
FROM AMPS_LSM TO ES_SEM

TOWARDS A COMMON PLANNING & BUYING SEM CURRENCY
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1989-1997: THE GALPIN CONUNDRUM
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AMPS_LSM 1989: 
A NEW REALITY

• What we …

• Have in common

• Buy in common

• Consume in common

• Believe in common

• Feel in common

• Cluster segmentation 



1989-1997: THE 1ST SUPERGROUPS
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1997 - 2001: AMPS_LSM SPLITS
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2001: THE 10_LSM MODEL
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2001-2008: THE 10_LSM MODEL
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2001-2008: THE 10_LSM MODEL
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SAARF UNIVERSAL LSM 1995-2015

• Hot Running Water

• Fridge/freezer

• Microwave oven

• Dishwashing Liquid

• Flush toilet in/outside house

• No domestic in household

• VCR

• Vacuum cleaner/floor polisher

• No Cellphone in household

• 1 Cellphone in HH

• 2 Cellphone in HH

• 3+ Cellphone in HH

• Traditional hut

• House/ Cluster/ Town House

• Washing machine

• PC in home

• Electric stove

• TV set

• Tumble dryer

• Home telephone

• Less than 2 radio sets in household

• Hi-fi/music Centre

• Home Theatre System

• Built-in Kitchen sink

• Home security service

• Deep freezer

• Water in home/on plot

• M-Net/DSTV subscription

• Dishwasher

• Air Conditioner

• Swimming Pool

• Electricity

• Sewing machine

• DVD Player

• Gauteng

• Western Cape

• Rural outside Gauteng /W.Cape

• Metropolitan Dweller

• Motor Vehicle in household
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2008: THE 14_LSM MODEL
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LSM EXTENSIONS 2013
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2013-2015: THE 17 LSM MODEL
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2013-2015: 
AMPS

THE 17 LSM 
MODEL?



SAARF RAMS 2015





TAMS





Over Segmentation
Low Differentiation

Over Segmentation

Low Differentiation
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THE TYPICAL

SOCIO
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SEGMENTATION

MODEL
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AMPS_LSM & ES_LSM: HH DISTRIBUTION

232
524

1 013

2 149

2 785

3 746

2 094

1 287 1 469

927

44
207

586

2 055

3 323

5 375

1 857

868 959
544

0

1 000

2 000

3 000

4 000

5 000

6 000

Segment

1

Segment

2

Segment

3

Segment

4

Segment

5

Segment

6

Segment

7

Segment

8

Segment

9

Segment

10

0
0
0
s

AMPS_LSMS

ES_LSMS

25



HH DISTRIBUTION: ES_LSM V ES_SEM
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AMPS V ES SAMPLING FRAMEWORK



LSM TO SEM: OPTIMAL SEGMENTS FOR IMPROVED USABILITY?
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2017 ES_SEM

A measure that depicts how 

you live, not necessarily 

what you have … 

With flexibility to be applied 

to any media and marketing 

study in SA
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SEM VARIABLE & LSM VARIABLES

1. Post office nearby

2. Police station nearby

3. Built in kitchen sink

4. Home security service

5. Motor car

6. Deep freezer FS

7. Microwave

8. Floor polisher/ Vacuum

9. Washing machine

10. Flooring materials

11. Water source

12. Type of toilet

13. Roof material

14. Number of ‘sleeping rooms’
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ES ✓ RAMS ✓ PAMS ✓

TAMS 
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PROPOSED SUPERGROUPS & CLUSTERS BASED ON WHERE 
CHANGES IN LIFESTYLE CAN BE NOTED FROM SEGMENT 
PROFILING
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From Supergroups to Clusters
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SEM CLUSTERS IN MULLERSPEAK
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SEGMENT ON CATEGORY & PLAN ON BRAND
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SEGMENT ON CATEGORY & PLAN ON BRAND

37

SEM 1 
Low

SEM 1 
High

SEM 2 
Low

SEM 2 
High

SEM 3 
Low

SEM 3 
High

SEM 4 
Low

SEM 4 
High

SEM 5 
Low

SEM 5 
High

SEM 6 
Low

SEM 6 
High

SEM 7 
Low

SEM 7 
High

SEM 8 
Low

SEM 8 
High

SEM 9 
Low

SEM 9 
High

SEM 
10 Low

SEM 
10 

High

0-5 6-10 11-15 16-20 21-25 26-30 31-35 36-40 41-45 46-50 51-55 56-60 61-65 66-70 71-75 76-80 81-85 86-90 91-95 96-100

SEM 1 
Low

SEM 1 
High

SEM 2 
Low

SEM 2 
High

SEM 3 
Low

SEM 3 
High

SEM 4 
Low

SEM 4 
High

SEM 5 
Low

SEM 5 
High

SEM 6 
Low

SEM 6 
High

SEM 7 
Low

SEM 7 
High

SEM 8 
Low

SEM 8 
High

SEM 9 
Low

SEM 9 
High

SEM 
10 Low

SEM 
10 

High

0-5 6-10 11-15 16-20 21-25 26-30 31-35 36-40 41-45 46-50 51-55 56-60 61-65 66-70 71-75 76-80 81-85 86-90 91-95 96-100

SEM 1 
Low

SEM 1 
High

SEM 2 
Low

SEM 2 
High

SEM 3 
Low

SEM 3 
High

SEM 4 
Low

SEM 4 
High

SEM 5 
Low

SEM 5 
High

SEM 6 
Low

SEM 6 
High

SEM 7 
Low

SEM 7 
High

SEM 8 
Low

SEM 8 
High

SEM 9 
Low

SEM 9 
High

SEM 
10 Low

SEM 
10 

High

0-5 6-10 11-15 16-20 21-25 26-30 31-35 36-40 41-45 46-50 51-55 56-60 61-65 66-70 71-75 76-80 81-85 86-90 91-95 96-100

SEM 1 
Low

SEM 1 
High

SEM 2 
Low

SEM 2 
High

SEM 3 
Low

SEM 3 
High

SEM 4 
Low

SEM 4 
High

SEM 5 
Low

SEM 5 
High

SEM 6 
Low

SEM 6 
High

SEM 7 
Low

SEM 7 
High

SEM 8 
Low

SEM 8 
High

SEM 9 
Low

SEM 9 
High

SEM 
10 Low

SEM 
10 

High

0-5 6-10 11-15 16-20 21-25 26-30 31-35 36-40 41-45 46-50 51-55 56-60 61-65 66-70 71-75 76-80 81-85 86-90 91-95 96-100



AMPS_LSM TO ES_SEM 
From House to Homes



SEM_CLUSTERS: GEO-COMMUNITY
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SEM_CLUSTERS: HOUSEHOLDS % VS. INCOME %
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SEM_CLUSTERS: EMPLOYMENT
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SEM_CLUSTERS: SOURCES OF INCOME
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FUTUREFACT: PERCEPTION SOL
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FUTUREFACT: PERCEPTION MOBILITY
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Pay TV



Pay TV & FTH



Pay TV & Streaming



Branded Radio



Magazines & Newspapers v Digital 



Daily Newspaper Titles: Printed Format



Weekly Newspaper Titles: Printed Format



Magazine Titles: Printed Format



ES & JICS: THE HUB & DONOR MODEL
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