e Market Segmentation, Targeting

&
Positioning
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Customer-Driven Marketing Strategy

Effective marketing_b_égi‘hs‘-‘with careful customer analysis.

= To satisfy st:,’tq"r’hér‘é, a company first understands their needs and wants.

No brandcan be everything to everyone.

: _‘Mérké'ters cannot profitably serve all customers in all markets in the same way.
“...“There are different kinds of customers — individual & business customers with

different kinds of needs.

As most companies can serve some segments better than others, they divide the
total market, choose the best segments, and design strategies for profitably
serving chosen segments.

Process involves market segmentation, market targeting, differentiation and
positioning. A market segment consists of customers who have similar needs &
requirements and therefore respond in a similar way to a given set of marketing
efforts.
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Market Segmentation

Process of dividir )@ market into distinct groups of buyers who have
different nee s, characteristics, or behaviours and who might require
separate products or marketing programs.

- Process that companies use to divide large heterogeneous markets into
small markets that can be reached more efficiently & effectively with
products and services that match their unique needs.

The marketer determines which segments offer the best opportunities.

Consumers can be grouped and served in various ways based on
geographic, demographic, psychographic, and behavioural factors.

IISWBM Marketing Management 22
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Segmenting Consumer Markets

Divides market into
geographical units :
nations , regions, states,
counties, or cities

Divides market into groups
based on age, gender, family
size, family life cycle, income,
occupation, education, religion,
race, generation, and nationality

Divides buyers into
different groups based
on social class, lifestyle,
or personality traits.

Divides buyers based on their
knowledge, attitudes, uses, or
responses to a product

Occasions
Benefits sought
User status
Usage rate
Loyalty status

IISWBM Marketing Management 23
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~ \neighbourhoods.

Geographic Segmentatlon

Divides market into
geographical units :
nations , regions,
states, counties,

| cities or even

A company may decide to operate in one or a few geographical
areas or to operate in all areas but pay attention to geographical
differences in needs and wants.

Many companies today are localizing their products, advertising,
promotion, and sales efforts to fit the needs of individual regions,
cities, and even neighborhoods.
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Demographic Segmentation

Divides market into groups based on age, gender, family size, family
life cycle, |ncoym,,_k , occupation, education, religion, race, generation,
and natlonallty

. Ag.é and life- cycle stage Customer based segmentation

- “segmentation is the process of mu

g aermmening - T
using different marketing conscious

: Amul Kool, Amul Butter, Probiotic lassi,
apprqaChes for different age chocolates, milk, ghee, Nutramul, low-
and Ilfe-cycle groups Amul Lite. paneer. fat lines.

» Gender segmentation

» Income segmentation: High / medium / low-income.

» Occupation: Professional & technical managers, Clerical, Sales,
Retired, Homemakers, Students etc.
IISWBM Marketing Management 25
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Psychographic Segmentation

Divides buyers into
different groups based on
social class, lifestyle, or

personality characteristics

» Social class: Lower lowers, upper lowers, working class, middle
class, upper middles, lower uppers, upper uppers

= Lifestyle: Athletic / outdoors type, active suburban family,
student, single urban professional, and so on

» Personality: Highly organized and detail oriented; outgoing and
adventurous; creative or artistic; quiet and solitary, ambitious.

IISWBM Marketing Management 26

26

B e h av | O u ral S eg m e ntatl O n Divides buyers based on their

knowledge, attitudes, uses, or

(o responses to a product
Buyers can be grouped according to occasions when gccasions P

buyers get th c‘iea' to buy / purchase / use the purchased Benefits sought
hase during religious occasions, socia User status
elebrations etc. Usage rate

\ Loyalty status
enefit segmentation requires finding the major benefits people look for in the
product class, addressing those people who look for each benefit, and delivering
each benefit. People buying bikes are looking numerous benefits e.g., competitive
racing & sports performance, recreation, touring, transportation, and just plain fun.

Usage Rate Segmentation: Light, medium, and heavy product users. Heavy users
are a small percentage of market accounting for a high percentage of total
consumption.

Buyers can be divided into groups according to their degree of loyalty.
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. ‘Company Type, Size & Location

Segmentatlon Industrial Market

Criteria .
* Industry: Knowledge of the industry affords a i
broad understandlng of customer needs / cteetand Coment

pefce'ptiOns of purchase situations. market
- to a wide range of industries. ot
= Company Technology & Product Application o
= Customer Capabilities

» Purchasing Approach, Functionalities,
Policies & Criteria

= Power Structures
= QOrder Size

Ref. Harvard Business Review :How to Segment Industrial Markets https://hbr.org/1984/05/how-to-segment-industrial-markets

Railway/Metro

Solar Farms

IISWBM Marketing Management
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Market Targeting

The process of evaluatmg each market segment’s attractiveness

and selectmg one or more segments to enter.

