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Chapter 6 – Segmentation, Targeting, and Positioning
· Consumer Market – Consists of products, ideas, and services that a person can purchase or support for personal use.
· Business Market – Products that are purchased either to run a business or to be used as a component in another product or service.
· Market Segmentation – The aggregation of prospective buyers into groups that have common needs and respond similarly to marketing programs.
· Product Differentiation – Involves positioning a product apart from the competition in the eyes of consumers.
· Mass Marketing – The marketing of a product to the entire market with no differentiation at all.
· Segment Marketing – Designing specific products and services to meet the needs of different target groups.
· Niche Marketing – Allows a company to focus its efforts on a limited segment in the market.
· Individualized Marketing – Involves customizing offers and, in some cases, products to fit individual needs.
· Market Segmentation
1. Review strategic company objectives.
2. Identify specific business unit objectives.
3. Identify consumer/customer needs and common characteristics in the market.
4. Cluster common consumer/customer variables to create meaningful market segments.
5. Conduct SWOT analyses on the segments to determine strengths, weaknesses, opportunities, and threats.
6. Identify the segment that best meets strategic company objectives.
7. Identify marketing programs and budget requirements needed for this segment.
8. Create a sales forecast for this segment.
9. Conduct a profit-and-loss financial analysis for this segment.
10. Check financial forecasts against specific business unit objectives.
· Geographic’s – Where a target market lives using variables such as country, region, province, city size, and types of location such as urban, suburban, or rural.
· Demographics – Ranges for age, gender family life cycle, income, occupation, education, ethnic background, and home ownership.
· Psychographics – Understanding consumers’ attitudes to life, their personalities, general interests, opinions, and activities.
· Behaviouristics – Why consumers buy a product, the product benefit, how they use it, and whether they are brand loyal in their purchase behaviour.
· Product Positioning – The impression of the product you want to establish in consumers’ minds relative to their needs and the competition.
· Product Statement – A tool that identifies the main reasons the target market buys a product and what sets it apart in the market.
· Repositioning – A revamping of  a product and its marketing mix to more accurately meet consumer needs.
· [bookmark: _GoBack]Positioning Maps – Visual representations of how products are positioned in a category to consumers.

