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Segmenitation, Targeting & Positioning “STP”
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What is segmentation?

What are different factors used to make segmentation?
How to set segmentation in marketing plan?

What is targeting ?

What are different types of targeting?

What is the relation between targeting and generic
strategies?

What is Positioning ?

What are differences between positioning statement,
message and slogan?

How | make positioning?
are different factors used to make positioning?
e perceptua







What is
segmentation?

< D%’l’ﬁg total market into different unites in
order to know how to satisfy every
segment’s need with the proper product.
<+ “Marketsegmentationis a natural result of
the vast differences among people.”
Example: Avon for cosmetics
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What are different factors used (o
make segmentation?

There are 4 ways we use in
order to make segmentations:
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Demographic

variables

U
"

Geographic variables

Psychographic



Demographic

variables
There are 7 variables in demographic
factor:
v Age
v Gender v" Family size
. v Family life
v~ Ethnicity

cycle
v Social class y
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v~ Religion
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Demographic
variables

o) Crest and Colgate offer 3 main lines to target kids,

adults,
and older consumer.
O Levi Strauss has been successful in developing the

idea
thatit is a “brand for life” by introducing products

such as
mee nsur POCKERS
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Psychographic variables

There are 2 variables in psychographic

factor:
v" Personality

attributes.
v~ Life style:

Q
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Healthy life style
Costalarea

Non stop shopping
Money rich time poor
Coffee bar phenomena




Psychographic variables

The Jeep Cherokee 1s aimed at lifestyle segment that favors
an outdoor ,adventure-some fun-seeking style of ife
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There are 2 variables in geographic
factor:

v" Region
v Climates

d Cars in California always have air conditioning.

L Cars in Sweden have headlights that stay on
constantly because of the poor quality of the light for

much of the year.




There are 3 variables in geographic
factor:

v~ Volume usage
v~ Price sensitivity

v~ Benefit expectation




Heavy High autonomy | Brands on

Low price men users ,value oriented sale
Decay Large families Heavy Hypochondriac
prevention users ally, Crest

conservative

Cosmetic Teens and High sociability | Aqua-fresh
aright teeth) young adults smokers and active Ultra Brite




Requirements for Effective Segmentation

J Measurable :size, purchasing power, and profiles of
segments

can be measured.

) Accessible :segments can be effectively reached and
served.

- Substantial :segments are large or profitable enough to
serve. L

J Differential :segments are conceptually distinguishable and
respond differently to different marketing mix
elements and programs.

J Actionable :effective programs can be designed for
attracting

and serving the segments.




How to set segmentation in marketing
plan?
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* | needn’t to cover all 4 areas of segmentation Iin my
marketing plan just only what is matching with my product.

<* | need to write every factor | perceive that it is important to
highlight.

<+ After that | need to summarize au_ factors that | mentioned in

only one paragraph.
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<* Targeting is the next step after segmentation.

L

<+ Targeting is evaluating each segment’s
attractiveness and selecting one or more
segment to attack.
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What are different types of
targeting?

There are 3 types of targeting:

"

» Undifferentiated targeting
Differentiated targeting

¢ ¢
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Concentrated targeting

Every type of targeting matching with special kind of
porter’s strategies.




Undifferentiated targeting

«* This type means the product between our
hands targeting all segments in the market.

<s* That means the entire marketone segment.

Segmentation=0

* Itis notcommon..... why?7?77?77?

<* Which generic strategy matching with this
type???

<+ Examples??7?7? S1

S3




Differentiated targeting
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» This type of targeting means the organization
develops a wide range of products and able to satisfy
a lot of customer’s need through its products.
<* Appropriate when it is possible to identify one or
more segments with distinct needs for different types
of products
<+ Which generic strategy matching with this type???
<+ Examples?7?77?77?




Differentiated targeting T duculsi
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L'Oreal follows this strategy

-o-c)
2%

(J The company has the resources to offer several product
lines at a variety of prices.
(] It targets the luxury market with such brands as Lancome

while less expensive offerings such as Elseve and U'Oreal
are targeted to a lower segment.
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Concentrated targeting

«* This type means the organization producing

only one product to satisfy the needs of
consumers in only one segmentby its
product.

<* Which generic strategy matching with this

FyRSS | P1 g S
<+ Examples?7?7??

Note : This type of targeting very similar to 9
differentiation targeting as they serving only one
segment by ifi iation

targeti
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<* | needn’t to explain how or why | selected this type of

>

targeting.
<* What | need to write exactly in marketing plan is the type

of targeting.




positioning




What is Positioning?

<+ Positioning refers to whatis comes at the
mind when hearing a bout exactbrand or a
way |l use to put my brand in a customer’s
mind or how !l can put my brand in customer’s
mind.

>+ Itis the next step after targeting.

< It is starts wider and end narrower. How™?

Position statement -




What is TOM? ﬁmnsi
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TOM refers to top of mind.

¢ 4
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Cheeked by marketresearch. (focus groups
and IDI)

»* This concept measures for how extent we

make positioning for our product in a right X:;;o
way. BMW
" o . Mercid
<+ Every time |l makes positioning | should test. es
Audi

xample:
arketi



What are different factors
used to make positioning?
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<* | make positioning by using some factors called
positioningcriteria. It is very similar to segmentation

criteria.

4
"

Criteria used to make positioning are:

Positioning by features (benefits)

Positioning by users category

»

»

» Positioning by occasion

» Positioning by against competitor
-~
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Domino’s positioning

A good hot pizza, delivered to your door within 30
minutes of ordering, at a moderate price

This positioning statement depending on which

positioning factor?
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What is the perceptual maps? 1 J-0-C
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s* Perceptual map is a tool to test the positioning | made to kno

D)

exactly for how extent my message delivered to customers.

Also brands can be positioned against competitive brands on

U
0.0

product maps.

* We use focus groups and IDI in this technique. What's the

difference?

Positioning statement
-L) Message
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What is the advantages of perceptual ﬁ e
maps? ‘oj I
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> It lets me know exactly who are my competitors?
*» It lets me know how customers look at me?
*» It helps me to look at new positions in market.
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hat /s meaning by repositioning?

*s* Repositioning means developing a new
positioning for the same product instead of
the old one. Why7?7?

 The current position may become very competitive.
O Change in customer needs.




Repositioning

O Marlboro cigarettes was positioned as a women’s
cigarette when it was first introduced. complete with a red
tipped filter to hide lipstick stain.

J The brand really took off, however, when Marlboro
adjusted its image as a male product complete with the

“macho” Mariboro cowboy.

<
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~Viarlboro

——




Notes about positioning

Advisable to develop positioning for the product JO!J‘I;
by using more than single competitive advantage

but it should be limited.....

If we make positioning for tooth paste:
<+ Case 1: we offerthe besttaste in Egypt. (single competitive advantage)
< Case 2: we offer the best taste in Egypt recommended by the most
famous doctors. (hybrid positioning...... good one)
<+ Case 3: we offer the best taste in Egypt recommended by the most

famous doctors and fighti i sitioning)




How to set positioning in marketing plan? ﬁ “4"-'3'—"Ii
>* | need to set an empty perceptual map based jjdu‘
on 2 attributes depending on the product it self

and let innovators completeit.
<+ Write the slogan and the message | need to
send to customers.
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