[bookmark: _GoBack]


Title:………………………………………………………………………………………………………………………………………………………………………………..








A dissertation submitted for the degree of
Master of Business Administration (MBA)
2010



























Student: XXXXXX

Swansea Business School




Table of Contents
Chapter One – Introduction
Introduction…………………………………………………………………….

Chapter Two – Literature Review
Market segmentation………………………………………………………….
Ethical Issue
Consumer market segmentation
Geographic segmentation
Demographic segmentation
Metrosexuality….
Psychographic segmentation
Behavioural segmentation
Conclusion

Chapter Three – Methodology


































Literature Review

This chapter is going to provide a review of literature from many sources in order to follow the first aim:

‘Identify if there is a metrosexual segment’

This chapter will be the analysis of some of the available literature which describes metrosexuality by looking at the origin of the above expression. It will also provide background information about male grooming and market segmentation in order to confirm that there is a metrosexual segment.

Market segmentation

A market is a group of customers having the same or similar needs divided up into segments or subgroups which are different for users with different demands (Croft, 1994). 
‘A market is a group of buyers and sellers of a particular good or service. The buyers as a group determine the demand for the product, and the sellers as a group determine the supply of the product’ (Mankiw, 2008, p.66).

Market segmentation is the process of classification customers or ‘potential customers, in a market’ (McDonals and Dunbar, 2004, p.34), ‘as similar as possible to each other, but as different as possible from others groups’ (Palmer, Cockton, Cooper, 2007, p.31) into group (Wedel and Kamakura 2000), involves customer research to make ‘analysis of customer characteristic, attitudes, and behaviours form the basis for market segmentation’ (Elmore – Yalch, 1998, p.1).

Market segmentation is ‘the development and pursuit of marketing programs directed at specific groups within the population that the organization could potentially serve’ (Wymer and Knowles, 2006, p.52).

Process of identifying the most productive bases for dividing a market (Hooley, Saunders, Piercy, Nicoulaud, 2008, p.206) - ‘segmentation is a fundamental and strategic aspect of marketing’ (Palmer et al, 2007, p.31).

The history of market segmentation research dates back to Smith (1956),  who pointed out the differences between the way of product differentiation processes and grouping customers to satisfy their needs (Hooley et al 2008).


Segmentation can be done in two ways:
1. by looking at the total market and trying to build a segment by cutting it via the same or similar customer’s needs
2. by looking at individuals and looking for people who will fit to those individuals to create a big enough segment which can be targeted by the same range of products type of business.

According to Adcock, Halborg and Ross (2001) market segment should be ‘definable, sizeable, reachable, relevant’ (p.120).

Definable – ‘degree of homogeneity (…), measure the market size and define boundaries of the segment’ (Adcock et al, 2001, p.120)
Sizeable – should measure the size of segment in term of possibility to make a profit (Ibid).
Reachable – segment should give an opportunity to be reached to achieve efficiency and effectiveness. It involves using the power of the media in order to communicate with potential customers (Ibid).
Relevant – segment should meet the previous criteria in order to be relevant (Ibid).
 
Market segmentation can be described as ‘the process of identifying different groups of users within a market who could possibly be targeted with separate products or marketing programmes’ (Croft, 1994, p.1). It  ‘(…) is the dividing of a total market into it’s constituent parts by some method’ (Cahill, 2006, p.3) in order to satisfy better customers needs.

There are a lot of benefits from the market segmentation process, including:
· ability to understand customers’ desires
· better possibilities for product directions, specified them for selected segment for targeting (Croft, 1994)
· ability to increase ‘competitive position’ (Elomre – Yalch, 1998, p.1.)
· help to specify successful marketing strategy
· help with ‘targeting markets’ (Ibid)
· ‘understand emerging trends in the market place’ (Ibid)
· can support marketing and development processes (Cahill, 2006).
· better use of available resources

‘(…) it is a pragmatic, empirical technique driven by surface validity’ (Ibid, p.5)

Efficiency and profitability of marketing actions can be achievable by having possibility to optimize resources available during market segmentation processes (Monzanedo, 2005).

