MARKETING SEGMENTATION
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My business ideia is to open a small candy shop called “Sweet Shop” near to Hendon School located in Golders Rise, North West London (NW4 2HP). My market is segmented mainly by age and lifestyle, focusing on teenagers who enjoy affordable treats and social spaces after school, as well as parents who buy sweets for their children at weekends.
Why this location?
Answer:  I chose to locate my candy shop near Hendon School in Northwest London because the area has a high number of students and families, making it perfect for a small business like mine. It is also close to a school, and is a busy residential area with strong daily foot traffic.

Geographic segmentation
· Location: North West London, near Hendon School (NW4)
· Type of area: suburban/residential with local families and students
· Easy access: walking distance from the school and bus routes nearby
· Local community: strong sense of neighbourhood and daily foot traffic

 Demographic segmentation
· Age: mainly 11–18 (secondary school students) + parents in their 30s–40s
· Gender: both male and female
· Income level: middle to lower-middle income (affordable products appeal)
· Family status: families with school-age children
· Education level: students and local staff (teachers, school workers)

 Psychographic segmentation
· Lifestyle: active, social, like to hang out with friends after school
· Values: enjoy fun, colour, and affordable treats
· Interests: sweets, snacks, social media trends, friendship and sharing moments
· Personality traits: outgoing, sociable, like to reward themselves after school or exams

 Behavioural segmentation
· Buying habits: impulse purchases, especially after school hours
· Occasions: birthdays, celebrations, after-school snacks
· Loyalty: likely to become repeat customers if rewarded (loyalty cards, discounts)
· Benefits sought: convenience, fun experience, low prices, tasty sweets
· Frequency of purchase: several times per week (especially students who pass daily)

Targeting
The main target audience for my candy shop will be students from Hendon School, aged 11 to 18. This group is ideal because they pass by the shop every day and often look for small, affordable snacks after school. They are also very social and enjoy buying sweets with friends, which can increase word-of-mouth promotion. A secondary audience includes local families who live nearby and may visit during weekends or school holidays. This audience was chosen over adults and professionals because young people are more likely to make regular impulse purchases, helping the business maintain steady daily sales.
Positioning
My candy shop will be positioned as a fun, friendly, and affordable place for students and families to enjoy. The shop will offer a mix of traditional British sweets and modern flavours, making it attractive to both young people and nostalgic adults. The goal is to create a welcoming space that feels part of the local community, where customers can relax and enjoy small treats. What makes my business different from competitors is the focus on community connection, bright and cheerful branding, and eco-friendly packaging, which reflects a modern and positive image.

Reaching your audience3
To reach my target audience, I will use social media platforms such as Instagram and TikTok, where students are most active. These channels will be used to post colourful images, short videos, and fun challenges to attract engagement. I will also use after-school promotions, like a 10% student discount and special offers between 3:30 and 5:00 pm, when most students finish classes. Additionally, flyers around the school area and local partnerships will help raise awareness. These strategies will encourage customer loyalty, increase daily traffic, and help the business grow sustainably.
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