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Product

STP Process

Segmentation

Identifying meaningfully different groups
of customers,

Targeting

Selecting which segmentis) to serve.

Positioning

Implementing chosen image and appeal
to chosen segment.

Distribution

Promotion




What is market targeting?

N

Targeting -

Select the Product

Positioning

Market Segmentation

Decide on the
Optimal

Target Market

Marketing Mix




We may not want to serve everyone

Market segmentation Target market

- Geographic segmentation (countries,

regions, cities, urban/rural, postcode)

- Demographic segmentation (age,

gender, family size, income, occupation)

) ) Differentiate Micromarke
Undifferentiat d Concentrate . local

- Psychographic segmentation (social ed (mass) ted d (niche) H'lgd(' (?ga i)r
class, lifestyle, personality) marketing (segmented) marketing individua

marke ting

marketing)

- Behavioural segmentation (consumer . .
Targctmg Targetlng

knowledge, attitudes, product usage) broadly narrowly




Criteria
Market Targeting Strategies

Undifferentiated Differentiated Concentrated Micromarketing
(Mass) Marketing (Segmented) (Niche)

Marketing Marketing

Local Individual

m Marketing Marketing

Whole market with Decide to target Concentrate on one -2 cities, =1
one offer several different or a few segments  neighbour- person
= lgnore segments market segments, or niches hoods,

separate offers for specific

each stores




Micro-Marketing...

Empowers Person-to-Person Communication
with the Individuals and Small Groups
Important to Success
for Relationship Building and Fund Raising
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Source: Euromonitor

Total Available Market
$68B

Target Market
S83M

Total Available Market
* Sports nutrition market

Served Available Market
* Energy bar market

Target Market
* Endurance athletes




TAM, SAM, Target Market?

* TAM (Total Available Market) ~ When you get 100%

of the market share (Pet Food / Mobile Apps /

Elearning)

* SAM (Served Addressable Market) ~ Part of TAM
which receives your main VP. (Dog Food / Healthcare

Mobile Apps / Mobile Learning)

* Target Market ~ Where do you start? Demographic?
Geographic? (Puppy Food / Healthcare mobile App

for Elder Female / Mobile Learning for Engineers)

ava'ech




Pareto 80/20

Pareto Principle

20% of the input (time, resources, effort)
accounts for 80% of the output (results, rewards)




Example of the toothpaste market

Four main segments:

Sensory:

Seeking
flavor and

product
appearance

Sociables:
Seeking
brightness of
teeth

Worriers:
Seeking
decay
prevention

Independent:
Seeking low
price




What is product positioning?

Targeting - Decide on the

Product
Positioning

Market Segmentation Select the

Target Market

Optimal
Marketing Mix




Positioning: How to get here?

WHICH PROVIDES

main benefit

UNLIKE

WHICH PROVIDES




Step 3: Positioning

» Isat the heart of the marketing
strategy

* %, ..the act of designing the company’s offer and image
so that it occupies a distinct and valued place in the
target customer’s minds.”

Philip Kotler




e
Determining a frame of reference

Marketers need to know:




Determining a frame of reference

- What are the ideal
~ | points-of-parity and
. L A ' points-of-difference

;brand assoclations
Vis-a-Vvis the
competition?




Points-of-Parity

and Points-of-Difference

Ve

WHITENING

Points-of-difference
(PODs) are attributes or
benefits that consumers
strongly associate with a

brand, positively evaluate,

and believe that they could
not find to the same extent
with a competitive brand.

Points-of-parity
associations (POPs), on
the other hand, are not

necessarily unique to the
brand but may in fact be
shared with other brands.




Nature of Competition

Deciding to target a certain type of consumer
often defines the nature of competition

Ex: aluxury good with a strong hedonic benefit
like stereo equipment may compete as much with
a vacation as with other durable goods like

furniture




Brand Positioning: Perceptual Map

™~

A perceptual map provides a visual picture of how customers see different competitors.

Perceptual Map of Fast Food Industry
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Positioning & differentiation

Positioning Statement:

We are (name of brand).
We produce (type of offering) for (target consumer)

This market offering provides benefits that satisfy(consumer
needs)

Our offering uniquely attracts our target consumer

Because (source of competitive unigueness).

Our benefits differ from competitors’ benefits in the following
Way(s): (points of differentiation).




Positioning & differentiation
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Positioning & differentiation

Gatorade L @ |

We are Gatorade. We produce sports drinks for physical
activity enthusiasts who consider themselves to be
accomplished, but not necessarily competitive, athletes.

This market offering provides benefits that satisfy our
Consumer’s need to quench thirst in a healthy and fun

(but not frivolous)way. Our offering uniquely attracts

Our target consumer because it is absorbed in the body

12 times faster than water and because it is heavily promoted
Using imagery of everyday athletes working up a sweat.

