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To compete effectively, companies must be the owner
of "rifle"(sniper) rather than "shotgun®.

$

1. Identify and profile distinct group of buyers who differ in
their needs and preferences (market segmentation)

2. Select one or more market segments to enter (market
targeting)

3. For each target segment, establish and communicate the
distinctive benefits of the company’s marketing offering
(market positioning)



Steps in Market

Market Segmentation

1. Identify bases for Segmentation,
segmenting the market .

2. Develop segment profiles Ta rgetl ng; an d

Market Targeting Positioning

3. Develop measure of
segment attractiveness
4. Select target segments

Market positioning

5. Develop positioning for
target segments

6. Develop a marketing
mix for each segment



Levels of Market Segmentation

* Mass Marketing
Mass production, mass distribution, mass promotion.

Ford *Model T Ford = All Black Coca Cola = 6.5 ounce bottle

* Micro Marketing



Micromarhketing Levels

Segment Niche
Marketing Marketing

Local Individual
Marhketing Marketing




1. Segment Marketing

Consists of a group of
customers who

share a similar set needs
and wants

4

The marketer's task is to
identify them and decide
which one(s) to target. Target




2. Niche Marhketing

A niche is a more narrowly defined
customer group seeking a
distinctive
mix of benefits.

4 Attractive niche:

Customers have a distinct set of
needs

Willing to pay a premium to the
firm that best satisfies them
Small but has size

Profit and growth potential
Unlikely attract many other
competitor

Specialization = gains
economies
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Nlche Marketing
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3. Local Marketing

MENU MANTAP
CUMA Rp 15.000*

Mantap Harganya, Mantap Piihannya

Marketing programs
tailored to the needs
and wants of local
customer groups in

trading areas, I e

. . =) \\ .
neighborhoods, even 3| PANAS .
individual stores. o g o e G

McDelivery 24/7 714045




4. Individual Marketing

black patent [~] . .
EERE S Ultimate level of segmentation
HE N BTN " ”
=--=E-. ) Ieads. to segmer.lt o’f one” ,
nmmEsm customized marketm-g ,’f)r one-
= to-one marketing”.
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p Customerization:
Combines operationally driven

mass customization with
customized marketing in a way

" that empowers consumers to
\A ' a I - n design the product and service
| /) bouligue

VIEW OPTIONS

A\ ENLARGE IMAGE

A

offering of their choice.



Bases for Segmenting Consumer Markets

Geographic
Demographic

Psychographic
]




Geographic Segmentation

Neighborhood




Demographic Segmentation

Age and Life Cycle
Life Stage

Income
Generation
Social Class




Psychographic Segmentation

 Buyers are divided into different groups on the
basis of psychological/personality traits, lifestyle
or values

 People within the same demographic group can
exhibit very different psychographic profiles.




VALS™ Network /\
Innovators

w

High Resources

Primary ngh Innovation
Motivation

Ideals Achievement | | Self-Expression

< Thinkers §> Achievers Experiencers >

< Believers ;} Strivers Makers >

Low Resources

Low Innovation

Psychographic
Segmentation:
The VALS
Segmentation
System



Behavioral Segmentation

Decision Roles Behavioral Variables
* [nitiator * (QOccasions

* Influencer * Benefits

e Decider e User status

* Buyer * Usage rate

* User * Buyer-readiness stage

e Loyalty status
e Attitude




Buyer readiness stage

 Unaware

« Aware

* Informed
 |nterested,

* Desire

* Intend to buy




Loyalty Status

buy only one brand
all the time

Hard Core

loyal to two or three

Split brands

Shifting one brand to another

Switchers no loyalty to any
brand



Behavioral Segmentation Breakdown

Target Market
Unaware Aware
Not tried Tried
Y r Y Y Y Y
Negative Favorable ; Not yet
opinion Notra opinion R repeated Repeite
Y : Y
Loyal to . Loyal to
other brand BMIlGH ok brand
Y Y Y

Light Regular Heavy
user user user




Effective Segmentation Criteria

Measurable

Accessible

Substantial

Differential

Actionable

and served.

ts are large o
0 serve.

ts mus_.t resp



Evaluating and Selecting
2 Market Segments

‘ Single-segment
Concentration Selective Specialization

M M, M My My, M




Evaluating and Selecting
Market Segments

Product Specialization Market Specialization
M M, M, M M, M,




Evaluating and Selecting

Market Segments

— Full Market Coverage
My M, My
P
Py
Ps

P=Product M= Market



Posmiorming Is an art. Great positiening 1elis 2
campeliing. attenticn grabbing story - a siory
thit resonates with your audience.

« Rebel Brown
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Marketing Strategy

- < Segmentation >
Targeting >

Positioning ﬁ>
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What Is Positioning?

Locate the brand in

Positioning is the act of the minds of
designing the consumers to
company’s offering and GOAL maximize the

image to occupy a ﬁ potential benefit of

distinctive place in the the firm

mind of the target
market.
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Choosing a Positioning Strategy

Step 1. Identifying
Possible Competitive

Advantages
~~_ _— | Step 2. Selecting the
Right Competitive
Advantage

\} Step 3. Communicating

and Delivering the
Chosen Position

v
D,




Defining Associations

Points-of-difference

Points-of-parity (POPs)
(POD:s) ..
_ , Associations that are not
Attributes or benefits consumers | : to th
strongly associate with a brand, necessarily unique to the

positively evaluate, and believe brand but may be shared

they could not find to the same with other brands

extent with a competitive brand  + trgyel agency

* Apple (design, ease-of-use,
and irreverent attitude),

* Nike (performance, innovative
technology, and winning)



Differentiation Strategies
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Product Differentiation

Product form
Features
Performance
Conformance
Durability
Reliability
Reparability

Style

Design

Ordering ease
Delivery
Installation
Customer training

Customer
consulting

Maintenance



Personnel Differentiation:

 Companies can have
better-trained
employees.

Singapore Airlines



Channel Differentiation

Jfreshdirect.

FIND OUT IF WE'RE DELIVERING
TO YOUR NEICHBORHOOD!

FOR HOME DELIVERY FOR CORPORATE DELIVERY

Companies can
more
effectively and

efficiently
Entler vour ZIP CODE here: Enter your ZIP CODE helre: dESign their
distribution
channel’s
coverage,
expertise and
performance.

OUR FOOD IS FRESH. OUR CUSTOMERS ARE SPOILED.



Image Differentiation

Companies can craft
powerful, compelling
Images

Come to where
=g the ilavoris.







