Market Segmentation, Targeting and Positioning 
Market Segmentation

Market segmentation is:


Advantages of Segmentation


Bases for Segmentation

There are a number of ways in which markets may be segmented.  The main bases are:

· Demographic

· Geographic

· Psychographic

Demographic Segmentation is:

Socio-economic Status (SES)

Geographic Segmentation is:

· Geodemographic Segmentation

This segment is based on the idea that people who live in the same neighbourhood will tend to be of the same Socio-economic Status, and where each of the three SES factors of income, education and occupation will also be similar.
· PRIZM in the United States and ACORN in the United Kingdom.

PRIZM stands for Potential Rating Index by Zip Market. It is a means of using the 36 thousand or so postal districts in the United States

ACORN (A Classification of Residential Neighbourhoods) performs the same function in the United Kingdom
· Systems like ACORN and PRIZM are now routinely used for direct marketing using leaflets, mailing lists and local newspaper inserts, as well as planning the most appropriate sites for new stores and for stocking existing stores.

Psychographic Segmentation


Usage Segmentation
·  Targeted to:

· Heavy users

· Nonusers

· Brand-loyal users

· Switchers/Variety seekers

· Emergent Consumers

Benefit Segmentation is:

Criteria for Segmentation
How Are Market Segments Best Defined?
· Identify a homogeneous segment that differs from others

· Specify criteria that define the segment

· Determine segment size and potential

The segment must be:

· Identifiable 

· Recognisable

· Substantial

· Profitable

· Accessible

· Measurable

· Reliable or stable

· Sustainable

Organisational Segmentation

· Using the Standard Industrial Classifications (SIC) of the UK census of Production.

· By the technology of the industry.

· By the size of the organization.

· By seasonal purchasing trends.

· By geographic location.

· By the type of product needed.

Other bases for segmentation
· Benefits sought.

· Title/position of key decision-makers.

· The degree of formality in the buying organization.

· The type of people involved in the buying decision

Macrosegmentation

Microsegmentation

Market Targeting

 Targeting is:


· Single segment concentration
· Multi segment concentration

Undifferentiated Marketing is:


Differentiated Marketing is:


Concentrated Marketing is:


Diagram: Three Alternative Market-Coverage Strategies
Growth-Market Strategy
Global Market Segmentation and Target Marketing
· The traditional approach to global market segmentation has been to view a country or a group of countries as a single segment comprising all consumers. This approach is seriously flawed because it relies on country variables rather than consumer behaviour, assumes homogeneity within the country segment, and ignores the possibility of the existence of homogeneous groups of consumers across country segments
Ethical Issues in Target Marketing
· $150 sneakers to inner-city teenagers is ethically dubious, others that the advertising of snack foods and soft drinks to children is questionable.
Positioning is

· Benefit Positioning
· User Positioning

· Competitive Positioning
Questions

1. Exactly what is the relationship between segmentation, target marketing, and positioning? What damage will be done to a company's target market and positioning efforts if markets are incorrectly segmented?

Think of a new product and develop a (STP)  segmentation, targeting and positioning campaign for the product chosen
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