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Meet Amplifiers

They are vocal. Amplifiers spread the word about causes they care

about. They advocate for their favorite brands via social networking

and are leaders in their communities.

Core Amplifier viewers are 1.83)( more likely
than average consumer to watch Pivot TV

Social Values
Support Favorite Brands via Social Networks (150)

Often Find Themselves in Leadership Position (129)

Meet Braves

Braves are engaged in their communities. They tend to volunteer
for charitable organizations and buy brands that support causes
they care about. Most of them have kids.

Core Brave Viewers are 1.54X more likely
than average consumer to watch Pivot TV

Volunteering
Volunteer for Charitable Organizations (155)
Help Others Even if No Personal Benefit (121)

Meet Credibles

Credibles are news junkies. They stay up-to-date on current events,
volunteer their time to their favorite causes and are considered
leaders within their communities.

Core Credible viewers are 1.25X more likely

than average consumer to watch Pivot TV

Socially Conscious Purchasing
Purchase Electric Vehicles (195)
Regularly Eat Organic Foods (122)

* Indexed to Total US Household

AMPLIFIERS are the most likely
Pivot segment to buy/lease a
Hybrid Vehicle with a 160 index

BRAVES dramatically over index
at 236 own/lease a new/used
Full-Size SUV

CREDIBLES significantly over
index at 179 for bought/lease a
new Luxury Car

AMPLIFIERS like to drink
and over index at 159 for
these premium beverages

BRAVES are calorie conscious and
are Lite Domestic Beer drinkers
indexing at 159

CREDIBLES over index at 144 for
consuming Domestic Wine & are
more likely to drink Premium
Champagne indexing at 175

AMPLIFIERS are organic foods
purchasers indexing at 140

BRAVES are more likely to use
exercise as a form of dieting and
over index at 149

CREDIBLES are vitamin buyers over
indexing at 151.

Source: Nielsen Demographics 2015, Nielsen Television Profiles 2015, Nielsen Online Profiles 2014, Nielsen Mobile Profiles 2013, MRI 2015,

Polk Automotive Profiles 2015

For more information contact your Nielsen Representative or visit www.nielsen.com




