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Market segmentation

Chapter 3



Definition



Example, automobile



Market segmentation Vs mass 
marketing

Alternative technique is 
mass marketing

Which one is better?



Segmentation      Mass Marketing

If all have the same 
interest or taste

One marketing strategy

Standard product 
offering

Less cost of marketing

Trying to sell every 
one might 

lead to sell no body

Avoid head to head 
comparison

Satisfy specific needs

Might be higher cost



Ideally each customer should 
have his own segment

Is that possible?



One to one marketing



3 steps

Market segmentation

Selection of segments/targeting

Positioning



MBC

• MBC1 (generic/family)

• Al Arabia (news)
• 2 (movies)
• 4 (series)
• 3 (Kids)





What are the basis for 
segmentation?



9 major categories for 
segmentation



Segmentation basis



Geographic segmentation

• The market is divided by location.

• Relies on people who live in same area 
share some similar needs which is 
different from other areas.

• Some companies sells better in certain 
locations.



Geographic segmentation, continue

• Some marketers believes that due to new 
technology, geographical segmentation is 
of little value.



www.campbellsoup.com
• Segments its domestic market into 20 

regions.

• Each area marketing manager have the 
authority to develop specific local 
campaigns tailored to local market.

• Studies shows micromarketing won 
consumer support.





Demographic segmentation

Age, sex, marital status, income,
Occupation and education

Help in targeting in cost effective manner

Watch the trend of change in demographics



Age

• Products needs and interest vary with 
consumer age.

• Age and investment reward



Age, continue

• McDonalds spent 80% of its 
advertising budget on TV several 
years back, and now more in 
Internet portals.

• Coke spending $3 millions on 
interactive media to win 12-24 
years old consumers.



Age effect

• Chronological age
effect

• Cohort age effect

Occurrence due to 
chronological age

Occurrence due to growing 
during specific time period



Gender
• Products for males and others for females



Wal-Mart online shoppers

• Women is more than men.
• Typical online shopper is working mom to 

satisfy part of her shopping needs.
• 92% of online shoppers visit the stores at 

least once a month.
• Online shoppers have higher income and 

more educated.



Burger King
• Research shows that they controlled 10% of 

breakfast market Vs 40% for McDonalds.
• Also it shows that young men wants tasty 

foods and unconcerned about calories and 
fat content.

• New product offering: Enormous Omelet 
which contains 730 calories, 47 grams of fat, 
415 mg cholesterol, and 1,860 mg of sodium.


