Segmentation Targeting and positioning
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In ordere to apply segmentation criteria for the detection and determination of remarkable parts of the market you should 

1. Study the mission statement of the company

2. Produce a catalog with all the needs of the prospect customers in the product/market of interest

3. Detect the real segments by combining those needs with criteria like demographics, geographic criteria, psycographic criteria, and behavioral criteria
4. Finally try to describe the image of each segment according to its basic characteristics and needs

The decision    of which strategy will prefer (among Mass marketing, Product Target marketing ) will be based upon

· Company resources

· The product’ life cycle

· Competitor’s strategy

· Product’s uniqueness

· Market homogeneity

Positioning strategies in a market is based on competitors’ positions and the ability of the company to adapt its strategy. 

Generally if the company has the resources and the know-how(experience) to develop a premium product, that is also compatible with its mission, then it should position its product near the competitors offers in so as to enable a point-by-point comparison.
Else it should position itself away from the competitive offers- away meaning in terms of product characteristics scores in segmenting dimensions (put on dimensions axis for comparison and conclusions=selecting position)
A similar parallel 7-step model follows :

1)Name the broad product market, 2)List  potential customers’ needs, 3)Form homogenous submarkets-that is “narrow” product markets, 4)Identify the determinig dimensions, 5)Name(nickname) the possible product markets, 6)Evaluate why the product-market segments behave as they do, 7)Make a rough estimate of each product-market segment
Segmentation
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Targeting
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	Segmentation Strategic choices

	Product/Market Characteristics
	Mass marketing
	Product differentiated marketing
	Target marketing

	
	1 Market mix for all customers
	More than one product in the same market for which the mix is declared
	Market mix for each target group  even for the same product

	Pros
	Economies(&efforts) of scale 
	Brand Loyalty is developed gradually
	More efficient opportunity tracking for more products/market combinations

	Cons
	Competitors focusing in a narrow market my grab share
	Putting all products under in one offer might damage sales of promising products
	Economies of sacle reduce. increased costs of advertising and supervising rise

	Examples
	Coca-Cola , AT&T
	Hewlett Packard
	

	Company’s resources
	Enough
	Restricted
	Enough

	Product Homogeneity
	Homogenous ie Steel
	Differentiation capability
	Differentiation capability

	Product Life Cycle Stage
	Introductory phase
	Introductory phase
	Maturity phase

	Market Homogeneity
	If buyers sh
are MADR*
	Buyers groups have different MADR characteristics
	Buyers groups have different MADR characteristics

	Competition strategies
	
	Competition uses Mass marketing
	Competition uses Mass marketing


Postitiong
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And then position your competitors in dimensions representing product characteristics  and locating them(by size) as well as your offer 
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