Class 4/9: Segmenting
& Targeting
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¢ Moving away from mass marketing
¢ Market segmentation |

t ¢ Targeting ’
¢

¢ STP Model
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Residual Target

characteristics, needs,

prospects to common
wants, or desires

grouping customers or

segmenting

SAME THING to the mass crowd

mass marketing
attempting to sell the
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Bicycle: Bike owner & non-bike owner
Bike racer, mountain bike rider;
eisure rider, children and parent.

Fishing Rod: how to segment?

Snack?
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Niche =
Marketing
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niche market: a small portion of the market that has a
special characteristic; very specific and distinct
characteristics shared by people in that segment

Toyota Prius Eco-friendly car
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mass production price

INSER BLOG

GIT NEw

a manufacturing process oo
programed to choose
ingredients/parts to
produce custom designed
goods
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Types of Segmentati

VWhich criteria?
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Types of Segmentat
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Definable statistical measures: the best predictor of
consumer behaviors.
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Types of Segmentat

attitudes,
l'nterests,
Opiniong
~ lifestyle ’
lifestyie the way
beople chopge t,
Spend thejp

oney time &
energy

B/ Sraphics Psychographics

Behavioral &
Relationship
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The way to explain how people think, feel, and believe
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Heinz mayonnaise. Now in squeeze bottle.
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Segimn enz
Products...

Roger's Adoption Curve

Early Majority
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Current
customer

7 8teps of S

1. Identify the most profitable current customers

&. Create profiles of these segments

e

3. Target these segments to increase retention and customer érowth

4. Use profiles of profitable customers to locate prospect segments

5. Evaluate prospect segments

6. Target prospect segments that are most likely to respond

7. Continue testing responsiveness of prospect segments

with similar products Prospect

customer
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Benefits of
Segmentatia
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Different types of customers
costs less to sell to existing

Butterflies True Friends customers
High i\’l -
Profitability R\ some customers are more
Strangers Barnacles profitable than others (Pareto

i ﬁ g rule)

g High knowing who your customer
Loyalty segments are can lead you to
find other similar segments
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a process that:

© selects segments that will
be most profitable to sell to

© designs MC to reach &
appeal to those segments

© determines how much
marketing dollars should
be spent on each segment
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STP Model

esmenting

selecting which
segments to serve

argeting
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Final Note: '’

Segmenting & Targeting calls for
a careful balance of two

objectives:
1) Acquiring new customers
&) Retaining current
customers




