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6. Develop Marketing

Mix for Each Target Segment Market
5. Develop Positioning FOElieng
for Each Target Segment
4. Select Target
Segment(s) Market
3. Develop Measures Targeting

of Segment Attractiveness

2. Develop Profiles
of Resulting Segments

Market Segmentation
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Market segmentation

Product Promotion

1 1
Prilce Pla:iLce T
arge“
Proguct Promzotion
Target 2
Price Place
2 2
el
Product Promotion p
3 3
Price Place
3
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Economy

=

Political/

Political/
Legal

Economy

Technology

D

Customer

\/

Economy

Political/
Legal

Technology
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x Invalid>
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Narrow
market
focus

Wide

market

Focused

Diversi-
fication

Wide
practice
area
range

Narrow
practice

area focus

Wide
practice
area
range

< Practice area focus I

< Market segment focus I

@II service generalist

<< Niche competitor I
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Geographic

Bases for
Nations, states, Segmenting
regions or cities
Consumer
Markets

Age, gender,
family size and
life cycle, or income

Psychographics

Social class, lifestyle, =
or personality

Behavioral

Occasions, benefits
sought, user status,
usage rate, loyalty

1382/9/2
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Bases for Segmenting Business

i Markets

Personal
Characteristics

Demographics

Bases
for Segmenting
Business
Markets

Situational
Factors

Operating
Characteristic

Purchasing
Approaches
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i Bases for Segmenting International Markets

Geographic

Economic

1382/9/2

Cultural |

Political/
Legal

Internal
market
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Bases for Segmenting
i Consumer Markets

= Geography
= Region of the world
= Country
= Region of the country
» State
« City
= County

1382/9/2
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Bases for Segmenting
‘L Consumer Markets

= Demography

= age = Occupation
= gender _

= education
= family size

= ethnicity
« family life cycle

= nationality

= income

1382/9/2
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Bases for Segmenting
i Consumer Markets

= Psychographics

= Ssocial class
= lifestyle

= personality

1382/9/2
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Bases for Segmenting
‘L Consumer Markets

= Behavior
= purchase occasions
= benefits sought
= user status
= Usage rate
= loyalty status
= readiness stage

1382/9/2
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Bases for segmenting business

i markets

= Demography

= industry
= company size

= location

1382/9/2 32



Bases for segmenting business

i markets

= Operating variables
= customer technologies
= Usage rate
= user status
= customer service requirements

1382/9/2 33



Bases for segmenting business

i markets

= Purchasing approaches

= centralized vs. decentralized purchasing
= current vs. potential customers

= purchasing criteria

1382/9/2 34



Bases for segmenting business

i markets

s Situational factors

= urgency of need
= application of product

= Size of order

1382/9/2 35
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« Geodemographics
=« PRIZM codes

= Product-related behaviors & attitudes
=« Lifestyle/Psychographics

= Activities, interests, opinions, personality,
values

1382/9/2
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‘L 80/20 Rule

¢ A relatively small percentage of customers
accounts for a disproportionately large
share of the sales

Target Share of
customers
Share of 20% sales

customers

Targe
custom
80%
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Bases in macro approach

1382/9/2

Bases for
segmentation

Segment(s) name

Authons) date

Segment description

GNP, GNP
distribution, size

GNP, GNP
distribution, size,
LDC technology
level

Geographic
proximity, economic
integration,
development levels

Country segments

Country grouping or
clusters

Import demand
segments

Regional segments

Sourcing and
purchasing of
materials,
components,
technology

Kotler, 1986

Sethi, 1971; Porter,
1986: Wind, 1986:
Huszagh ef al., 1986

Nachum, 1994

Daniels, 1987

Frear et al., 1995

Individual countries
represent separate
segments

Clusters with similar
demographics,
cultural patterns

Two stage analysis
of import data that
includes factor
scores and cluster
anal ysis

World regions
(country groupings)
with similar
characteristics for
economies of scale
Survey of 135 firms
based in 42
countries. Clustering
based on sourcing
strategies

40



Bases in macro approach
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138

Bases for
segmenlation

Segmenl(s) name Author =) date

Segment description

Lifestyle factors and
product benefits

Responses to
markd ing

Across countries

| W7

segment ation

Core value segment  Lascu et al., 1996

5 trategical Iy Kalz and
equivalent segments  Sudharshan, 1987

Convenlence
orientation segments

smit and Netjens,

20000

AlTinily segments

Consumer-product

segment s

Donmwal and Unger,

Hofstede ef al.. 19594

Psychogmphic
segmental ion and
henefits analvsis

A cross-cul tural
gudy of terminal
vilues held by
difterent
demographic within
country segments

Segmentation tag
response Lo a
specific markeling
Il X

Lugmani ¢ af.. 1994 A cross-cultuml

measum of
Convenience
onentation is used o
cluster segments
hased on time-saving
onentation and
comfor-orient o ion
Segmentation-hased
on alfimty for
acdvertising
Segmentation-based
on consumer-product
rel atons
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Bases for

segmentation Segment(s) name

Author(s) date

Segment description

Cultural traits Sensory segments

Attitudes Attitude clusters

Hybrid factors
ivalues, benefits,
demographics, etc.)

Global segments

Macro-level and Diftusion-based
micro-level diffusion segments
parameters

Moskowits and
Rabino, 1994

Verhage et al.. 1989

Hassan and Katsanis,
1991

Kreutrer, 1988

Helsen et al., 1993

Divide consumers by
the patterns of
sensory
characteristics that
they like the most
about a number of
products

Similar consumer
attitudes for specific
products across
countries

Profiling of global
elites and teenagers

Two-stage
segmentation using
environmental and
behavioral indicators

Latent-structure
method to
accommodate the
bass diffusion model

43



Targeting market: Evaluating Market
Segments

= Segment Size and Growth

= Analyze sales, growth rates and expected profitability for
various segments.

= Segment Structural Attractiveness

= Consider effects of: Competitors, Availability of Substitute
Products and, the Power of Buyers & Suppliers.

= Company Objectives and Resources
= Company skills & resources relative to the segment(s).
= Look for Competitive Advantages.

1382/9/2
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Company
Resources
Product
Variability
Product’s Life-Cycle
Stage

Market
Variability

Co*’
Marketing Strategies
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Positioning for Competitive

Advantage: Strategies

T

Product

—

/ Class

Away from
Competitors

Against a
Competitor

Product
Attributes

Benefits
Offered

Usage
Occasions

User Class
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Strategic Marketing Planning

i Process

= Corporate mission/Objectives

= Identify marketing opportunities
= Segment broad markets

= Select target markets

= Position the product/service

= Set quantitative goals

= Develop the marketing mix

1382/9/2
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