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How do you Segment the Market?

Targeting - Decide on the

Product
Positioning

Market Segmentation Select the

Target Market

Optimal
Marketing Mix




Market segmentation criteria

Geographic Demographic Psychographic

= Countries * Age . UfEf-tvle

« Nations * Gender * Social Cl?ss _ .

* States * Sex * Personality: Logic vs. emotional
* Family

* Regions

. Cit?es * Role in the family
* Education

+ Neighbourhoods

+ QOccupation: job title
* Industry
* Income

More e-commerce specific criteria

Purchasing and
online Behaviour

Knowledge of your product

User status: engaged, loyal, at risk, lost
Usage rate

Benefits sought / problems solved
Occasions

Loyalty

Attitude

Digital sharing — see below

Other media they consume
Communication channels they prefer
Influencer or influenced

Early adopter or not

* Customer's spending behaviour
across product categories

* Recency, frequency and
maonetary value of purchases

* Purchase variety: level of
category and product
diversification in purchases .

= Basket stickiness: abandoned

cart vs. purchase and return .
later

Customer’s responsiveness to
different campaign offers
Customer’s visit behaviour
Customer’s device preference
Recency, frequency and
duration of visits

= Visit timing

* Visit variety: customer’s
browsing behaviour across
product category

* Anonymous or registered
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Vegetarian McDonald’s Opening in India

vdo from SourceFed ( (Opened 2 restaurants in 2013)
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McDonald’s Menu in Singapore
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McDonald’s Menu In Vietham




Demographic

Age

Gender

Sex

Family

Role in the family
Education
Occupation: job title
Industry

Income




8 Shampoo brands | Unilever

DOVE SUNSILK

CLEAR

Morden woman Iradtional-oriented girls {with long Female
25+ YO black hair) 18 - 24 YO
A+ 18-24Y0 AB
AB

For damage hair due to erwviromental For rough and dry hair For dandruff troubles

and personal impacts
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Social Class

Social class grading Occupation

A Higher managerial

B Intermediate management

C1 Supervisory/lower management

c2 Skilled manual

D Semi-skilled/unskilled

E Lowest levels of subsistence, e.g. pensioners (with no supplementary
income)

TABLE 62 Social class/occupation
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Family Life Cycle (FLC)
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Family Life Cycle (FLC)

Stage Financial circumstances and purchasing characteristica

Bachelor

Young, singls, not living at parental  Few financial burdens, recreation-oriented; holidays,

home entertainmeants outside home

Newlywed

Young couples, no children Bettar off financially, two imcomes; purchase home, some
conmsumer durables

Full nest |

Youngest child undsr & Home purchasing peak; increasing financial pressures, may have
only one income earner; purchass of housshold “necassities’

Full nest |

Youngest child over & Fimancial position improving; some working spouses

Full nest I}

Older mamied couples with Financial position better still; update housshold products and

dependsnt children fumishings

Empiy nesi |

Older mamied coupls, no children at  Home ownership peak; renewsd intersst in fravsl and leisure

home activities; buy huuries

Empiy nesi Il

Older couples, no children at home, DOrastic cut in income; medical ssnices bought

refired

Sofitary sunavor

5ill in labour force Income good, but ikely to sell home

Solitary sunavar

Retired Special neads for medical cars, affection and security

TABLE &1 Stages of the family life cycle
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Generation

BABY BOOMER

GEN X

GEN Y

GEN Z




What identifies each generation?

Yoo

24-34 years

w 46-60 years

Veterans

35-45 years
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+ Social Class

» Personality: Logic vs. emotional

+ Knowledgeof yox product
* User status: engaged, loyal, a s, lost
Logi v, ematoral + Usage rte
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VALS | The VALS Typoes

SRI Consulting Business Intelligence I

Bringning Futures into Focus Acksarved Searcn

Research Programs  Consulting Services What's New? About SRIC-BI Contact Us Search

<) « Welcome to VALS ™ « VALS™ Survey
= + The VALS ™ Types - Survey Help / VALS™ FAQ
o + More about VALS™ + Publications
+ Program Brochures Peycroiogy of Manats

The VALS™ Segments

VALS ™ places U.S. adult consumers into one of eight segments based on their responses to the VALS
questionnaire. The main dimensions of the segmentafon framework are primary motivation (the horizontal
dimension} and resources (the verficaldimension).

VALS™ Framework Descriptions of the VALS

INNOVATORS Tigh s types:
High Innovation a2 Innovators
o Thinkers
Achievers
Primary Motivation Experiencers

Believers
Strivers
Makers
Survivors

8 2 a a2

THINKERS ACHIEVERS EXPERIENCERS

Additional info:

a2 How individuals relate
to a "VALS type.”

2 What do we mean by
primary motivationand
resources?

2 What's your VALS type?
Take the survey to find out!

o« Getting permission to use
The VALS Framework (or
other VALS info) in your

Low Resources own publication.
Low Innovation

B Mww wor e comV ALSKy poesshinmd (L of 2 #/3IN2006 6.0 33 PM
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Luxury Lifestyle




Healthy Lifestyle




Sporty Lifestyle







Personality...Attitude

Segment

Psyvchographic segmentation:

Dove aims to create a psychology in women where ‘beauty’
incorporates all ages, body shapes and sizes.

