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Theory and Practice 

It’s a marketer’s job to… 

!  Divide up markets into meaningful 
customer groups (segmentation) 

!  Choose which customer groups to 
serve (targeting) 

!  Position offerings in the mind of 
consumers through differentiation 
(positioning) 

} 
} 

Customers to serve 

Value proposition 

Market Segment 

!  A market segment consists of a group of 
customers who share a similar set of needs and 
wants. 

!  The marketer’s task is to identify the appropriate 
number and nature of market segments and 
decide which one(s) to target. 

Assumptions Underlying Market Segmentation 

!  Consumption behavior is not random, it is thus 
possible to isolate groups of individuals within the 
total market who demand different kinds of product 
characteristics. 

!  Marketer is willing to select “target segments” whose 
needs he/she can best fulfill, and concentrate efforts 
on reaching and persuading primarily this portion of 
the total market. 

!  the application of market segmentation assumes that 
if more than one target segment is desirable, the 
marketer is willing to design different marketing 
strategies for each segment.  



Segmentation Variables: Geography  

!  Geographic region: north, east, south, west, 
northeast 

•  Ex: Bank officer visit, food consumed, etc. 

!  City/Town size 
!  Density: urban, suburban, rural 
!  Climate 

Segmentation Variables: Demography 

!  Age 
!  Family size 
!  Family life cycle 

!  young, single; young, married, no children; young, 
married, youngest child under 6; young, married, 
youngest child 6 or older; older, married, with children, 
married, no children under 18; older, single, other 

!  Gender 
•  Ex: Nivea for men, Harley-Davidson 

!  Income 

Segmentation Variables: Demography (Cont’d) 

!  Occupation 
!  Generation 
!  Race  
!  Religion 
!  Nationality 
!  Social class 
 



Segmentation Variables: Psychograph 

!  Lifestyle 
!  sports-oriented; outdoor-oriented; culture-oriented, 

etc. 
!  Personality 

!  ambitious, authoritarian 

 

Segmentation Variables: Behavior 

!  Behavioral occasions 
!  Regular occasion, special occasion 

•  Ex: M&M for X’Mas/ Superbowl 

!  Benefits 
!  Quality, service, economy, speed 

!  User status 
!  Non-user, ex-user, potential user, first-time user, 

regular user 
!  Usage rate 

!  Light user, medium user, heavy user 

Segmentation Variables: Behavior (Cont’d) 

!  Loyalty status 
!  None, medium, strong, absolute 

!  Readiness stage 
!  Unaware, aware, informed, interested, desirous, 

intending to buy 
!  Attitude toward product 

!  Enthusiastic, positive, indifferent, negative, hostile 

 

Multiple Segmentation Bases 



Note 

!  Not all segmentation schemes are useful! 
!  Possible levels of segmentation 

Segmentation Process 

Statistical Technique Example: PGA 

!  Sport tourists attending a Professional Golfers' 
Association of America tournament were divided 
into three groups based on their total per day 
spending. 

 



!  S1:- Low-spender : total per day expenditures 
were $219.25 

!  S2:- Medium-spender : $219.25 
!  S3:- High-spender: $759.03 
!  Each segment differs in terms of spending 

patterns, trip characteristics, and trip preferences 

Source: Dixon et al. (2012) Journal of Sport and Tourism 

Golfing 

Exon-Mobil: 5 segments of gasoline buyers 

!  (1) Road warriors: higher-income, middle-aged men who 
drive 25,000 to 50,000 per year, buy premium gas with a 
credit card, and buy sandwiches and drinks from the 
convenience store (16 percent of buyers) 

!  (2)True blues: men and women with moderate to high 
incomes who are loyal to brand and sometimes to a 
particular station (16 percent) 

!  (3) Generation F3 (fuel, food, and fast): upwardly mobile 
men and women, half under 25 years old, who are 
constantly on the go; drive and snack a lot (27 percent) 

Exon-Mobil: 5 segments of gasoline buyers 

!  (4) Homebodies: usually homemakers who shuttle their 
kids around during the day and buy gas from whatever 
station is along the way (21 percent) 

!  (5) Price shoppers: not loyal to a brand or station, rarely 
buy premium (20 percent) 



Example: Telecommunications 

!  Quick Talkers 
!  SMS but will talk 



UK Post Office Example: Shaving Cream 

Example: Phone Company 



Case Study 

!  Ontela PicDeck (A) and (B) 

www.tbs.tu.ac.th 


