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Market Segmentation
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Describe the
characteristics
of markets and

market segments
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Segmentation

v A marketing strategy which involves
dividing a broad target market into
subsets of consumers, or businesses,
that have, common needs, interests,
and priorities, and then designing and

Implementing a marketing mix to target
them.




Defining a target market

People or organizations with needs or wants
and the ability and willingness to buy.

Market A subgroup of people or organizations sharing
one or more characteristics that cause them to

Segment have similar product needs.

e

Market The process of dividing a _mar.ket ir]t_o
meaningful, relatively similar, identifiable

Segmentation segments or groups.




Adidas vs. Nike Target

Male and female

Ages 130 25

Active

Lifestyle brand

Working middle class ($60,000 $80,000)
Do some type of sport

Seeking quality clothing at competitive price
Urban youth: comfort, durability & style
Fashion Statement

cﬁ%\as@

Male and female

Ages 150 40

Athletes/Sportsmen

Middle/Upper class ($80- $125,000)
Sports performance brand

Athletict eams, col |l egedbds at
for product sponsorship and eventual
promotion to the members othese teams.

Elite athletes who demands quality,
Innovation and performance apparel.

o




Kindle

v A younger demographic (20 35-year olds)
v Customers have a flair for technology
v Able to find their way around a tabldtke device
v More likely to embrace changes and advances in technology
v More educated people.
o College and Graduate
v Working professionals
o Income $100,000+
v Major metropolitan cities and suburbs
v Enjoy reading




Just look at therr ads...

v What do the images suggest?

v Are the people old/young? White,
African American, Hispanic, Asian?

v Where are they, e.g. at home, on
holiday?

v What are they wearing? Nice
clothes, business, casual, grunge?

v Does it look like they are in a city,
suburbs, small town,
International?

v Are they at home, work, office,
remote location?

v Are they using technology? iPads,
smart phones?




Importance of Segmentation

vUntil 19600s mar ket ersx
practice segmentation
o Sloppy effort
o One size, fits all
o Either buy it, or go without
o Little competition

v Today, marketers must segment the

market to survive

o Not everybody is your target market

A My 85 year old mother is not going to buy
your headphones




(riteria for segmentation

Identifiable Segments must be identifiable and their size
and Measurable measurable.
e Members of targeted segments must be

reachable with marketing mix.
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Identifiable Segments must be identifiable and their size
and Measurable measurable.

Members of targeted segments must be

Accessible reachable with marketing mix.
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Kombucha is a fun and tasty way to feed your gut those important probiotics, and Hetdtis about to make it even more enjdj@
with their new line of summeinspired flavors.

Health-Ade just announced the release of six new kombucha varieties to hit retailers nationwide this year, and with names like
Strawberry Lemonade and Passionfitit Y ASNAY S ¢S 1y26 6SQfft 06S aAlLIIAYy3T 2y elKS&aS | ff
Grapefruit, Tropical Punch, Cherry Berry, and Péaahgo.



Ken Doll Makeover

Identifiable Segments must be identifiable and their
and Measurable size measurable.
Accessible Members of targeted segments must be

reachable with marketing mix.




QO 51 Top Comments ~
20 shares 6 comments

Carolyn Jeorjette Takhtjian Have you guys seen
the backlash this is getting on Twitter???7? It's
HORRIBLE! NOTHING is wrong with this
advertisement or this family!

Like - Reply €25 - 21

% 2 Replies

Tom Byrne | like the ad. Happy people selling a
good product. This week we are going shopping at
old navy

Like - Reply - 461

Elizabeth Arguelles Yeah, this is like my entire
family. Are there really parts of the world out there
who still find interraciality something weird enough
to freak out over?!?!

Like - Reply - 48 mins - Edited

.

Vicki Yates Love this!! It's the future of Americall
Like - Reply - €54

Vonda Howard Beautiful family!

Like - Reply -&23 - 2 hrs

Eric Carter Yes

Wo

You

Not just underwear, But bodywear
by Levr's BODYWEAR



America’s #1 Trusted Baking Soda Brand

Natural Protection

Y Aluminum Free
/'Paraben Free
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Holds 250 diapers
]0 (up to 25 per bag-)

BA G S Jusqu'a 250 couches (25 par sac)
Hasta 250 padales (25 por boisa)

Sacs/Bolsas

*Based on Newborn / Stage 1 diapers

Basé sur les couches de nouveau-nés et de taille |

Basatio en panales de recién nacidos y de tamanc 1



Successful Market Segmentation

Useful
segment?

X Substantial
X ldentifiable and measurable
X Accessible
X Responsive

Then, yes: Useful segmentation scheme
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Describe the bases
commonly used
to segment
consumer markets

. /




Bases for segmentation

Segmentation

_ Marketers use segmentation
Variables

bases (variables)

v Characteristics of
individuals, groups, or
organizations used to divide
a total market into segments.