However, there are also disadvantages of market segmentation to the business (Machado and Cassim, 2002):
· for some companies it can be a very expensive process in terms of marketing cost if they would like to develop different marketing strategy for each segment.
· decreasing concentration of the business on the most important market in situation when company will be focused on too many segments  ‘trying to compete in  too many different segments’ (Cox and Britain, 2004, p.93)
· too high concentration on one segment can miss a chance to be more successful within other market segments (Ibid)


Consumer Marker Segmentation

‘Marketing orientation is based on a customer driven focus’ (Weinsteinn, 2004, p.4).
‘Segmentation marketing – knowing customers, giving them what they want or may want, building strong relationship with channel affiliates and comarketing partners, and communicating via highly targeted promotional media, sponsorship, interactive website, personalized emails, trade magazines / shows’ (Ibid, p.4).


There are four variables which the process of segmentation is based on:

1. Geographic segmentation
2. Demographic segmentation
3. Psychographic segmentation
4. Behavioral segmentation
(Rao, 2005, p.96)


Geographic segmentation

The Geographic segmentation process is based on region, climate, population density, population growth rate, (Lamb, Hair, McDaniels, 2009).

Localization criteria, weather, population growth and density have a big impact on purchasing behaviour. People living in different places have different product consumption, influenced by a hot or cold climate and the amount of time they spend in or out (in or out of what - their homes/climates??).

For example, population density can mean a greater need for food products than cosmetics, population growth rate can draw a rate of growth for future needs of baby’s product (Weinstein, 2004).

The same has happened with lifestyle and food habits. They are also influenced by climate and people’s social lives. For example, consumers living in very hot countries would rather socialise in outdoor restaurant than at homes. It has an influence on the demand for products like kitchen equipment and appliances (Kotler, Wong, Saunders, Armstrong, 2005).

People living in metropolitan areas are more open-minded than those living in the villages. Geographic segmentation is a characteristic of the population of the particular area. It can let some companies ‘to combine their marketing efforts for countries that share similar populations and product – use patterns instead of treating each country as an independent segment’ (Kurtz, MacKenzie, Snow, 2010, p.263).

The process of geographic segmentation is mainly used by the military. It is referred to as GIS (Geographic Information System). This system displays digital information on a map about consumers in different areas (Kurtz et al, 2010).

The above segmentation is very important for distribution processes, advertising and sales force planning (Botha, Strydom, Brink, 2004). It is also easy to be reached using the power of the media (Vashisht, 2005) within a particular area.


Demographic segmentation

Demographic segmentation consist of grouping market into segments by ‘gender, age, income, occupation, education, family size, stage in the family life cycle’ (Kurtz et al, 2010, p.266).

Many ‘products are designed, targeted, and promoted’ (Kolb, 2006, p.114) with the above factors in mind. Apart from products which are neutral and can be fitted to mass marketing (Ibid).

Mass marketing is focused on the approach that there is no need or a little need for a different strategy for all individuals’ potential buyers. Mass marketing treats a mass market with little or no variation. An example for the above can be Coca-Cola as one product which supplies a  mass market.

It ‘occurs when an enterprise takes on the mass production, mass distribution and mass promotion of one product for all buyers’ (Bennett and Strydom, 2001, p.61).

The following way of dividing a market (demographic segmentation) very often is called also socioeconomic segmentation (Kurtz et al, 2010).

Demographic segmentation shows that different generations share different motives, perceptions and  have different lifestyles, needs, expectations.
‘A focus on such segments is often called generational marketing’ ( Solomon, Marshall, Stuart, 2008, p.205)

Demographic segmentation ‘(…) has great potential for targeting audiences at relatively low cost or difficulty and has the added bonus that it is focused not on the producer or product, but on something about the customer’ (Cahill, 2006, p.11).’

‘In market in which generational and sex differences are increasingly marked, companies have discovered that adopting their products or services to young people or adults, women or men, largely determines the success or failure of an initiative’ (Monzanedo, 2005, p.5).

For many businesses using demographic segmentation is much easier because some secondary data are already available. ‘It is the basic for the collection of many government statistics and the standard system used by media industry’ (Adcock, Halborg, Ross, 2001,p.121).
‘demographics help identify who is found in each segment which, in turn, will help you determine how to reach them’ (McDonald, Dunbar, 2004, p.36).

Demographic segmentation describes trends and strategies used very often by the fashion industry: shoes, clothes, also magazines, cosmetics and products of personal care. 

One of the very significant variables of grouping potential buyers is sex (Kotler et al, 2005). It used to be obvious that some products were designed for women (skin care cosmetics, colour of clothes: blue for boys pink for girls, hair products, magazines) and other products for men (shaving, cars). Nevertheless, time changes and the barriers between the above became transparent. Men started to look after their appearances more than ever, what increased sales skin care product and women become more independent as  for example driving their own cars; a fact  that has influenced the rate of car sales (Vashisht, 2005). 

