Market Segmentation Revision Sheet

Market segmentation is the process of dividing up a market into more unique set of characteristics according to different consumer purchasing needs and wants. 

Need to view the segmentation process as a gradually narrowing down of market segments. 
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Pinpoint Positioning 
1.
Segmenting Consumer Markets

· Using a variety of methods i.e. Demographic, Geographic, Behaviouristic or Psychographic

2.
Targeting a Market

· Two Main forms of Targeting – Mass Marketing and Niche Marketing. Mass would target every consumer for example Solicitors Services. Niche Marketing (by far the most common) includes targeting your product at a specific consumer group i.e. Ford Motor Cars – Economy, Family (MPV), Luxury and Sports Cars.

Targeting Strategies

Within these two broad targeting forms a company must make a decision as to the best strategy of targeting its consumers.  An organisation can do this using the following methods:

1. Undifferentiated Approach (Mass Marketing) where an organisation ignores the segment differences and pursues the market with one offering. 

2. Differentiated Approach (Niche Marketing) where a firm operates in most market segments of the market but puts together tailor-made approaches for each significantly different market. 
3. Concentrated (Mass/Niche Marketing) where a firm concentrates on producing one product or service which it supplies to several different customer groups. 

Positioning Products

Once an organisation has chosen its target segments it can then proceed with positioning its product through utilising the marketing mix. 
