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These students, ages 18-24, are in that transitional period between childhood and adulthood where they are
establishing their brand loyalties and purchasing habits that will last the rest of their lives. Many are living on
their own for the first time and trying to balance school with fun, while their parents pay the bills. Since they
don’t yet have to worry about the responsibilities of adulthood, both financial and otherwise, they are more likely to
spend any extra income they have on their interests and hobbies. This Datamatrix List consumer group is extremely open
to trying new products and services as well as purchasing in new ways, such as through the mail or over the internet.
This techno-savvy age group is the prime market for cutting-edge electronics, the latest clothing and accessories, and
anything else that can help keep them ahead of their peers, not to mention any education related items. Since this
list is selectable by lifestyle choice, you can further narrow down your target market to reach a specific segment.
Also, the first lifestyle select is included in the base price, such as: camping, casinos, art, politics, electronics,
fashion, travel, sports, exercise, etc. Students are the perfect candidates for loan and investment offers, as these
young adults are beginning their financial journey through life and are trying to make the best possible decisions to
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