‘You are beautiful the way you are’ is the message Dove
promotes and wants every woman to believe.

144 and hot?
| 44 and not?

| wrinkled?
] wonderful?

Y .i-.-




Todd Hale - Professional Market Research Analyst

“How many new clients would you like for me to bring you today?”

High

Low

11 Life

(ears

FamilyLife

stage Groups

TP

03 Movers & Shakers
08 Executive Suites
11 God's Country

12 Brite Lites, Li'l City
19 Home Sweet Home
25 Country Casuals
30 Suburban Sprawl
37 Mayberry-ville

04 Young Digerati

16 Bohemian Mix

22 Young Influentials
23 Greenbelt Sports
24 Up-and-Comers
31 Urban Achievers
35 Boomtown Singles

02 Blue Blood Estates 3} m&%ﬂjssrtam
05 Country Squires 09 Big Fish, Small Pond
06 Winner's Circle 10 Second City Elite

14 New Empty Nests
13 Upward Bound i
17 Bislhugy Beortars 15 Pools & Batlos

18 Kids & Cul-de-Sacs
20 Fast-Track Families
29 American Dreams

21 Gray Power

26 The Cosmopolitans
27 Middleburg Managers
28 Traditional Times

42 Red, White & Blues
44 New Beginnings

45 Blue Highways

47 City Startups

48 Young & Rustic

53 Mobility Blues

56 Crossroads Villagers

32 New Homesteaders
33 Bi Sk; Families

34 White Picket Fences
36 Blue-Chip Blues

50 Kid Country, USA
51 Shotguns & Pickups
52 Suburban Pioneers
54 Multi-Culti Mosaic

38 Simple Pleasures
39 Domestic Duos
40 Close-In Couples
41 Sunset City Blues
43 Heartlanders

46 Old Glories

49 American Classics

63 Family Thrifts

64 Bedrock America
65 Big City Blues
66 Low-Rise Living

55 Golden Ponds

57 Old Milltowns

58 Back Country Folks
59 Urban Elders

60 Park Bench Seniors
61 City Roots

62 Hometown Retired




Sunsilk Example of Segmenting
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FIGURE 1.1: The stages of huilding a marketing plan

Step 1:  Mission, corporate goals and objectives
Define the business, preferably in terms of the benefits you
provide or the needs you satisfy, rather than in terms of
what you make. A corporate goal is a general expression of
the desired corporate outcome. A corporate objective is a
more specific expression of the desired outcome

|

Step 2: Assessing the current internal and external
situation

The basis for competitiveness is the company’s internal
resources, capabilities and competencies. These should be
matched with the external opportunities

I

Step 3: SWOT analysis

Identification of strengths/iweaknesses and
opportunities/threats with the goal of identifying the key
issues that drive performance

Step 4: Segmentation, targeting and positioning
Dividing the market into separate segments is the basis of

targeting and positioning

Step 5:  Strategic market plan (marketing strategy)
Using a portfolio analysis of market attractiveness and
competitive advantage, a strategic market plan and
performance objectives are specified

l

Step 6: Tactical marketing plan
On the basis of a specific strategic market plan, a marketing
mix is developed to accomplish the performance objectives

of the strategic market plan

Step 7:  Marketing budget

A marketing budget for the tactical marketing strategy must
have adequate resources allocated to meet the performance
objectives of the strategic market plan

|

Step 8: Implementation and performance evaluation
Are the strategic market plan and the tactical marketing
strategy producing desired levels of performance with
respect to long-term market share, sales revenue and

Adjust marketing
plan if necessary

The performance gap is
sufficiently large that a
re-examination of the
marketing plan is required

profitability?
i Yes

Prepare for next year’s marketing plan

Figure 1.1:The stages of
building a
marketing plan
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Market research 1s crucial to answer marketers’ questions

Who will be main
target group for fruit

juice product?

Sty R simply

How frequent they
will buy?

Which sizing
consumer will buy? At

which price range?

Which shelf

level /position that
consumers will see
fist?

Will our new product
be noticed? Is our
packaging attractive
enough?

Are they Wﬂling to

try new product?




SWOT

STRENGTHS
Strong portfolio
Successful restructure
Global brand strategy
Geographic and sectoral diversity
Market leading positions
Brand development and marketing
Quicker product development
Focus on mass market
More efficient operational structure

* * > * >
0.0 0.0 0.0 0.0 0.0

WEAKNESSES
Lack of industry focus
Absence from premium market
Lack of major patent
Fragmentary sectoral involvement
Non-core brands risk neglect

*e

*

*e

o

‘e

*

* J
0.0 0.0

*e

*

*

*

*

OPPORTUNITIES
Widening consumer base
Presence in dynamic product sectors
Products for an ageing population
Stronger, focused hair care portfolio
Demand for mass-market products
Potential of developing markets
Building on brand equity

* * * *
0.0 0.0 0.0 0.0

*e

*

*e

*

*
0.0

THREATS
Intensifying competition
Industry consolidation
Private label products
Stagnation in North American region
Retailing changes pressurize margins
Niche brands gain favor
Negative publicity
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MARKET GROWTH ANALYSIS

