
Marketing Management Chapter 4—Segmentation, Targeting and Positioning 

 

A.  Segmentation – grouping consumers by distinct needs, characteristics and consumption patterns 

 

(a)  Geographic: world region [Asia] / country [China] / region 

or city within country [HK] 

(b)  Demographic:  

    age/gender/income/occupation/region/nationality/family size 

(c)  Psychographic:  Social Class/lifestyle [e.g organic food. 

Health conscious]/personality: outgoing 

(d)  Behavioural:  usual rate [users: light, 

medium, heavy], occasion: special festivals,  

benefit sought [e.g. toothpaste: different 

protections] 

customer loyalty [commitment to repurchase 

continuously] 

 

 

 

 

 

 

 

 

 

 



B. Target Marketing-evaluating attractiveness of each segment and enter one or a few of them 

I.  Evaluation of Segments 

(a)  Operating characteristics: competitors, substitutes, suppliers and buyers [bargaining power] 

(b)  size and growth rates: current sales, expected profitability 

(c)  objectives and resources: financial strengths, required capital investment [e.g. payback period] 

II.  Selection strategies 

(a) undifferentiated marketing – ignore segment differences and target whole market with one product 

  [mass marketing: Global, ubiquitous brands ]  * efficient: focus resources   * can’t satisfy employee 

 

(b)  differentiated marketing – select several segments and tailor products for each segment 

   * better serve customers   * sales revenue increases   * operating costs increase: separated efforts 

 

 

 

 

 

 

 

 

 



(c)  concentrated marketing – focus resources on one or a few small segments [niche marketing] 

   * better understand consumer requirements   *more efficient: focus resources 

   * if poor market conditions or change of consumers’ preferences: sales and profits drop, more risky 

   * rapid growth or earn profits: attract large firms –increase competitions 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

C.  Positioning – creating image for products and projecting it to consumers’ minds 

   * differentiation    *help formulate strategies   * easier for consumers to remember product 

#Steps: 

1)  Identify Competitive Advantages [differentiation] 

*product[physical]  *service[quality]  *people[Training]  *channel[delivery]  *image[promotion] 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2)  Select Right advantages 

*distinctive[unique: others don’t have]  *important[valuable to customers]  *communicable[let c know] 

* superior[hard to get same benefits  *preemptive [hard to copy] *affordable  *profitable 

 

 

3)  Design Positioning Statement & Communicate to Consumers 

* target consumers  *brand/product  * unique benefits 

 

 



 


