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ldentifying market segments and
targets =




Introduction

Cant serve all

Consumers have different needs

ldentify which segment to work on




Effective Targeting Requires

ldentify and profile distinct groups
[ Market segmentation }

Select one or more market segments
[ Market targeting }

Establish and communicate the distinctive
benefits of the market offering =

Market positioning }




Mass Vs micro marketing

- _ P
Mass production

Mass distribution
Mass promotion

abejuenpy
abejuenpesi(




Segmentation

Trying to sell every
one might lead to sell
no body

Avoid head to head
comparison

Satisfy specific needs

Might be higher cost
even than sales!

Mass Marketing

If all have the same
Interest or taste

One marketing
strategy

Standard product
offering

Less cost of marketing




ldeally each customer should
have his own segment

Is that possible?




' _________________________________

One to one marketing




Positioning

Selection of segments/targeting

Market segmentation




Four Levels of Micromarketing




Segment Marketing

Targeting a group of customers
who share a similar set of
needs and wants.







www.hilton.com

Embassy Suites Hotels (for people interested tw
. room suites) =
Doubletree Hotels (upscale accommodation)

Hampton Inns (for price sensitive travelers)

Homewood Suites (for those seeking aoartment;
. accommodation for long period) '

Hilton Hotels (for stylish business and vocatlonal
- travelers) '




www.bayeraspirin.com

Bayer rapid headache relief formula

Bayer Back and Body pain formula

Bayer Night Time Relief Formula




« MBC1 (generic/family)

« Al Arabia (news)

* 4 (series)

* 2 (movies)




How create the segments?

Consumers Marketers













Niche marketing

« Customer group seeking distinctive
benefits

« Segments into subse

 Attractive niche
 Distinct set of need
e Pay premium
 Few players




Niche marketing




Local marketing

Tallored to the needs and wants of local
customers

Grassroots marketing

Getting close and personal to customer




Customerization

Combines operationally driven
mass customization with customized
marketing in a way that empowers
consumers to design the
product and service offering
of their choice.




Segmenting for Business Markets

Demographic

Operating Variable
Purchasing Approaches
Situational Factors
Personal Characteristics






















Demographic

Industry

Company size

Location




Operating variables

Technology

User or non-user status

Customer capabilities




Purchasing approaches
Purchasing function organization

Power structure

Nature of existing relationship

General purchase policies

.............. Purchaﬂcrltena




Situational factors

Urgency

Specific applications

Size of orders




Personal charactersitcs

Buyer seller similarities

Attitude toward risk




Effective Segmentation Criteria

Measurable
Substantial
Accessible
Differentiable
Actionable



















9 major categories for
segmentation







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




Geographic segmentation, continueé

Some marketers believes that due to new
technology, geographical segmentation Is of
little value. '




www.campbellsoup.com _
Segments its domestic market into 20 regionég

Each area marketing manager have the
authority to develop specific local Campalgns
tailored to local market. -

Studies shows micromarketing won Consume
support. =




www.walmart.com

3,600 stores in USA and 1,500 outside.

They noticed different product categories
are sold in certain areas more than others. :

They empowered the store manager to Cope
with local taste. -




Demographic segmentation




Products needs and interest vary with
consumer age.




Age, continue

\
McDonalds spent 80% of its f f\
advertising budget on TV several frprr gy
years back, and now more in 5
Internet portals.

Coke spending $3 millions on
Interactive media

Both to win 12-24 years old
consumers.




Age, continue

Chronological age Cohort age effect

effect « Occurrence due to
e Occurrence due to growing during
chronological age specific time period




Cohort




Gender




Wal-Mart online shoppers

Women i1s 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 foocézl
and unconcerned about calories and fat conte

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







Marital Status

Family is one of the most important consumer
segments. -

ts important to know the decision making

process for each product.

ts important to differentiate between singles,é
divorced, single parents, and dual income
maurried.

Its iImportant for store managers to have the

-Jght.pro “ CL.MErChanISE..







Examples

Panache, a lifestyle magazine, struggled for 6
years with 16 pages. '

When they changed their distribution to ;
households with more than $100,000, advertls

become Iinterested with the magazine and the;
reached now to 40 pages. :

I-Mate magazine price!
Occupation and internet use!




Psychological segmentation




Psychographic segmentation




Psychographic segmentation,
continue




Psychographic segmentation,
continue




Psychographic segmentation,
continue




continue

AlO research noticed
differentiation between
pet ownership.

People who NOT have
pets are more
conservative in nature
and more brand loyal







Sociocultural Segmentation




Family Life Cycle

e.g., financial services at different stages




Soclal Class




Culture and subculture




Cross-cultural or global marketing

segmentation




Use-related Segmentation







Awareness
level







Usage-situation Segmentation

Marketers recognize that the occasion or |
situation often determine what consumers
will purchase or consume. :

“When | do

In other cases, customers do something else













Psychographic, lifestyle, and
demographic profiles

























Exercise

What are the possible segmentation for
pharmacies business?

What are the criteria for customers for each
segment?