Our benefits differ from competitors’ benefits in the following
ways: fun, scientifically-backed quenching.
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Gatorade India

8,133 subscribers




Product

STP Process

Segmentation

Identifying meaningfully different groups
of customers,

Targeting

Selecting which segmentis) to serve.

Positioning

Implementing chosen image and appeal
to chosen segment.

Distribution

Promotion







FIGURE 1.1: The stages of building 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 comporate goal is a general expression of
the desired corporate outcome. A corporate objective is a
more specific expression of the desired oulcome

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

Step 3: SWOT analysis bulldmg a

Identification of strengths/weaknesses and

opportunities/threats with the goal of identifying the key marketing plan

issues that drive performance

Figure 1.1:The stages of

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

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

Adjust marketing
plan if necessary

Step 8: Implementation and performance evaluation
Are the strategic market plan and the tactical marketing
strategy producing desired levels of performance with
respect 1o long-term market share, sales revenue and

profitability?
i Yes

Prepare for next year's marketing plan

The performance gap is
sufficiently large that a
re-examination of the
markeling plan is required
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Vision Statement

“To bring inspiration and innovation to
every athlete™ in the world”

(* “If you have a body, you
are an athlete”
Bill Bowerman, co-founder)

NIKEVISION
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Mission Statement

Nike is the "largest seller of athletic footwear and
athletic apparel in the world. Performance and reliability
of shoes, apparel, and equipment, new product
development, price, product identity through marketing
and promotion, and customer support and service are
Important aspects of competition in the athletic footwear,
apparel, and equipment industry. We believe we are
competitive in all of these areas."

The company aims to " lead in corporate citizenship
through proactive programs that reflect caring for the
world family of Nike, our teammates, our consumers,
and those who provide services to Nike."




STRATEGIC

RECOMMENDATIONS:
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Market Segmentation

GEOGRAPHIC SEGMENTATION:
divided the market into different units of location
neighborhood,
states,
regions
cities
countries.
Adidas Bold 2009 have operated in urban and
semi-urban cities of India.

BEHAVIORAL SEGMENTATION:
This segment divided the consumers according to
their attitude, knowledge, response and use of
the product. Below are the behavioral
segmentation for Adidas:

Benefits

Gym regular users

Sports lovers

Athletes

Image seekers

Brand freaks

PSYCHOGRAPHIC SEGMENTATION:
the analysis of the different personalities of each

consumers, The only key is to be different.
* Achievers

*  Well-experienced

* Hard workers

* Goal achievers

DEMOGRAPHIC SEGMENTATION:
divided into different segments based on the
variables of family size, family life cycle, income,
gender, age and etc
The demographic segmentation of Adidas as
follows:
* Age15-36
* Income level: $15,000
* Social Class: Upper middle, upper class and
lower upper.
Gender: Both male and female




Positioning: Target Market

* Expanding Women's apparels

¢ Women in 20s and 30s driving the ‘athleisure
trend’

» Kids are growing part of Nike’s business

At h I ete S * Young athletes wear products through
sponsorship with clubs and federations

Professional athletes such as NFL wear Nike Gear

* Running is heritage and largest performance

category
R u n n e rs » Nike's innovation efforts are focused in running
category




Positioning

To bring inspiration and innovation to every
athlete in the world

e Ubiquitous brand

° You have a body, you are an athlete
Shifted from Product Focus to Attitude
. Focus
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JUST DO IT (HipHop Vs Ballet), Nike Russia

48,512 views

g 726 12

@ _Broadway Dance Magazine

8 subscribers




MARKET SHARE

Nike has the highest
market share percentage
(31%) when compared to
its main competitors.

= Nike

® Under Armour
» Adidas

» Puma

» Other

SOURCE:
“Top Sports Apparel Brands, 2013-2014." Market Share Reporter. Ed. Robert S. Lazich and Virgil L. Burton,
IIl. 26" ed. Farmington Hills, Mich.: Gale Group, 2016. 844 pp. 2 vols. Gale Directory Library. Gale. University of
Pittsburgh Libraries. 18 Apr. 2016 <httpz/find.galegroup.com/gdl/start.do ?prodid=GDL>.
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Video on STP - Recap
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Product

STP Process

Segmentation

Identifying meaningfully different groups
of customers,

Targeting

Selecting which segmentis) to serve.

Positioning

Implementing chosen image and appeal
to chosen segment.

Distribution

Promotion




Additional a Tips....

Initiatives are segmented and mktg mix vary

=
Segment Price sensitive Mid market Up market
Marketing B Keep revenue * Build onalty * Attact new
goals * Attract new customers
, customers
Initiatives I. Strengthening I. Building service I. Building McCafé
and tactics and utilizing | brand brand and
increasing EDAP ' 2. Refreshing introducing new
value for 2. Time limited ' product lines “healthy”
money price offers | 3. New ways of platform as part |
3. Events couponing of it |
4. Environmental 2. Piloting new
focus/good dinner platform |
responsible 3. My Home Office
citizen & Meeting Point
5. Loyalilty program

for kids (only)