Women do not need the help of men to buy a car anymore. However, they pay attention more to safety and cosmetic issues. What attracts women also is an easier mechanism to open the bonnet or boot. The above marketing is used by many brands and magazines, for example Cosmopolitan and Vogue (Kotler et al, 2005).

Males started to compete with women in terms of appearance. On the above a big influence had general world developments, not only in technology, science, material but also in people’s lifestyles habits. In addition,  higher job requirements in terms of ascetic and appearance have become more and more important and have influenced people needs and increased the level of competitions in the above areas.

Also the advertising processes have had a very big impact, and have usually  promoted  equal gender relationships (Gautler, 2008).

‘Advertising and the broader world of stars and celebrities, promotes images of well-toned and conventionally attractive women and men, which may mean that everyone is under pressure to look good…’ (Ibid, p.98).

However, most of the women are happier with their appearance; whereas most men are usually dissatisfied (Ibid).

That is why the new segments of the market were created which emphasized different areas of people’s demands. Nevertheless, it is necessary to remember that there are still men who think that the interest in their appearance should be limited otherwise they will act against their masculinity. 

Masculinity is ‘the asymmetrical pendant to more critically investigated femininity, is a vexed term, variously inflected, multiply defined, not limited to straightforward descriptions of maleness’ (Berger, Wallis, Watson, 1995, p.2).

Masculine norms were described by Levant (1995, p.9) as follow:
1. ‘avoidance of femininity
2. restricted emotions
3. sex disconnected from intimacy
4. pursuit of achievement and status
5. self-reliance
6. strength and aggression
7. homophobia’


The above factors can be more flexible for a liberal environment (van Bree 2004) where a big influence has a culture which in this particular example is going to be different for different regions of the world and cultures.

The conflict or/and a size of the metrosexual market can be stimulated by a sexual orientation of metromen. As Simpson described ‘He might be officially gay, straight or bisexual, but this is utterly immaterial because he has clearly taken himself as his own love object and pleasure as his sexual preference’..

Unfortunately the above statement is against Levant’s (1995) norms of masculinity (homophobia). That’s why some men would not like to be a part of bisexual or gay community. 

However, there are many metrosexual icons that are heterosexual and against this what Urban Dictionary and Simpson said are not single, notably  David Beckham, Cristiano Ronaldo.With this in mind, the reality proved that the phenomenon of ‘metrosexuality’ involved more than a convenient theory.

Unfortunately, there is a lack of academic research into the metrosexuality phenomenon and masculinity so it can not be confirmed by figures at the moment. 

That is why men who follow trends and developments, are open-minded and don’t mind to prioritise the way the look were described as: Metrosexuals (straight male, attracted by unusual consumer market).

Metrosexuality is described also as process of feminisation (Anderson 2008).
It is a name for a new segment (potential market to target for marketers) influenced by fast changing developments which have an impact on consumer society and males’ consumer behaviour.

The metrosexual trend is a fresh new segment of customers, creation of grouping buyers by gender. 

Previous segments were identified by marketers as:
· Yuppies – Young Urban Professionals: young urban executives concerned with money and not very committed to culture and environment.
· BoBos – Bohemian Bourgeois: elite urban people with high purchasing power, committed to the environment and far from the ‘conservatism’ of other groups with a similar income
· Nylon – New York – London: professionals of high importance who split their time between New York and London.
· Lats – Live Apart Together: couple who, despite being together, live apart voluntarily
· Dinkies – Double Income No Kids: usually urban couples with a high professional and income level, without kids 
(Manzanedo, 2005, paragraph 9).

Based on the researches done currently, for example a study made by Conde Nast magazine GQ and Allure (in US within 1000 males and 1000 females) showed that males are feeling more pressure to look after their appearance (72 percent surveyed men), more than 80 percent ‘felt more comfortable to buy grooming products’ (Independent, 2010)  for themselves. 93 percent of the above study found the terminology ‘offensive and dated, and doesn’t describe me’. They described their look as ‘confident, masculine, intelligent, cool, and classic’ (Independent, 2010). The same study proved that females still need 7 minutes more to get ready. However, the time which males spend on personal care was extended by 2 minutes during last five years.