= Target market consists of a set of buyers who share common needs

__"*or characteristics that the company decides to serve.

"'rCh0|ce of Target Market Depends on-
Company resources

Product variability

e Product life-cycle stage

e Market variability

e Competitor's marketing strategies

IISWBM Marketing Management
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Differentiated
(segmented)

Market Targeting us:

Concentrated Micromarketing
-’ (iche) * (localorindividual

Undifferentiated marketing (Mass (mese mesiaing marketing marketing ’markeling}
marketing) strategy: A firm might :
decide to ignore market segment . [ Differentiated Marketin

. Targetin 9 Targetin
differences & target the whole market brog dlyg (Segmented mktg.) strategy: na:'owlg

with one offer focusing on common
needs of consumers. The company

A firm decides to target several

market segments designing
separate offers for each.

| designs product & marketing program

Micromarket
that appeal largest number of buyers.

Strategy: ing: Practice
v Difficulties arise in Instead of going after a small share of a large market, the 0:0 duﬁiogng

developing a product or firm goes after a large share of one or a few smaller pmktg

brand that will satisfy all segments or niches. Through concentrated marketing. programs for

consumers. Achieves strong market position because of its greater the s

and wants of
specific

knowledge of consumer needs in the niches it serves and
the special reputation it acquires. Can market more
effectively by fine-tuning its products, prices & and

v" Mass marketers often have
trouble competing with more-

focused firms that do a better : individuals &
. o programs to the needs of carefully defined segments &
ICLRa N CVIUCRUENIECS SRS |5iore efficientlys targeting its products or services, channels Ic?ucsatlomer
SPeC|f|C segments and & communications programs toward only those consumers seaments
niches. that it can serve best and most profitably. 9 )
IISWBM Marketing Management 30
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Market Targeting Strategy
Targeting Frameworks
» Undifferentiated (Mass): Single offering —
" the whole market (e.g., Tata Salt) -
Differentiated (Multi-Segment): Unique Dove
offerings tailored to distinct segments. (
Example 22 é b 4 R
v" HUL's shampoo portfolio \i@ o~ T
v Colgate Vedshaki O ET = = — ©
olgate Vedshakll. = .. =
9 t- : VEDSHAKTI ‘S
<. =
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Maruti Suzuki: Differentiated Targeting
by Channel

N
\/ MAR"" SUzyk,

@ Arena

Value / Entry

Positioning
Affordable, Dependable Cars For "Bharat"
Avg. Buyer Age

= 34-35 Years

Monthly Household Income {==.#
=~ %67,000 L
Lineup

Alto, Wagonr, Swift, Dzire, Brezza & More
Contribution
= 68% Of Maruti Suzuki's Total Sales

Marketing Management 32
32
Differentiation @=L
A marketing strategy designed to nutﬂ
distinguish a company’s product / \CHOICe
service in a positive way from its
competitors. The Healthier Chofce
Differentiation involves differentiating i Py -
the firm’s market offering to create KADAM 4
superior customer value. ,
Undifferentiated marketing is suited :
for uniform products, e.g., fruits, steel. s
Products that can vary in design, e
(e.g., cars, mobile, fashions) are more
suited to differentiation.
Effective positioning begins with differentiation.
Marketing Management 33
33
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Positioning

Market posmamng Arranglng for a product to occupy a clear,
distinctive & deswable place relative to competing products in the
mlnds,’of'the target consumer.

rketers plan positions that distinguish their products from competing
" brands to give the greatest advantage in the target markets.
In positioning its brand, a company first identifies possible customer
value differences that provide competitive advantages on which to
build the position.

A company can offer greater customer value by either charging lower
prices than competitors or offering more benefits to justify higher
prices.

IISWBM Marketing Management 34
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Positioning Statement

Written descrl""‘*trdn of the >
obJectlves‘of a positioning strategy. a ,;7

‘ Cliay

- ow the firm defines its %”7

business or how a brand M?,z" B e e i
distinguishes itself : ab kuch meetha ho jaaye.

2. How the customers will benefit |
from its features

3. How these benefits or aspects
will be communicated to the

intended audience. For kids across India Cadbury is

synonymous with chocolates.

IISWBM Marketing Management 35
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Differentiation and Positioning

Choosing a leferentlatlon &
Posmon'ng Strategy

Competitive advantage is
an advantage over
competitors gained by
offering consumers
greater value, either
through lower prices or by
providing more benefits

le,n‘tlfymg a set of possible
ompetitive advantages to
build a position

e Choosing right competitive

T KENT |
? A 5‘!; ;;, : Mineral RO
N o=
KENT Makes Your Drinking Water
100% Pure & Safe

with Digita Display of

advantages that justify higher price.
e Selecting an overall positioning
strategy
e Developing a positioning
statement
IISWBM Marketing Management 36
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Surf Excel -

Segmentation Targeting

v'Families with
children - needs
revolve around

» Parents who
want children

cleaning to explore,
performance, child play and
development. learn while
" | vCreates an still valuing
- || emotional effective
|| partnership cleaning.

g " between brand and

emotional storytelling.

