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• This is the first of three leassons based upon SEGMENT - TARGET –
POSITION

• To get a product or service to the right person or company, a marketer 
would firstly segment the market, then target a single segment or series of 
segments and finaly position within the segment.

• Market segmentation is the process or placing of subsets of buyers within 
a market that share similiar need and demonstrate similiar buyer behavior.  
The world is made up of billions of buyers with their own sets of need and 
behavior. 

• Segmentation aim to match group of purchasers with the same set of 
needs and buyer behaviour. Such a group is known as a “segment”

• Segementations identifiles customer groups within a product-market, ech 
containing buyers with similar value requirement’s concerning spercific 
product/brand attributes



• A segment is a possible market target for an organization competing in the market.  
Segmentation offers a company an opportunity to better match is products and its 
capabilities to buyer’s value requirements

• Customer satisfaction providing a value offering that matches the value 
proposition considered important by the buyers in a segment.

• Segmentation is form of critical evaluation rather than a prescribed process or 
system, and hence no two markets are defined and segmented in the same way.

• However there ar a number of underpinning criteria that assists us with 
segmentation:

 Is the segment viable? Can we make a profit from it?
 Is the segment accessible? How easy is it for us to get into the segment?
 Is the segment measurable? Can we obtain realistic data to consider its potential?



• There are many ways that a segment can be 
considered. For example the auto market could be 
segmented by: drive age, engine size, modal type cost, 
and so on.  However the more general bases include:

 By geography – such as where in the world was the 
product bought

 By psychographics – such as lifestyle or beliefs

 By socio-cultural factors – such as class

 By demography – such as age, sex and so on 







• Target Market Is a business term meaning the market 
segment to which a particular good or service is marketed.

• It is mainly defined by age, gender, geography socio-
economic grouping, or any other combination of 
demographics. It is generally studied and mapped by an 
organization through lists and reports containing 
demographic information that may have an effect on the 
marketing of key products or services

• Target Marketing involves breaking a market into segments 
and then concentrating your marketing efforts on one or a 
few key segments



Segment & Market Driven Strategy

• Strategy
• Market Driven Strategy : 
1. Segment 
2. Value Opportunities 
3. Capabilities/Segment match
4. Target
5. Positioning
• Creating New Market Space
• Matching Value Opportunities and Capabilities
• Market Targeting and Strategic Positioning
1. Target Market
2. Strategic Positioning
• Selecting the Market to be Segmented
• Market segmentation  activities and decisions































Narrowing Down to Target Markets