According to the above research from US 2010 there is a proof for existence of metrosexual segment and increasing interest in grooming products.

‘According to IBISWorld research, over the last decade male and female consumer spending patterns have increasingly converged. In what the group called ‘the rise of the metrosexual’, men have been spending more on cosmetics ( $48.4 million per annum, up from $ 5 million 20 years ago) personal grooming and fashion, while women are making big-ticket purchases traditionally made by men’(Outsider, 2009, p.36).

‘The research also found that single women are more likely to own a motor vehicle than single men (75 per cent as opposed to 65 per cent) and single women outpace single men when it comes to buying homes’ (Outsider, 2009, p.36).

As Datamonitor said ‘male grooming market has an enormous potential’ (Bird, 2009). However, there is still a need to maintain a distinction between males and females, in order to expect different marketing strategies to be successful: “…48.6 percent of female respondents said they kept an eye put for new products, only 35.9 percent of males did. Approximately 29 percent of females said did not seem to notice new products: however this figure was much higher (54.9 percent) among men” (Bird, 2009).

A big increase in sale of Personal Care products was also proved by research made in 2004 by ACNielsen based on analysis of customers’ purchases in fifty-six countries. Between 2002 and 2003 ‘sales of male-orientated products grew twice as fast as those of female-oriented products’ (ACNielsen, 2004).

At the same time there was significant growth in the sales of personal care products purchased by older people: anti-aging and 48 per cent in whitening teeth products (Ibid). Also in 2003 research was made by Ms Salzman in America, which showed that 30-35percent of the young population has metrosexual tendencies. The consumer grooming preferences were mainly perfumes and skin-care products. However, following David Beckham many males decided to get waxed and did not treat the above as strange (The Economics, 2003).

A similar behaviour can be influenced by the popularity of the metrosexual segment and an importance of gender roles in the advertising process. The stereotype family where man was earning money to afford family’s expenses and women was a housewife has disappeared from most families. The role of gender started to be more complex. Nowadays, there is less stereotyping than there used to be in the past (Gauntler, 2008).

‘Datamonitor believes that this has contributed towards the feminization of society and is having a particularly strong impact on male consumer behaviour’ (2005).


Barriers to succeed the metrosexual segment
 
According to the stereotypes straight male could not break down heterosexual gender norms. Otherwise, the society described him as a gay. That is why the new market called ‘metrosexual’ appeared. However, it can be far more difficult to succeed in terms of the growth and profitability of metrosexual products than females in most of areas.
 
The barrier to succeed within the metrosexual market can also be the price. If we look at the past men did not spend as much money as women to look good. They were not used to having anything more than shampoo and soap while now the price which they need to pay to be metrosexual is much higher.

The other barrier can be also the lack of brand engagement (Bird, 2009). From my own personal experience it can be admitted that women can easy engage with brands. They can easily decide which cosmetics are suitable and  recommend them to friends and buy more and more even the same products but different colour: for example lipstick, mascara etc.

That is why the marketing strategy must be different and be focused on brand engagement.



Process of feminisation
The feminisation process has started to be more and more popular especially in the 21st century; many celebrities want to follow the trend to become metrosexual. One of the examples is David Beckham ‘his combination of athleticism and cross-dressing make him a sex symbol to both women and men worldwide’ (Khanna, 2004, p.66), ‘an international standard narcissist’ and ‘advertiser’s walking wet dream’ (Simpson, 2002). 

His movie from 2002 ‘Bend It Like Beckham’ involved his importance of style in his life and telling the story almost about added value. He is an icon of metrosexuals in Britain, a soccer star with a perfect, smooth body and model look. Currently he is an Armani underwear model. Nevertheless, very often in interviews David Beckham emphasise that the look which he has now was influenced by his wife Victoria.

Dr Andrew Parker at Warwick University in The Observe (Campbell, 2003) said that David Beckham:

“By defying expectations in area such as what clothes men are allowed to wear, he has helped create a complex new concept of masculinity. That has already begun to change men behaviour and has the potential to encourage a whole generation of young men who admire him to act more like him’

Even that article was written seven years ago the above definition of David Beckham being a metrosexual icon for young population is still current.

The above would not be possible without the power of the media and body exposure in advertising (Parker, 1996): David Beckham in Armani underwear.
The media are trends creators and very often put the visual pressure on potential consumers. Adverts showing the body of a soccer player which is perfect and attracts the opposite sex. That is why the potential buyers want to follow the ideal body to wear the advertised product and very often be as attractive as the presenting it model.

