— people that have the power and the will to
- what is a market? || buy and have the needs or wants as well

dividing a market into distinctive groups to focus on similarities of people instead of differences

based on similar characteristics

can be divided based on:
needs/characteristics/behavior

measurable

accessible

requirements for effective segmentation Subsisntal
{ market segmentation F q 9 differential

actionable

mass marketing
segment marketing

" niche marketin
levels of market segmentation 9

micro marketing

individual marketing

the process of evaluating each market
segment's attractiveness and selecting

market targetin
+A}i one or more segments to enter

‘ Segmentation-Targeting-Positioning

arr?nging_fqr a PdeU(CijdSET\_/iCEItO (;CCUPY we must have a clear idea about our product
gives the actual psycho of the people a clear, distinctive and desirable place . .
behaviorgraphics relative to competing products in the we must be able to describe our product in 3-4 words

minds of target consumers

psychographics " consumer characteristics |~

select positioning strategy

demographics PP o
positioning for competitive advantage perceptual map

geodemographics - market positioning —
- how many differences to promote

choose the right competitive advantage which differences to promote
affordable, profitable, preemptive,
communicable, superior, important,

distinctive
Unique Selling Proposition

identify,
identify bases for segmenting market Tt
develop segment profiles

develop measure of segment
attractiveness

-+ STEPS in segmentation, targeting, positioning —
select target segments

target the appropriat% group el .

develop positioning for target segments

clarify your position_‘_.
develop a marketing mix for each segment — VT
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