Emotional Benefit Positioning

“‘Daag Achhe
Hain” reframes
stains from a
problem to an
evidence of
childhood
experience - a
strong emotional
benefit.

Strateglc Shlft Moved away from functlonal stain-removal claims to high-engagement

Market Outcome: Sustains premium pricing and market leadership despite aggressive low-
cost competition.

IISWBM Marketing Management
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STP

Process that compa
into small marke
oducts and services that match their unique needs.

ies use to divide large heterogeneous markets

that can be reached more efficiently & effectively

Select customers to serve Decide on a value proposition
Segmentation Differentiation

Divide the total market into Differentiate the market offering

smaller segments Create value to create superior customer value

for targeted
Targeting customers Positioning
Select the segment or Position the market offering in
segments to enter the minds of target customers
IISWBM Marketing Management 38
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Consumer Behaviour
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Consumers 2026

* High Exposure

* Need Enhancement §g

» Competitiveness

* Increased Occupancy
»Lack of free time
»Sense of Speed

é >Low tolerance

A,

IISWBM
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Consumer Behaviour

Consumer buyer behavior refers to the buying behavior of final

Consumers - individuals and households that buy goods and
services for personal consumption.

Marketing Other Buyer’s Buying attitudes & preferences

stimuli characteristics Purchase behavior: what the
Product Economic

Buyer’s decision buyer buys,
Price Technological process when, where, and how much
Place Social Brand engagements and
Promotion Cultural

relationships

Stimulus-response Model of Buyer Behavior

Kotler & Armstrong (2021), Principles of Marketing, Chapter 5, P152
Marketing Management 4

IISWBM
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Characteristics Affecting Consumer Behaviour

Personal Factors
Age & life stage

Social Factors

Reference Group Occupation & Economic condition.

Family Personality
Roles/Status Lifestyle

Psychological Factors
Motivation
Perception
Beliefs & Attitudes
Learning

Cultural Factors
Culture
Subculture

IISWBM Marketing Management 42
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Characteristics Affecting Consumer Behaviour

Consumer purchases are influenced strongly by cultural, social, personal, and
psychological characteristics.
Cultural Factors: Cultural factors exert a broad and deep influence on consumer
behavior. Marketers need to understand the role played by the buyer’s culture,
subculture, and social class.
Culture: Sum of learned beliefs, values, and customs that serve to regulate the
consumer behavior of members of a particular society.
Subculture: Distinct cultural group that exists as an identifiable segment within a
larger, more complex society. Consist of —
Ethnic groups: Regional, Linguistic, Rural/Urban, Family composition,
economic strata etc.
Difference within Commonality: Traditions, Heritage, Beliefs, Customs &
Experience form different sub-culture. E.g. Within common aspects of
Indian culture states reflect variant sub-culture through dress, eating
habits, customs , lifestyle etc.
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Characteristics Affecting Consumer Behaviour

Personal Factors:-

Age & life stage: Life-stage changes result from lifechanging events- like
marriage, having children, purchasing a home, children going to college, and
retirement) and demographics ( age, gender, occupation, income etc.).
Lifestyle: A person’s pattern of living as expressed in his or her activities,
interests, and opinions.

Personality: Unique psychological characteristics that distinguish a person/group.
Psychological Factors:-

Motivation: A sufficiently pressing drive to direct a person to seek satisfaction.
Perception: The process by which people select, organize, and interpret
information to form a meaningful picture of the world.

Learning: Changes in an individual's behavior arising from experience.

Belief: A descriptive thought that a person holds about something.

Attitude: A person’s consistently favorable or unfavorable evaluations, feelings,
and tendencies toward an object or idea.
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Consumer Involvement

House, Car,
Gold / Diamond

High
Garment,
Medium Perfume
Toothpaste,
Low Vegetable, Salt
IISWBM Marketing Management 45
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Marketing Effort
1. Product

2. Price

3. Promotion

4. Distribution

Sociocultural
Environment

. Family

. Informal source

. Other non
commercial sources

. Social Class

. Subculture &
Culture

External Influence

Consumer Decision Making

Consumer Decision Making Model

1. Need pu
recognition

agrod=

Psychological
Field

Motivation
Perception
Learning
Personality
Attitudes

2. Prepurchase
search

4

A

3. Evaluation of
Alternatives |

IISWBM

Marketing Management

Experience

Post decision
Behaviour

Purchase

1. Trial

2. Repeat
purchase

-3

Post purchase
evaluation
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