‘(…) the body is the outer expression of our-self, to be improved and worked upon’ (Gauntler, 2008, p.113).

The same strategy of using David Beckham in commerce had Gillette to target effectively teenage consumer because they more often follow icons, who can appeal by their popularity and individuality.

In general, adverts emphasizes advantages of the product and ‘promotes the idea that product will help us to accent our individuality’ (Ibid, p.111).

Celebrities have a big influence on younger consumers as they:
‘personal care use is largely driven by the desire to establish a sense of individuality, tempered by a need for belonging. Teens wish to distinguish themselves from the herd but, crucially, not too much. Insecurity is a problem plaguing adolescents and the desire to be different is tempered by the fear of rejection or exclusion’ (Datamonitor, 2004). 

They are also more experimental in terms of trying new products as they are not engaged with brand yet and a clever advertising campaign appeals to them more than others who have their own taste of products developed already. The above is another example that the potential demand for grooming product is very big. This was used by L’oreal which launched line of cosmetics called Men’s Expert. This line supposes to improve a skim by increasing its resilience (Datamonitor, 2005).

However, reality very often can be different what can be a disadvantage of advertising strategy and have a bad influence on males. 

Research made by London School of Economics published in The Observer, Arlidge (2001) proved that ‘images of male models with perfect physiques made men feel angry, frustrated and physically inadequate’ (p.7). 

It can be also lot of males disappointed by the lack of result or too slow result of using a product. For example, skin-care products do not guarantee that an effect is going to visible after first use. The same is with anti-wrinkles creams but because of males are inpatient in general this experience can decrease the level of interest in using grooming products by males.

The same trend which is promoted by David Beckham started to be followed by Cristiano Ronaldo, not only with advertising fashion accessories of the best designers but also being an example of metromen.

Following David Beckham, Cristiano Ronaldo focused recently public attention on his men bag, pink flower behind his ear, well-toned body and micro shorts. Only few weeks after his pictures from holiday in white mini shorts appeared in media, sales of the above increased by 117 percent in Debenhams’ stores only.  

With this in mind, the power of the media influences sales and at the same time gave a proof of a fashion speed and how the look of celebrities in this particular example metrolook can influence a generation of men.

Reonaldo breaks barriers about a typical female accessories (wearing pink flower behind his ear) and make them to be transparent.

Metrosexuality was named for the first time in 1994 in the Independent, by British journalist: Mark Simpson’s article: ‘Here come the Mirror Men’, he described a metrosexual male as:  ‘a young man with money to spend, living in or within easy reach of a metropolis – because that’s where all the best shops, clubs, gyms and hairdressers are’

According to Simpson’s definition metrosexual should live in ‘metropolis’. It can has a psychological aspect because usually more people living in a big cities are ‘liberal minded’ can absorb new ideas more often and faster than conservatives (Van Bree, 2004).
It means that liberalism is friendlier to metrosexuals than conservatism which is against changes and new ideas (Van Bree, 2004).

‘Metrosexual men are muscular but suave, confident yet imagine – conscious, assertive yet clearly in touch with their feminine sides’ ( Khanna, 2004, p.66).

The criteria for being metrosexual were specified by Urban Dictionary in 2004:
1. You just can not walk past a Banana Republic store without making a purchase. 
2. You own 20 pairs of shoes, half a dozen pairs of sunglasses, just as many watches and you carry a man-purse. 
3. You see a stylist instead of a barber, because barbers don't do highlights. 
4. You can make her lamb shanks and risotto for dinner and Eggs Benedict for breakfast... all from scratch. 
5. You only wear Calvin Klein boxer-briefs. 
6. You shave more than just your face. You also exfoliate and moisturize. 
7. You would never, ever own a pickup truck. 
8. You can't imagine a day without hair styling products. 
9. You'd rather drink wine than beer... but you'll find out what estate and vintage first. 
10. Despite being flattered (even proud) that gay guys hit on you, you still find the thought of actually getting intimate with another man truly repulsive.

The above requirements identify not only how metrosexual men acting every day but also the consumer behaviour, new market segment creation.

