Marketing Lecture 4: 
Chapter 6: Segmentation. Targeting and positioning 

Segmentation: Is an exercise in which marketers divide large heterogenous markets into smaller segments that can be reached more efficiently and effectively with products and services that match their unique needs 

STP – Segmentation, Targeting, Positioning 

Step 1: Establish overall strategy or objectives: 
· The strategy must be consistent with and derived from the firms mission and objectives, as well as its current situation (SWOT) 
Step 2: Segmentation bases: 
· Geographic 
· Divide market into separate geographic units 
· World regions
· Countries and region of the country
· Ex: provinces cities and neighbourhoods 
· Types of regions
· Urban mountains, ocean/ beaches, climate 
· Demographic 
· Most common method 
· Easy to identify 
· Easy to reach 
· Divide market into groups based on: 
· Gender
· Age 
· Ethnic group
· Family lifecycle stage 
· Household type 
· Income 
· Other. (ex: occupation, education, religion) 
· Census excellent source of segmentation data (stats Canada census data 
· Psychographic 
· Psychographic segmentation relies on how consumers describe themselves 
· Self values: goals for life, not just immediate goals, which help determine the benefits the target market wants from a product 
· Self concept: The image people have of themselves 
· Lifestyles: How people live their lives to achieve their goals (AOI) – activities, interests and opinions) 
· Behavioural 
· Benefits derived 
· Segments according to the different benefits that consumers seek from the product 
· Occasion 
· Segments according to occasions when buyers get the idea to buy, actually make their purchase, or use the purchased idea 
· Usage rate 
· Segmented into light, medium and heavy product users
· Loyalty 
· Segment by consumer loyalty to brands, stores and companies 
Multiple segmentation bases: 
· Multiple segmentation is used to identify smaller, better-defined target groups 
· Multiple-variable segmentation Is more precise than single variable segmentation 
· The current trend is toward using more rather than fewer variables to segment most markets 
Geodemographic segmentation: 
· Geodemographic segmentation: The grouping of consumer on the basis of a combination of geographic, demographic and lifestyle characteristics 
· Ex: Nielsen PRIZM is a set of geo-demographic segments of the united states 
· The PSYTE tool groups all neighbourhoods in Canada into 60 different groupings 
Step 3: Evaluate segment attractiveness: 
· Segment attractiveness: 
· Identifiable 
· Measurable: The size, purchasing power, and profiles of the segments can be measured 
· Differentiable: The segments are conceptually distinguishable and respond differently to different marketing mix elements and programs 
· Who is their market? 
· Are the segments unique/distinct? 
· Does each segment require a unique marketing mix? 
· Reachable (accessible): The market segments can be effectively and efficiently reached and accessed through: 
· Persuasive communications: 
· Consumer must know the product or service exists, understand what it can do for them, and recognize how to buy it 
· Product distribution 
· Responsive (Actionable): effective programs can design for attracting and serving the segments 
· Accept the firm’s values proposition 
· React similarly and positivity to the firm offering 
· Substantial and profitable: the market segments are large or profitable enough to serve
· Growth potential: equally important 
· Size: matters 
· Problem: too small and insignificant buying power and not profitable 
· Responsive 
Step 4: select a target market: 
· Assess both the attractiveness of the opportunity and the firm’s own competencies to serve the market 
· Situational analysis including both: 
· Internal environment (strengths and weaknesses) and 
· External environment (opportunities and threats) 
· (macro and micro environment) 
· The company should enter only those segments in which it can create superior customer value and gain advantages over competitors 
· Target strategies: 
· Broad targeting 
· Undifferentiated mass marketing 
· Differentiated (segmented) marketing 
· Concentrated (niche) marketing 
· Micromarketing (local or individual marketing) 
· Targeting narrowly 
Step 5: Identify and develop positioning strategy 
· Positioning may use one or more of the following strategies: 
· Value
· Ex: relationship of price to quality 
· Product attributes
· Ex: Innovation, quality, performance, and reliability 
· Benefits and symbols
· Ex: Ralph Lauren polo player 
· Competition
· Ex: Head to head, differentiation 
· Market leadership
· Ex: Leadership position within an industry 
· Perceptual Maps:
· Perceptual map: Displays in two or more dimensions, the position of products or brands in the consumers mind 
· Repositioning: A strategy in which marketers: 
· Change a brand focus to target new markets or 
· [bookmark: _GoBack]Realign the brands core emphasis with changing market preferences 