Segmentation bases for cars

There are a variety of ways of
segmenting the market for cars.

Remember that market segmentation
should be focused on consumer groups
and their needs, not on the class of car.

Classifying different types of cars (such
as sedans, people movers, convertibles,
and so on) is NOT an acceptable
approach to market segmentation.

These types of cars are product solutions
designed to meet the needs of specific
consumer segments.

Just getting

around
Family needs

Car

market
segments

Quality matters I've made it

Environmentally

econd family car
Sec v aware



Busimess Segmentation

Demographic

Alndustry: What industries should we serve?
ACompany size: What size companies should we serve?
ALocation: What geographical areas should we serve?

Operating Variables

ATechnology: What customer technologies should we focus on?
AUser or nonuser status: Should we serve heavy users, medium users, light users, or nonusers?
ACustomer capabilities: Should we serve customers needing many or few services

Situational Factors:

AUrgency: Should we target companies that need quick and sudden delivery or service
ASpecific application: should we focus on a certain application or product
AsSize and order: Should we focus on large or small orders

Personal Characteristics

ABuyerSeller Similarity: Should we focus on business whose people and values are similar to ours
AAttitude toward risk: Should we serve risk taking or risk avoiding customers
ALoyalty: Should we serve businesses that show a high degree of loyalty to their suppliers

The business market consists of four segments: producers, resellers, government, and institutions




Consumer Segmentation Bases

F o

Psychographics




Segmentation Bases

DEMOGRAPHICS GEOGRAPHICS

i Personality i i Usage Rates i
\ andvalues | TS



beographic Segmentation

v A process of grouping customers based on
where they live. Companies segment their
target marketgeographicallywhen needed
to focus on a specific area.
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Demographic Segmentation

v Targeting according to age, race, religion, gender,

family size, ethnicity, income, and education. , @
v Advantages of demographic segmentation is that [ 3

the information you need is readily available for ‘ s

you. (census data) 1 4
v Most popular because customer wants are closely @

linked to variables such as income and age.

o Also, for practical reasons, there is often much more data
available to help with the demographic segmentation
process.




There are about 20 million tweens (ages-92) in the U.S. This group spends
over $20 billion per year. Retailers such as Limited Too and Lululemeivva

brand serve this market.
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Age

v Segmenting your market based
on consumer age

so Newborns s» Gen Y/Millennial
so Infants s Gen X

s Young children so Baby Boomers
s TWeens s Seniors

so leens
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64 year old makeup artist turned super model
Cindy Joseph shares her 5 top makeup &
beauty tips for baby boomer women! Available
free for a limited time.

¥
> MAKEUP TIPS

l:’; ‘ a &S‘WOLDERWOMEN
S

5 Top Makeup & Beauty Tips For Baby
Boomer Women

ol Uke W Comment # Share

5 Top Makeup & Beauty Tips For Baby Boomer Women

makeup artist turmed super model Cindy Joseph shares her 5 1op
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beauty, and tashion advice from B4 year oid super model Cindy Joseph

Welcome to the official M-AC Facebook — the go-to place
for tips, tricks and trends drectly from our professional

Artists, Al Ages, All Races, Al Sexes.

About

MAC Cosmeti‘cs

Fhatos

NEW
REVION
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Skin Matching Makeup
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Tweens & Teens

\\J
Y Tweens (% 12) ne;vclothes
to drool over.
o Big influence over family
purchases

o Retalilers serve clothing imitates
teenagers and young adults

o Adult technology for kids

v Teens
o Technology savvy
o Grownup tastes and preferences
o Learn quickly from social media



E-cigarette makers spent $50 million

CHOCOLATE
REGULAR
MARL-BORO
CHERRY
CAMEL

APPLE

JUICY PEACH
STRAWBERRY
COCA-COLLA

MENTHOL
VANILLA

I

EPUFFER

< : Being Smoke-Free

STARTS HERE

CENTER FOR TOBACCO PRODUCTS




Millennial and Gen Y

v Born between 1980 and 2003

o Grewup on personal computers, cell
phones, and video game systems

o Know how to use a tablets,
smartphones, and apps.

o Entrepreneurial

o Engage in peer to peer marketing on
youtube




Born 1966 0 1976

Tend to be disloyal to brands

Skeptical of big business

Many are parents, make purchasing decisions with input from family
Desire an experience, NOT a product




baby Boomers

v Boon between 19460 1964

v Represent 12 of all the spending in the US

v Make up 49% of affluent households

v Spend lots of money on travel, electronics, and cars

| Know your'ro only
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Gender Segmentation

v Women make 70 percent of
consumers goods purchases =
an nual Iy o - iﬁf@}:@{@éf}w"'

v Many marketers of maledominated
arenas are targeting women - O N =) = B b

v Increasing numbers of marketers in
female dominated categories are
targeting men.

o Russell Simmons Yoga Line
o Jenny Craig & Weight Watchers




Who 1s the Target Market?