’Buzz word needed by marketers to target and expand a profitable market’ (Yaksich, 2005, p.24)


Within metrosexuality there is a narcissistic obsession, balancing between ‘masculin Mars’ (Khanna, 2004, p.66) and feminine Venus. Metrosexual is ‘A dandyish narcissist in love with not only himself, but also his urban lifestyle; a straight man who is in touch with his feminine side’ (Pressman, 2003).

Narcissist is one of many parts of metrosexual definition in sociological and psychological way, also Simpson described metrosexuality as a ‘new, narcissistic, self-conscious kind of masculinity produced by film, advertising, and glossy magazines to replace traditional repressed, unmoisturished, unreflexive, unmediated masculinity’.

Narcissist was explained by Sigmund Freud (1952), who described different types of narcissism. However, one which is a part of metrosexuals is a vision what male ‘would like to be’ ( Freud, 1952, p.406).

According the above metrosexuals try to take a part of idealization process, they want to be a perfect example for others to follow. It involves body building process which is a syndrome of taking example from better build males as a confirmation of Freud’s theory of narcissism. 

‘Bodybuilding has come to be seen as a means by which boys can turn desire into identification’  (Simpson, 1994, p.23).

According to Khanna (2004, p.66): ‘Metrosexuals always know how to dress for the occasion (mission)’. If theirs mission is going to be as Freud said what they ‘would like to be’ it can be interpreted again like perfect example creation.

‘Metrosexuals may spend a long time standing in front of the mirror, but they never shop alone’ (Khanna, 2004, p.67).

‘(…) metrosexuals are redefining masculinity (…)’ (Khanna, 2004, p.68).
“The Metrosexuals enjoys women’s company at least as much as men’s, and not necessarily in the interests of romance or sex. In terms of heteronormativity, he is interested in gender – building’ (Burton, Tay, 2006).

Different opinion had  Flocker (2003), who said that metrosexual is a ‘straight urban man with heightened aesthetic sense’ (Anderson, 2008, p.2).

According to Simpson (Here Come the Mirror Men) metrosexual can be described as ‘a commodity fetishist: a collector of fantasies about the male sold to him by advertising’’.

Metrosexuals life was specifying in four areas of life:
1. fashion
2. food and beverage
3. grooming
4. culture (Anderson, 2008, p.3)


Metrosexual trend appeared in 80s and become popular because of power of marketing opportunity for new market creation – segment. In 90s trend started to be more acceptable and nowadays is very popular with result in for instance high growth of grooming products. Next example can be the fact that more men are seen in beauty salon and spas. 
As Hann (2010) in his article proved in conversation with Nita – employee of London spa that:

‘her male clients are increasing in number, that she prefixes all her treatment with the word ‘sport’ so they won’t think it unmanly, and that these days even teenage boys are coming to see her, sent by their parents for the very opposite of a quick wash and brush up’					Nina Ladwa, west London spa (Guardian 200)


The above means that men started to do all their best to be more satisfied with their appearance and style. The metrosexuality can be also an example that media have unlimited power and billboards, magazines, tv shows, films, celebrities have a very big influence on new segment of markets creation.

According to Trubo (2003) metrosexuals are feeling more comfortable having done treatments which used to be typical for women like manicure and pedicure and it does not change their masculinity or change their sexual perceptions.

As Simpson in Metro Warriors said:’ It is much more than a trend. It is in fact less than en epoch. Metrosexuality is such an integral part of a mediatised and consumerist world that even what is sold as its anti – thesis is still metrosexuality’.

Follow the above the same approach can help in research to identify the metrosexual segment of the market.

Psychographic segmentation

The other type of segmentation which typology has lots in common with lifestyle is psychographic segmentation and involves: ‘the more general and stable concepts of values, aesthetic style and life vision’ (Vyncke, 2002, p.445).

‘(…) lifestyle segmentation is based on activities, interests, and opinions’ (Cohel 2006, p.11)’, AIO statements become a method to research consumer behaviour and specify theirs expectations towards a specific product, was used by Schic to identify customers needs (Kurtz et al, 2010).

Psychographic segmentation defines attitudes, perceptions and influences on psychological profile of customers (Ibid).
With this in mind, customers are interested in products which described their lifestyles. For example, if they are focused on health issue probably any advertising process which will include a health promotion will be worth their attention.

Lifestyle identifies buyers’ habits and interests, is telling a story about a segment which promote the same lifestyle.
It helps to develop an effective marketing mix to target a segment who promotes the same ideas. Following the psychographic segmentation a different lifestyle expects a different marketing mix in order to succeed (Kotler et al, 2005). 

