Weekend Group 3

Marketing and Segmentation
	Using a marketing segmentation approach for Pit-Stop Quick Services business, demonstrating target audience and positioning.
	Demographically, our audience will be between 25-60 years old, of all genders, and with an average income of £45000 at year. Especially those who use their car for work.
	Psychographically, our audience fits into a busy life and gig economy workers (e.g., Uber drivers), and tradespeople.
Geographically, this audience is in business centre and busy areas, e.g., near public transport hubs, taxi ranks, and high car traffic.
	Behavioural, drivers who need regular oil changes, preferably those who need service without an appointment.
	O target audience will primarily be taxi drivers and ride-sharing operators. These are customers who need frequent oil changes and often cannot wait for a traditional garage. These customers value speed, reliability, and cost-effectiveness.
	Pit-Stop Quick Service will position itself with “Fast and reliable oil changes for drivers who do not have time to waste.”
	What will make Pit-Stop Quick Service stand out is the lack of need for appointments, specialized focus, speed, and efficiency.
	We will reach our audience using efficient tools such as social media, Google My Business, WhatsApp Business, partnerships with taxi and delivery companies.
	Attracting customers with specific promotions such as discounts for first-time customers, loyalty card, and online advertising.