C tome FindusOn: L5 & L] Find aMeetng  Help (TOaNY
C\WeightWatchers' -
Seaerch | Entire Site 84 tor u

BRANDON

** The best part of Weight Watchers?
Istill eat the food | like.””

See what | love about
Weight Watchers

FIND OUT WHAT MAKES WEIGHT WATCHERS ONLINE FOR MEN WORK:

: POUNDS
=@ B. © B0 ®)

-
BEFORE AFTER

Real Secomss Story. Weight lest o prier program
Expact 10 base am ovg 12 lbs por week

WEIGHT WATCHERS ONLINE FOR MEN QUROHTwE Dropl8Now.com 877-907-FIRM

WEIGHT WATCHERS

—— ONLINE FOR MEN

v

Eat what you liks, Online tools for sasy Leamn to make
and loes tracking smartsr choicss

What is it?

Weight Watchers Online for Men is a plan
that's customized for guys and followed

. = |
—=x comn !
completely online. You'll get our proven i LEARN MORE »
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Income Segmentation

- —| MARKET SEGMENTATION

DEMOGRAPHICS

v Segmenting the market based on a
consumer's income and

expenditure patterns
Upper High Class

High Class

Upper Middle Class
Middle Class

Lower Middle Class
Lower Class

O O O O o o

v Lowincome (Walmart)

v Highincome (Saks Fifth Avenue) . teeu for high end

» Camry for the middle of the roaders

v Both (COStCO, Targ Et) « Corolla for low end



Ethnic Segmentation

—| MARKET SEGMENTATION

v Recognizing the special
strengths or needs of
an ethnic community in offering
It appropriate products and
services using an appropriate
marketing approach.

v Three largest ethnic segments
o Hispanics
o African Americans
o Asians

v Kmart teaming up with Hispanic
celebrities to produce line of
clothing targeting this segment

Tad
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DEMOGRAPHICS
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I'm here.
Where 1 wife, 1 car,
1 baby and 1 house

meets 4 reasons
Ineed to start saving,

Save you an average of $565™ with State Farm® auto + home insurance.

It doesn't matter how well you plan. With so many things chipping away at your budget, something unexpected is bound to come up.
State Farm knows where you are better than anyone else. Hurry up and call a State Farm agent for a quote.
Get the coverage that is right for you and start saving today!

LIKE A GOOD NEIGHBOR STATE FARM IS THERE®

Providing Insurance and Financial Services

satefarmcon®

oo o 20

Sue Fam * g I



Segmentation, Targeting, and Positioning - McDonald's.mp4

v A method for separating the aspects of the
family market at different stages of life.

v The marketing technique takes the size of a
person's family into consideration, along witl
a potential customer's age and professional
status.

v Single young adults

To o To Do Do Do Do Do Do Do

Clothing.

Beauty.
Accessories.
Personal vehicles.
Entertainment.
Travel.

Basic furniture.
Basic appliances
Pet expenses.

Studies.

—| MARKET SEGMENTATION
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The Family Life Cycle

v

1. Yourg manmied
coupies with o
children

il

1. Full nest 1: young
married couples
with chkdren

A Young or middie-aged
person with dependent
children—ihe single
parent

@ r
B, Diwcerced person

without dependent
childdren

i

;

C Middle-aged
married couples
witkaud children

4. Full rest 11; maddie-nged
married couples st

with dependert chidren

I

& Empty nedl: older
married couples with no

children lnving with them

i

G Dider single peaple,




Bed Bath and Beyond College Checklist

'/ SLEEP ORGANIZE (CONT) J EAT

l STUDY

J SHOWER

J ORGANIZE

V) perax V) LavioRy

PACK & HOLD g
| SRRIE 24 é nc‘.g—uyoi[i;‘ubé-
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Age of Signals

v Social media has enabled custom audiences and precise
targeting.

v Marketers to start usingsignalsto target and schedule
media, not predictions based on surveys and panels

v Real signals activated bgustomersto identify where they
are on their individual journey to purchase
o Logging onto the brand website
Searching for a brand name
Talking about brand on social media
Installed the brands app on their cell phone
Starting a Pinterest board

v Age, l ncome, where they went to schoo
matter

© O O o



Intent 1s the new segmentation variable

v Location data merged with credit card data provides great signals.

v Data from Pinterest, downloaded apps, twitter, amazon searches, Instagram

following, etc. can tell us
o We need to reach customers as they are demonstrating intent
v Are they talking about you on twitter? Are they watching a product demonstration
on Youtube Are they sharing an Instagram post for your product?
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Psychographic Segmentation

Sometimes referred to as behavioral
segmentation.