Within the above method very often framework of VALS has been used to classify people in lifestyle groups.

VALS

VALS was introduced by ‘Arnold Mitchell of the Stanford Research Institute’ (Gilligan, Wilson 2005, p.342). Based on the research he identified eight segments within Value Attitudes and Life Styles approach which were specify by Franzen and Moriarty in 2009, pp.152-153 as:
1. Innovators – focused on achievement goals, motivated by the above (Kimmel, 2010)
2. Thinkers – ‘well educated (…), value orientated in their consumption practise’ (Hoyer, Macinnis, 2008, p.380)
3. Believers – ‘principle oriented with minimal resources’ (Bannock, Davis, Trott, Uncles, 2003, p.199)
4. Achievers – people enjoying theirs life and achieving most what they want in life (Gilligan, Wilson, 2005)
5. Strivers – ‘status oriented with minimal resources ‘ (Bannock, Davis, Trott, Uncles, 2003, p.199)
6. Experiences – ‘motivated by self – expression (…), enthusiastic about new possibilities’ (Wrenn, Kotler, Shawchuck, 2010, p. 272)
7. Makers – following tradition, they like to be able to do all themselves, practical, motivated by success and self – expression (Wrenn et al, 2010)
8. Survivors – believed that changed happened too quickly, appreciating safety and security, like discounted products of favourite brands (Ibid)


Behavioural segmentation

Behavioural segmentation involves very often RFM (Recency, Frequency, Monetary Value). Within the above way of segmentation very important is ‘time’ and ‘moment’, ‘occasion, benefit sought, user status, degree of usage and loyalty, buyer readiness stage, and marketing focus sensitivity’  (Hogg and Gabbott, 1998, p.39).

Variables introduced by Cox and Brittain (2004) were narrowed to: occasions, brand loyalty, benefits sought.

Very often customers develop different needs in different period of time. According to Manzanedo (2005) marketing strategy is focused on launching the product at the specific time for example during Christmas, holiday because it is stimulated by consumers’ behaviour.

Also important is a way how customers response to the product. This particular segmentation is focused on benefits which products are going to offer to the consumers (Wilson and Gilligan, 2005, p.338).

For example, habit of drinking orange juice at breakfast is promoted as a healthy way of eating. However, next way of usage can be introduced in order to increase a sale which is orange juice as a refreshing drink which can be drink at the same moment for those who not necessary would like to consume it during breakfast (Kotler et al, 2005).
 
The other factor is brand recognition (Woog, 2007, p.10). 
It can be either developed over a period of time or followed by younger generation of customers. 
Similar situation can be in terms of favourite brand of supermarket. However, in food industry a factor which can manipulate the favourite brand is price, offers, loyalty policy when customers are not happy with the quality of the product, additional benefits like discounts, club points which influence at the same time consumers behaviours: more points for spend more (Kurtz et al,  2010).
 
Benefit sought – an example can be from report wrote by Haley in 1963 who identified ‘four different benefit segments, namely price, medical treatment, personal appearance and flavour’ (Chaston, 1999,p.51).

According to Lambin (2007) in general, behavioural segmentation is based on ‘actual purchase behaviour’ (p.137) and main criteria usually used within behavioural segmentation are: ‘usage, volume purchased and loyalty status’ (p.137). 

Product-user segmentation – may involve ‘users, non-users, first users, exusers, potential users and occasional versus regular users’ (Lambin, 2007, p.137). The above categories expect from marketers different selling and communication strategy (Ibid).

Volume segmentation – happens when ‘a small proportion of customers represents a high percentage of total sales’ (Lambin, 207, p.137). It measures the proportion between key customers – those who keep buying a product and those who rarely are interested in purchase. It recommends a special award for permanent users with big consumption/demand for products.

Loyalty segmentation – happens within existing customers, identifying a proportion ‘between hard-core loyal, soft core loyal and switchers’ (Ibid, pp.137-138).

Behavioural segmentation is ‘an ex post segmentation method based on the internal information system of the firm and on the customer data banks’ (Ibid, p.138).



Summary

It is recommended to use market segmentation because the above process let the businesses and other organizations ‘to balance the needs and wants of individuals and the constraints of running an economical operation’ (Wymer and Gomes, 2006, p.50).

