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~ Market Segmentation and Targeting
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Practice Objectives £l B £

List the major bases for segmenting the consumers
B VA 23 A A3 0 AR R

Segment the market for a mock travel store
AR AT R I 4 43 T

Decide on the target market for the mock travel store

HERRATREIEHE BT
Concepts &li8 &

To get a product or service to the right person or company, a marketer would firstly
segment the market, then target a single segment or series of segments, and finally posi-
tion within the segments. The world is made up of buyers with their own types of needs
and behaviors. Segmentation is the identification of subsets of buyers within a market that
share similar needs and demonstrate similar buyer behavior. Such a group is known as a
segment. A target segment is the market group which a particular product is marketed to.
It is often defined by age, gender and socio-economic grouping. After segmentation, the
marketer needs to evaluate each segment based on three factors: size and growth, segment
structure, company objectives and resources by collecting data and analyzing data on sales,
growth rates and profitability. Segments that have the right characteristics will be deter-
mined as the target segment, where buyers share common needs or characteristics.
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Chapter One Marketing Strategies
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Words and Expressions &

segment v. 44, K5 (Fi3%) identification n. #i5E
n. (T $5) 4153 893 5 evaluate v. ¥Ffh
target v. Bfeeerer YEH B #5 profitability n. & #|
position v. FE{iL strategy n. }RE&, SFKEE
segmentation n. T34 5 unique adj. JH 4T, ME—
Procedures it #2

» Understand the customers’ needs.

TRRE TR .
» Determine the segmentation criteria and segment the market.
W T S 40 S KU, R e T 3 .
» Identify the features of.each segment.
WHI AT G A
» ldentify the target segments.
WEBRHEDT .
» Develop unique strategies by segments.
HRYE 40 4 i 3 T T 2 RE ) 5 B SRR .

Skills;ﬁﬁﬁ

» Market segmentation is based on the following four categories.
34053 5 A R AK AR an T
Geographic segmentation: country region, climate, city, neighborhoods;
MR FES . HER XKL R X
Demographic segmentation: gender, age, occupation, income, size of household,
educ;tion, religion, generation;
NOZERZH 5 PR ERE BOE A KEME ZEERE FZBEW A O ER;
Psychographic segmentation: lifestyle, personality, values, avocation;
DEERME: AT A ER . EL
Behavioral segmentation: attitude towards a product, use rate, loyalty siatus.
FTAERED: X5 eSE R E.

» In practice, marketers usually need to use more than one segmentation bases to segment
the consumers to better identify the target groups. With carefully designed segmentation

standards, the target group will be better defined.
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» When the marketer selects the target segment, he needs to take the following points into
consideration: whether there are already many strong and aggressive competitors; the
buying capacity of the segment; whether the suppliers are too powerful to cooperate
with.

LYEHEEBEBERAS TGN, FEZEBUTILA: KT RECEFERZRAN
MEFE ZHTHHGE S ;SRR TREUZETHRLUSE.

» The strategies developed by marketer in selecting target market segments include: un-

differentiated marketing (ignore the difference and target the whole market with one
offer) ; differentiated marketing ( target several market segments with separate
offers) ; concentrated marketing (target one or smaller segments and win large share
of them) .
BEWHEAMUZHNBERTHEFERKCE:. TERETHEHRECRARLERME, U
B-hR T REMTAEERE) ; EFETHEHRR G LA M H 015, RER
FEmE RS ;&P EmGES R X —ANFILAN DA TS, HERERH
G HD .

Advantages and drawbacks of each strategy(as shown in Table 1-1).

Table 1-1 Advantages and drawbacks of different strategies

strategy advantages drawbacks

undifferentiated difficult to satisfy all consumers;

. low cost .. g
marketing less competitive than more-focused firms

. . increase the cost;

differentiated generate more sales; . .

. extra marketing effort in research, promo-
marketing create more customer value . L

tion and communication
market more effectively and more effi- | high risk;

concentrated

. ciently as the segment is more carefully | threat brought by competitors’entering the
marketing

defined market segment
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