GROWIH SEGMENT/ SECTOR
RATE
Deodorant 41.5% (40%), Anti-ageing cream 30.5%
(30%), Tooth paste 22% (20%), Skin and fairness
EXCELLENT | cream 18% (16%), Men’s Fairness product 32% (32%),
GROWTH >20% Hair colorants/dies 22% (21%), Cleaners and

repellents 23% (22%), Feminine hygiene 22% (20%),
Baby diapers 21% (20)% and Dish wash 27% (26%)

HIGH GROWTH

Detergent powder 16% (15%), washing cakes 13%
(13%), toilet soaps 16% (15%), tooth brush 13% (13%),
fairness cream 18% (16%), men’s hair grooming and

10-20% styling 20% (18%), branded coconut oil 10% (10%),
shampoos 12% (9.8%), baby care 17% (17%) and
skincare 15% (15%).
MODERATE Toothpowder 1.8% (2%), Liquid soaps 7% (6%),
GROWTH 0-10%| Shaving products 8% (7%), and coconut oil 2% (2%)

Figures are ace. To ClI survey, braket ave for previous figures.

T(H




Shampoo brands | Unilever

SUNSILK

CLEAR

Female

Morden woman Iradtional-oriented girls {with long
25+ YO black hair) 18-24 YO
A+ 18-24Y0 AB
AB

For damage hair due to erwviromental For rough and dry hair For dandruff troubles

and personal impacts
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WEIGHTY AND
BEEN MANAGEABLE HAIR
e THAT ALWAYS
B GETS BACK

jar: INTO SHAPE.




Behavioral segmentation

Behavioral segmentation is based on variables such as usage rate and

patterns, price sensitivity, brand loyalty, and benefits sought.
Shampoo market is segmented on benefit platforms
Cosmetic ( shine, health, strength )
Anti - Dandruff
Herbal




»Hair needs segmentation =

Anti — Dandruff — Head & Shoulder, Clinic All Clear, etc.
Colour Care — Dove Color Care, Loreal Paris Color Protect, etc.
Repair and Nourishment — Dove Intensive Repair, etc.
Hairfall - Tresemme Hair Fall Defence, Sunsilk Hair Fall
Solution, etc.

Shine — Sunsilk Black Shine, Nyle, etc.

Anti Frizz — Loreal Paris Nutri Sleek,, Dove Frizz Control
Shampoo, etc.

Volumizing — Dove Volume Boost, Loreal Paris Volume
Colagen, etc.

Smooth — Tresemme Keratin Smooth, Panteen Silky Smooth,
etc.

Climate Control — Dryness — Dove Dryness Care, Dove Heat
Defence, etc.

Straight Hair — Sunsilk Perfect Straight, etc.




Sunsilk Conditioner from Thailand
19,079 views

b2 12 4

Jm Jocson X Subscribe
38 subscribers




Sunsilk 'Hair Talk' - J. Walter Thompson Bangkok
27,617 views

ilp320 §ls »

\gf J. Walter Thompson Asia Pacific

209 subscribers




WCOMMON SEGMENTATION VARIABLES USED IN CONSUMER MARKETS

Category Variables Examples
Behavioral Benefits sought Quality, value, taste, image enhancement, beauty, sportiness, speed,
segmentation excitement, entertainment, nutrition, convenience
Product usage Heavy, medium, and light users; nonusers; former users; first-time users
Occasions or Emergencies, celebrations, birthdays, anniversaries, weddings, births,
situations funerais, graduation
Price sensitivity Price sensitive, value conscious, status conscious (not price sensitive)
Demographic Age Newborns, 0-5, 6-12, 13-17, 18-25, 26-34, 35-49, 50-64, 65+
segmentation Gender Male, female
Income Under $15,000, $15,000-$30,000, $30,000-$50,000,
$50,000-575,000, $75,000-5$100,000, over $100.000
Occupation Blue collar, white collar, technical, professional, managers, laborers,
retired, homemakers, unemployed -
Education High school graduate, some college, college graduate, graduate degree
Family life cycle Single, married no children, married with young children, married with
teenage children, married with grown children, divorced, widowed
Generation Generation Y, Generation X, baby boomers, seniors
Ethnicity Caucasian, African American, Hispanic, Asian
Religion Protestant, Catholic, Muslim, Hindu
Nationality American, European, Japanese, Australian, Korean
soclal class Upper class, middie class, lower class, working class, poverty level
3 personality Outgoing, shy, compulsive, individualistic, materialistic, civic minded,
:;m"?’" anxious, controlled, venturesome
estyle Outdoor enthusiast, sports-minded, homebody, couch potato, family-
uf centered, workaholic
Motives Safety, status, relaxation, convenience
bt s |
ounty size Under 50,000; 50,000-100,000; 100,000-250,000;
ST 250,000-500,000; 500,000-1,000,000, over 1,000,000
Urban, suburban, rural

Population density







Effective Segmentation

Criteria

Measurable

Accessible

Substantial

Differential

Actionable

ents are large or
le enough to se