It groups potential customers within large market. It let and help to identify cost-effective strategy to target segmented customers. With this in mind, not only human resources but also any marketing expenses are going to reach the most efficient use (Ibid).
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"Very pretty'' an investigation into the importance of metrosexuality within market segmentation and positioning.
 
Objectives: 
1. Identify if there is a metrosexual segment
2. Analyse the characteristics of metrosexual segment
3. Evaluate the importance of metrosexual segment in market segmentation (and positioning?)
4. Make appropriate recommendation
The evidence can be a line of Loreal’s cosmetics for Metrosexuals. 

Chapter Three – Methodology 3500 - 4000
1. Academic Focus and Research Rationale
a. State your chosen topic of research
The base for a following research is going to be mainly interview data and other researches to find out if there is a metrosexual market, its analysis and evaluation in terms of segmentation and finally make appropriate recommendations. 
b. Define the context, boundaries and ethical consideration of your topic
c. Provide a justification for your topic choice based on review of previous research in the topic area.
d. Define the concepts and theory (theories) that will inform your research
e. State the primary research question
f. State the aims and objectives of the research

Objectives: 
1. Identify if there is a metrosexual segment
2. Analyse the characteristics of metrosexual segment
3. Evaluate the importance of metrosexual segment in market segmentation (and positioning?)
4. Make appropriate recommendation

2. Research Paradigm and Method
Identify the research paradigm you will use to research topic
Identify the research methods that you will use to gather the data
Critically evaluate the advantages and disadvantages of the chosen research methods
a. Summarised the limitations of the research
2. Data Collection
a. Select the appropriate data collection techniques for you topic
b. Evaluate resources requirements
c. Identify the respondent population and sample if required
d. Explain how you will analyse the data collected
e. Specify the research limitations in terms of both reliability and validity


Chapter Four – Result, Analysis, Discussion and Conclusions of Findings
Chapter Five – Recommendations
Appendices, Bibliography, Dissertation, Research Questions, Literature review: existing academic 6000-7000, Introduction: 1500, Methodology: 3500-4000
Literature Review: 6000-7000, Methodology : paradigm, Method, Design, Analysis, Metrosexuality:Results, discussion, tables, graphs, comparing your result to existing literature review,Conclusion,Recommendations, based on the conclusion, Literature, Results, 






Ethical Issue

Marketing segmentation has an ethical issue regard with ‘digital divide – the gap between people who have access to the latest Internet and information technology and those who don’t’ (Kotler, Wong, Saunders, Armstrong, 2005, p.156).
Current technology developments make access to the online information easy. However, it still doesn’t guarantee that all potential buyers are up to date with pricing and products.
Nowadays, when the Internet and e-marketing has a massive power in terms of segmentation, its easier to target chosen segment, build relations with customers and increase the growth of the business. 
Nevertheless, it is recommended to remember about limitations. One of which is the fact that the poorest will always have limited access to new technologies and information which can have a big influence on theirs consumer behaviour. (Kotler, Wong, Saunders, Armstrong, 2005).




Targeting

Targeting is a process of meeting customers’ needs, develop or redevelop a product or service which may satisfy potential buyers, concentrated on a chosen segment (Adcock, Halborg, Ross, 2001).

Targeting the segment of the market can be done by using the following methods:
1. undifferentiated marketing – ‘targeting the entire market with the same marketing mix’ (Wood, 2004, p.107). The above method is much cheaper as saving money for development different strategies of marketing mix. The same strategy is used for all customers even that they have different expectations, consumer behaviours in order to receive the same or similar respond. However, unfortunately it is less effective than others (Wood, 2004).
2. concentrated marketing – ‘a market coverage strategy in which a firm goes after a large share of one or a few submarkets’ (Kotler, Wong, Saunders, Armstrong, 2005, p.420). 
3. differentiated marketing – targeting several segments by using separate marketing mix for each segment. The above method usually generates better revenue than targeting market by one marketing strategy (Kotler, Wong, Saunders, Armstrong, 2005). 
4. positioning -  ‘Arranging for a product to occupy a clear, distinctive and desirable place relative to competing products in the mind of target consumers. Formulating competitive positioning for a product and detailed marketing mix’ (Kotler, Wong, Saunders, Armstromg, 2005, p.31).
· concentration on the product , brand 
· using positioning strategy for marketing and advertising,
· the most important to locate brand in the market 

Positioning strategies:
· by product attributes and benefits
· by price / quality
· by product class
· by competitors
· repositioning
· cultural symbol
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