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L1 – Market Segmentation: 
Why is Market segmentation needed?
Consumers have diverse needs that a single product cant satisfy
Companies have finite resources so firms must efficiently spend them on those consumers who will actually purchase products
Market segmentation  aggregating prospective buyers into groups that have common needs and respond similarly to marketing programs
Piece of the market
Targeted group 
2 main market segments:
Consumer Market
Consists of goods, services and ideas that a person can purchase for their own personal use
Business market
Involves products that are purchased either to run the firm or to be used as a component in another good or service
Product Differentiation  a strategy employed by marketers to position their products apart from the competition in the eyes of consumers

L2 – Forms of Market Segmentation: 
Mass Marketing
Product that is marketed with no differentiation at all
Segmented Marketing: 
Designing different products and services to meet the needs of different groups
Cereal example  each company markets their product to a wide array of consumer groups, slightly changing the product to fit that targeted group needs
Each promo campaigns follows suit
Niche Marketing: 
Allows a company to focus its efforts on a limited segment in the market
Individualized Marketing: 
Involves customizing offers and products that fit individual needs
Modern advancement
Uses computers to track the purchasing patterns of particular groups
Tracking individual preferences and sending offers that meet individual consumer requirements
Amazon’s homepage example
Other examples = QV slide 8 Segmentation

L3 – Steps in Market Segmentation: 
Step 1: review company objectives
Clear and quantifiable 
Includes: sales, revenue and profit targets
Step 2: ID consumer needs and common characteristics of market
ID common interests and evolving trends
Done from a consumer perspective
Step 3: Cluster consumers variables to create meaningful market segments
stand back from the market and look for clusters of products that ID common interests, usage patterns and prevailing attitudes
from a consumer perspective!
Step 4: SWOT Analysis
Stands for: Strength, Weaknesses, Opportunities, Threats
Strengths and weaknesses = internal areas of product
Opps and threats = outside areas of firm
Competition, consumer trends, technology
Step 5: ID the segment that best meets company goals
SWOT analysis and assesses the opportunities and threats in relation to company objectives
Step 6: ID marketing programs and budget requirements needed for this segment
Financial evaluation of the market to asses:
Cost of doing business
Programs required to support initiative
Resources needed to compete
Step 7: Create a sales forecast 
Forecasting potential sales 
Step 8: conduct a profit-and-loss financial analysis 
Determine what level of profits can be achieved 

L4 – Target Market Profiles: 
Target market profiles included in annual marketing plan and in strategic documents that relate to specific products
Geographics: 
Looks at where a target market lives using variables and type of locations
such as country, region, province, city size (variables)
 urban, suburban or rural (type of locations)
Demographics: 
IDing ranges for age, gender, family life-cycle, income, occupation, education, ethnic background and home ownership
Psychographics: 
Understanding consumer attitudes to life, personalities, general interests, opinions and activities
Based on primary research
Central to understanding the delight points of consumers and what gives them that extra spark
Behaviouristics: 
Why consumers buy a product, the product benefits, how it is used and whether consumers are brand loyal in purchase behaviors
Directly refers to how consumers use the product
Consumer insights are used to help develop campaigns that talk to the target group

L5 – Product Positioning: 
Product positioning  refers to the image of the product you want to establish in consumers minds elative to the competition
 Positioning statements  clearly and simply outline the positioning of a product
used to crystallize the image for marketers so that they can devise all the elements of the marketing mix with the product positioning 
generally included in an annual marketing plan
simple, clear and focused
ID main reasons the target market buys the product and what sets it apart in the market
4 Elements of product positioning: 
Product name
Category
Benefits
Distinguish from competition 
Repositioning: 
Revamping of the product and its marketing mix to more accurately meet consumer needs
Positioning Maps: 
Visual representations of how products are positioned within a category to consumers
Visually represent categories within a market
Specifically products and brands offering within a specific segment 
It must clearly ID the two most important attributes that drive purchases in a category
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