Dividing your market into segments based
upon different personality traits, values,
attitudes, interests, and lifestyles of
consumers.

Thissegmentationis advantageous because it
allows you to engage in product design and
marketing in a focused manner.

o If these are known, products and marketing campaigns
can be customized so that they appeal more
specifically to customer motivations.

T> T T>o T T T T To T T T T o To o To I

Hard working

Dog lover

TV binge watcher
Scary film lover
Baseball fan
Environmentally aware
Thrill seeker

Loves Italian food
Morning person

Plays computer games
Tech savvy
Fashionista
Republican/Democrat
Gardening

LGBTQ activist
Starbucks every morning
Spender/Saver/irlebt

-

| MARKET SEGMENTATION |

{patens |



wis

[ —
v

Geodemographics ! adidas

Combining demographics, psychographics and geography
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guage that IS no U N you have n
!:J Type in any language to get started

N

I.!!.I Type inafield to get started
ﬁ ) Type in a school Lo get started Type in an employer to get started

‘ [ ]
| Type in a date range to get started L
Job Tt

Type ina job title to get started

n
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Reach people based on purchase behaviors or intent. device usage and more. Some behavior data s available for U.S. audiences only.
o
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FORGET ECO-FRIENDLY.
THIS BABY'S DOWNRIGHT
ECO-SEXUAL.

AT IS ITALIAN, AFTER ALL, AND WITH 80% FEWER CARBON EMISSIONS
THAN THE AVERAGE CAR, A VESPA SCOOTER WILL TAKE YOUR RELATIONSHIP
WITH GREEN TRANSPORTATION TO THE NEXT LEVEL. JUST REMEMBER T0
WEAR HEAD PROTECTION.

MAKES CARS SEEM STUPID h




THE ASPIRER
Materialistic, acquisitive people, who
are driven by others’ perceptions of
them rather than by their own values.
As a result, they respond to what
others perceive as being superficial:
image, appearance, persona, charisma
and fashion. An attractive pack is as
important to them as its contents.
Their core need in life is for status.

S

THE REFORMER

“Don’t tell me what to do or what to think™ says the Reformer,
valuing their own independent judgement. Reformers are the most
anti-materialistic of the seven groups, and are often perceived as
intellectual. They are socially aware, and pride themselves on
tolerance. Reformers seek out the authentic and the harmonious, and
are often at the leading edge of society, However, unlike Explorers,
they will not buy things just because they are new. Their core need in
life is for enlightenment.

THE MAINSTREAM

P

THE EXPLORER

These people are driven by a need for
discovery, challenge and new frontiers.
Young in nature, if not in reality,
Explorers are often the first to try out
new ideas and experiences. They
respond to brands that offer new
sensations, indulgence and instant
effects. In short, difference is what they
seek out. Their core need in life is for
discovery.

THE SUCCEEDER

These are people who live in the world of the domestic and the
everyday. A daily routine is fundamental to the way they live their
lives. Their life choices are ‘we’ rather than ‘me’. As their name
implies, they are the mainstream of society. They are the largest
group of people within 4Cs across the world. They respond to big
established brands, to “family’ brands and to offers of value for
money. Their core need in life is for security.

@m =

Succeeders possess self-confidence, have a strong goal
orientation and tend to be very organised.

As a result, they tend to occupy positions of
responsibility in society. Their investment in the status
quo means they tend to support it. When it comes to
brands, they seek reward and prestige, and will often
seck out the best, because that is what they feel they
deserve. On the other hand, they also seek out caring
and protective brands — their aggressive attitude to life
means they need to relax occasionally. Their core need

\in life is for control.

THE STRUGGLER

Strugglers live for today, and make few plans for tomorrow. Others often see
them as victims, losers and wasters - aimless, disorganised people with few
resources apart from their own physical skills. If they get on in life, it will
depend more on a winning lottery ticket than anything they do themselves.
They are heavy consumers of alcohol and junk food.

Visual impact and physical sensation are an important element of their brand
choices. In essence, they seek escape.

THE RESIGNED

These are predominantly older people with constant, unchanging
values built up over time. For them, the past is bathed in a warm
nostalgic glow. They respect institutions and enjoy acting in
traditional roles. Their brand choices are driven by a need for
safety and for economy. They choose above all what is familiar to
them. In life, their aim is basic: it is to survive.




Geodemographic Segmentation

Segmenting potential
customers into
neighborhood lifestyle
categories.

Combines geographic,
demographic, and lifestyle
segmentation.



Benefit Segmentation

The process of grouping
customers into market segments
according to the benefits they
seek from the product.




