School 0.859 0.560 0.906 0.867 0.980 0.846

Live at Home v Dorm  0.557 0.160 0.656 0.833 0.612 0.231

Freshman v Transfer 0.624 0.800 0.688 0.500 0.551 0.692

Age started at UIC 19.2 18.6 19.0 20.3 19.2 18.5

Hours Employed/week 1.97 1.76 228 2.10 1.90 1.54

First Gen College 0.349 0.080 0.438 0.500 0.367 0.231

Female 0.477 0.520 0.500 0.467 0.551 0.077
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Predicted 1 Predicted 2 Predicted 3 Total

Segment1  68% 13% 18%  100%
Segment2  10% 66% 4% 100%
Segment3  12% 45% 43%  100%

Confusion matrix (%). The global hit rate of the model is 59%. The diagonal elements represent
segment-specific hit rates.




image20.png
Predicted 1 Predicted 2 Predicted 3 Predicted 4 Total

Segment1  64% 12% 20% 4% 100%
Segment2 3% 69% 7% 0% 100%
Segment3 6% 43% 45% 6% 100%
Segment4  31% 15% 8% 46%  100%

Confusion matrix (%). The global hit rate of the model is 58%. The diagonal elements represent
segment-specific hit rates.
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Predicted 1 Predicted 2 Predicted 3 Predicted 4 Predicted 5 Total

Segment 1 64% 8% % 20% A% 100%
Segment2 9% 28% 19% 4% 0% 100%
Segment3 0% 10% 3% 53% 0% 100%
Segmentd 6% 2% 6% 69% 6% 100%
SegmentS  31% % [ 2% 46%  100%

Confusion matrix (%). The global hit rate of the model is 51%. The diagonal lements represent
segment-specific hit rates.
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Select the options to run a segmentation analysis.
Segmentation method
(O Force number of segments

Number of segments 3
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Descriptor data
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Out-of-sample classification data

Out-of-sample classification attempts to predict segment membership of never-
before-seen individuals based exclusively on their descriptors.
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