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Powerful insights to influence behaviour.
Kraftig innsikt for å påvirke atferd.
> DEEP DIVE into TILHØRIGHET
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Is everyone 
else getting 
what they like?

Orienteringskart
Culture Segments orientation map
showing each segment’s secondary preference



TILHØRIGHET
> The ‘people people’
> Receptive
> Generous
> Nurturing
> Community-focused

> Folkets folk
> Mottakelige
> Sjenerøse
> Omsorgsfulle
> Fellesskapsfokusert



17% of Norway population

14% of Oslo population

19% of audiences in NPU Monitor

(29% ESSENS / 19% STIMULERING)

TILHØRIGHET
Expression



 
 

 
    

  
Who are they? 

§ Expression are the ”yes” people: full of enthusiasm with varied 
and cultural tastes. Creatively minded and fun-loving, they see 
culture as a way of broadening horizons. 

§ They are all about shared experiences: Expression enjoy 
activities that maximise human connection. They want everyone 
to have a collectively harmonious time. 

§ Inclusivity is key: Expression believe everyone should be able to 
enjoy the benefits of engagement. They put a high price on 
inclusivity. 

§ Public good: Expression believe in positive change, they like 
getting involved in the community and they respect 
organizations that do too. 

Buzzwords
Immersive
Collective
Imagination
Participate
Experience
Storytelling

Connection
Public
Joy
Authenticity
Together
Open
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What influences them?

Expression don’t like being marketed to because they want to be 
inside the conversation. Advertising feels too impersonal. They 
want emotional, personal connection with us – more like a friend. 

They respond when we offer...

§ Imagination, immersion, time-travel

§ Artistic expression

§ Creativity

§ Inclusivity 

§ Community, society

§ Interaction

§ Something to talk about

§ Transparency 

Top tip
Expression are visually-driven. We 
should ensure marketing uses 
beautiful, natural images. Being 
people, people they like to see 
faces and are put off by pale, stale 
and male images. Promoting 
egalitarianism, access and 
democracy speaks volumes for this 
segment. 
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They don’t like
being sold anything



Membership



 
 

 
    

  How does this speak to Expression?

1. If Expression believe in your values, they’ll want to 
get under-your-skin. They’re a friend, not a visitor.  

2. Expression love shared experiences so 
highlighting opportunities for this is key. 

3. Expression want to feel close to their favourite 
organization and will love this friendly declaration.
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Engaging with Expression... 
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Engaging with Expression... 
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How does this speak to Expression?
1. Expression are attracted by strong, bold images that 

transmit positive and inclusive messages. 

2. Don’t be afraid of using emotive language. Expression 
want to be moved.

3.  Expression believe in community power and fight for an 
equal society. Messages of inclusivity speak volumes

4.  Highlight personal stories for Expression. They love to see 
the human side of everything they experience. 



 
 

 
    

  
Engaging with Expression...

How does this speak to Expression?

1. Images of diverse people engaging in culture are 
immediately attractive to Expression. 

2. Expression like to have a cause to get behind and 
want to make a difference in their community.

3. Expression want meaningful experiences and will 
appreciate MFA committing to a valuable cause. 
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Social media

How to connect online?
Expression are typically active online, 
embracing the internet as a tool for 
sharing, networking and connecting with 
others. 

They’ll look on MFA’s website for content 
that brings a subject to life: human 
stories, real voices and interactivity. 

Expression are digitally confident enough 
to explore your website independently 
without too much overt guidance from 
site architecture.    E
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Food & Drink
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AFFIRMATION
Do the right thing
Self-identity
Considered
Diligent
Time well spent

STIMULATION
All about the big ideas
Active
Experimental
Ideas
Social

Understanding Affirmation
Personal development: make a 
conscious decision to 
embrace more culture
Quality experiences: looking for 
wholesome learning that 
helps them feel good about 
themselves
Doing the right thing: careful 
researchers, want to be 
recognised as going to 
interesting places
Think: ‘Admired’, ‘Absorbing’, 
‘Experiential’
Cautious self-developers 
looking for reassurance that 
they’re choosing the right 
thing.

Understanding Stimulation
Enjoying life: live in the 
moment, seek out the new & 
extraordinary
Ahead of the curve: like to 
make discoveries first
Spectacle: looking to be 
amazed, from risk-taking and 
rule-breaking to the special 
and intimate
Think: ‘Edgy’, ‘Best kept 
secret’, ‘Adventure’
They need their attention 
grabbing with a compelling 
idea. They prefer an event or 
a happening. Live a life a 
novelty and experience 
seeking.
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ESSENCE
In pursuit of self-actualisation
Discerning
Confident
Independent
Arts-essential

EXPRESSION
People people
Community
Nurturing
Generous
Committed

Understanding Expression
Living life to the full: always on 
the go, wide range of 
interests
Community & family: enjoy 
inclusive activities & sharing 
experiences with others
Civic responsibility: support 
organisations promoting 
egalitarian access & 
democracy
Think: ‘Celebrate’, ‘Dream’, 
‘Get involved’
Culture is not a private thing, 
it’s a communal, shared 
experience.  
They appreciate artistic 
expression, and like the 
chance to express their own 
creativity.

Understanding Essence
Arts & culture: considered as 
essential to their very being
Explore: culture as a way of 
deeply reflecting on the 
world, intellectually & 
emotionally
Confident & knowledgeable: 
seek high quality and 
sophistication
Think: ‘Excellence’, ‘Depth’, 
‘Visceral’
Their primary concern in 
choosing what to see and do 
is quality. And they know 
what quality looks like, 
because they've seen it 
elsewhere.
Essence want to be moved 
and ultimately taken to an 
altered state.
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The present through the 
past
Tradition
History and heritage
Nostalgic
Learning
Understanding Enrichment
Established tastes: prefer 
tradition: culture that has 
stood the test of time
Life-long learners: defer to 
experts and like certainty
Cautious: value-senstive, risk- 
averse & careful planners
Think: Rewarding; Nostalgia; 
Interesting.

They say they’re too busy
Busy
Prioritising
Ambitious
Escape
Understanding Release
Relaxation: escape from the 
pressures of everyday life
Juggling commitments: need 
to be sure that investing 
their time is worth it
Entertainment: veer towards 
populist, fun, social 
activities
Think: Guaranteed; Easy; 
Retreat.

Happy in their own bubble
Settled
Self-sufficient
Focused
Contented
Understanding Perspective
Fulfilled: happy focused on 
existing personal interests
Individuality: seek out 
private experiences, where 
stimulation is quite personal
Thinkers: lose themselves in 
deep content or experience
Think: Self-development; 
Learning; Meaningful.

Looking for fun
Mainstream
Popular appeal
Leisure
Fun
Understanding Entertainment
Socially motivated: use leisure 
time for fun and escapism
Populist: view quality in terms 
of popularity and celebrity
Spectacle: seek out the most 
shiny, special experience on 
the market
Think: World class;
Feel good; The best.
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