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Applying and Interviewing for Employment

Creating Value for Target Customers.

In concept, marketing boils down to two questions: (1) Which customers will we serve? and (2)
How will we serve them? Of course, the tough part is coming up with good answers to these
simple-sounding yet difficult questions. The goal is to create more value for the customers we

serve than competitors do.
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Select customers to serve

Segmentation

Divide the total market into
smaller segments Create value

for targeted
customers

Targeting
Select the segment or
segments to enter

Decide on a value proposition

Differentiation
Differentiate the market offering
to create superior customer value

Positioning
Position the market offering in
the minds of target customers

Market segmentation :Dividing a market into
smaller segments of buyers with distinct needs,
characteristics, or behaviors that might require
separate marketing strategies or mixes
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Differentiation :Differentiating the market
offering to create superior customer value
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Market targeting :The process of
evaluating each market segment’s
attractiveness and selecting one or more
segments to enter
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Positioning :Arranging for a market offering to
occupy a clear, distinctive, and desirable place
relative to competing products in the minds of
target consumers
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Market segmentation
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Market segmentation :requires dividing a market into smaller segments with

distinct needs, characteristics, or behaviors that might require separate marketing
strategies or mixes.
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Segmenting consumer Segmenting business
markets markets
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Segmenting international
markets

; segmentation
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Requirements for effective

let's take them one by one :

AY) sl jaa) g andilil




MKET130

CHAPTER 7

Segmenting consumer
markets
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Geographic'segmentation

dividesithe'marketiinto different
geographicaliunitsisuchias nations,
regions, states, counties, cities, or,
even neighborhoods:
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Age and life-cycle stage
segmentation divides a
market into different
age and life-cycle
groups.
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dgender.

Psychographicisegmentationidividesia
marRetiintol/differentisegments
basedionisocialiclass; lifestyle; or
personality,characteristics:
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Gender, segmentation
divides a'market
into/different
segments based on
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Demographic segmentation

divides the marketiinto segments based
ohivariables such as age, life-cycle stage,
dender, income, occupation, education,
religion, ethnicity, and generation
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Income segmentation
divides a market
into different income
segments
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Behavioralisegmentationidividesia
marRketlintolsegmentsibasedion
consumerikRnowledge; attitudes; useslof;
a'product, on responsesitolalproduct.
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Behavioralisegmentationidividesia
marketiintolsegmentsibasedion
consumer:Rnowledge, attitudes, uses!of;
a'product, on responsesitolalproduct.
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Occasions: refer to when consumers get the idea to buy, actually make their purchase, or
use the purchased item
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Benefits sought: Benefits sought refers to finding the major benefits people look for in a
product class, the kinds of people who look for each benefit, and the major brands that
deliver each benefit.
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User status: nonusers, ex-users, potential users, first-time users, and regular users of a
product. Marketers want to reinforce and retain regular users, attract targeted nonusers,
and reinvigorate relationships with ex-users.
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Usage rate: light, medium, and heavy product users. Heavy users are often a small
percentage of the market but account for a high percentage of total consumption.
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Loyalty status: Multiple segmentation is used to identify smaller, better-defined target
groups.
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Segmenting business
markets

4

Customemdoperating
characternistics

Consumertand
businesstmarketers
usefimanysofathe
sameivariablesito
Persohal : Purehesing
segmentithein

characteristics
markets” A7

Additionallvariables
ihclude:

Situational
factors

Segmenting international
markets
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Requirements for effective
segmentation
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Measurable: The size, purchasing power, and profiles of the segments can be
measured.

e Uaill peadla s Al 50 5 g1l anall Gl (e : alall ALE

Accessible: The market segments can be effectively reached and served.
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Substantial: The market segments are large or profitable enough to serve.
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Differentiable: The segments are conceptually distinguishable and respond
differently to different marketing mix elements and programs.
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Actionable: Effective programs can be designed for attracting and serving the
segments
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Evaluating Market Segments
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e Segment size and growth
Right size and growth characteristics
goilly s5=ll p>
soill yailazg auall p=ll

e Segment structural attractiveness

Aggressive competitors, new entrants, substitute products, power of buyer,
powerful supplier
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e Company objectives and resources

Company’s long-run objectives, skills and resources availability
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Market targeting
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Selecting Target Market Segments
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A target market is a set of buyers who share common needs or
characteristics that the company decides to serve.
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Undifferentiated Differentiated Concentrated Micromarketing
(mass) marketin é (segmented) * (niche) 9 (local or individual
g marketing marketing marketing)
Targeting Targeting
broadly narrowly

» Undifferentiated marketing targets the whole market with
one offer.
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2- Focuses on common needs rather than what’s different Sz ¢
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> Differentiated marketing (Segmented marketing)
targets several different market segments and designs
separate offers for each.
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1- Goal is to achieve higher sales and stronger position
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2- More expensive than undifferentiated marketing
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» Concentrated marketing targets a large share of a
smaller market.
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» Micromarketing is the practice of tailoring products and
marketing programs to suit the tastes of specific
individuals and locations.

33n 0 a8) ga g,

1- Local marketing (sl (& gl
2- Individual marketing s2_8!) (33 suaill




MKET130 CHAPTER 7 s elad

» Local marketing involves tailoring brands and promotion to the needs
and wants of local customer segments.
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1- Cities o
2- Neighborhoods sbal
3- Stores ks

» Individual marketing involves tailoring products and marketing
programs to the needs and preferences of individual customers.
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1- One-to-one marketing 24l (& gusl)
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» Choosing a targeting strategy depends on
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Competitor’s marketing strategies — (rdliall (3 guill Sl jiul o

Socially Responsible Target Marketing Lo laial J g suall Coagiusall (3 gl
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Product position is the way the product is defined by consumers on
important attributes.

(The place the product occupies in consumers’ minds.)
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Differentiation Positioning
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Differentiation and Positioning - Positioning Maps
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Positioning maps show consumer perceptions of marketer’s brands versus
competing products on important buying dimensions.
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85
® Cadillac Escalade
. Infiniti QX56
7% ® Lexus LX570
@ Lincoln Navigator
@® Toyota Land Cruiser

65
Land Rover Range Rover

Price (thousands of $)

45

Luxury Performance
Orientation
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Choosing a Differentiation and Positioning Strategy

1. Identifying a set of possible competitive advantages to build a positione
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2. Choosing the right competitive advantagese Al L) all s
FIRER

3. Selecting an overall positioning strategys &) sall pant dparil i) L)
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4. Communicating and delivering the chosen position to the markete
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1- ldentifying a set of possible competitive advantages to build a position:
Competitive advantage is an advantage over competitors gained by
offering consumers greater value, either through lower prices or by
providing more benefits that justify higher prices
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Identifying a set of possible competitive advantages to differentiate along
the lines of:
% Product  zul

Important

< Services <k
< Channels < gl
% People =l
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2- Choosing the Right Competitive Advantage
Choose whether to promote a single benefit or multiple benefits Promote
differences that are:
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Important: the difference delivers a highly valued benefit to target buyers
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Superior: The difference is superior to other ways that consumers might obtain the same
benefit.
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Communicable: the difference is communicable and visible to others.
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Distinctive: competitors do not offer the difference, or our company delivers it in a more
distinctive way.
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Preemptive: competitors cannot easily copy the difference
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Affordable: buyers can afford to pay the difference.
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Profitable: The Co. can introduce the difference profitably.
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