Curious Audience
Psychographic Research
Study
A qualitative research study to understand the wants and needs of young adults
who are interested in faith and unfamiliar with Cru.

Background

MINISTRY
• DPS Marketing

We sought to learn what aspects of belief, value,
purpose, need and trust resonate most with young
adults who are interested in faith but unfamiliar
with Cru (a Curious Audience).

AUDIENCE
• People 18-35 years old not strongly tied to any one religion, but to
have an interest in spirituality/faith. People from a variety of places
in the United States with a mix of diverse ethnic/racial backgrounds.
• Relationship with God: Curious
• Relationship with Cru: None

Results
• Number of Respondents: 504

Learning Objectives

PRIMARY GOALS
● Discover & define what factor(s) make a person curious about spirituality/faith.
● Find out the values, beliefs, and thoughts of those who are in the Curious Audience.

QUESTION CATEGORIES
Values
● Why do you want to learn more about spirituality/faith?
● What do you invest the most time, money and resources into?
● What is your political aﬀiliation?
Beliefs
● How comfortable are you with discussing spirituality with other people?
● How often do you attend religious gatherings (church, synagogue, mosque, etc.)?
Thoughts
● Do you feel you have found your life’s purpose?
● How often do you feel stressed/worried?
● What resources do you need for your growth?

Demographics vs Psychographics
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Methodology

PHASE 1
• Conduct research using Pew Research Center, Barna, American Psychological Association, etc. to create a baseline for questions.

PHASE 2
• Develop and distribute survey via SurveyGizmo.

PHASE 3
• Analyze survey results and unpack findings.

Key Findings
Participant Demographics
Psychographic Motive Categories
We asked participants to explain what motivated their interests in
spirituality/faith. Participants then gave an open-ended answer to their
motive. These were tagged and filtered to 7 general categories of spiritual
motivation (see next slide) with 64% falling into one of 3 categories.

• Age:
○ 18 - 24: 35%
○ 25 - 30: 38%
○ 31 - 35: 27%
• Location: United States

Secondary Data
Most participants seem to value things in their internal sphere (ex.
themselves, their families, or their community etc.). 97% of participants
said their purpose in life mattered to them with 63% of participants not
knowing their purpose in life yet.

Next Steps
This information will be used to inform motivations and tone for
advertising geared toward a Curious Audience. We will also use this
research framework to inform and build on future. market research.

• Gender:
○ Male: 50%
○ Female: 50%
• Background:
○ Hispanic/Latino: 34%
○ Other: 66%
• Background (Not Hispanic/Latino):
○ White Caucasian: 37%
○ Black/African American: 23%
○ Asian: 23%
○ American Indian or Alaska Native: 4%
○ Native Hawaiian or Other Pacific Islander 1%
○ A mix of two or more races: 12%

Curious Psychographic Categories

Note: 10% of participants did not fall into an identifiable category.

Other Findings

See Full Study (PDF)
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