Recl 3p40 Lecture 9

Foundations for Market Segmentation
Selecting target markets:

-target segments should be compatible with the organisations goals and image

-select resources around it, doesn’t mean others aren’t going to buy it, just need to focus around them

-the market opportunity represented by the segment must match the company’s resources

-the segment must represent an opportunity to produce enough sales to generate a profit (or be “important” enough)

-the company should select target segments where it can enjoy a competitive advantage

-arranging staff, physical facilities, targeted around satisfying certain people

Competitive Advantage
-an advantage over competitors gained by offering consumers greater value, 


-either through lower prices or by providing benefits that justify higher prices

great ex/ high class airways, or really dirt cheap with no extra services

-points of differentiation


-product/service differentiation, not main one, but the extra stuff that comes along with it, such as bathroom attendant, technical services with a computer


-service differentiation


-personnel, great staff-very friendly, remember orders, dress codes


-image of organisation- i.e. environmental awareness

Target-Market Strategies
-market aggregation: target the offer to a mass market with little differentiation

-not everyone is the same, and they do not all want the same thing

-Health care, in theory but doesn’t really work

-single-segmented segmentation selecting a single segment to target


-if the segment is small, this may be considered a “niche” strategy

-small businesses , don’t have money for mixed marketing, so they focus on one

Multiple-segment segmentation: identifying two or more segments as target markets: involves developing a different approach for each segment

Implications of segmentation
-market aggregation is really a production-oriented strategy

-requires that the firm find some way to differentiate its product or service

-increasingly, firms are turning to superior service as their differentiating strategy

-multiple-segment marketing requires that the firm develop different versions of the product or service offering for each segment


-it may simply man different approaches to serving different segments

Positioning
-establishing an image for a product or service in relation to others in the marketplace

-everyones is different, and try to establish one, in relation to them

--positioning ais a strategy for locating a brand or company in the cuonsumer’s mind with respect to its rating on certain attributes

-very much related to the concept of image

-the appropriate image is created mainly through the use/manipulation of the marketing mix variables

Steps to positioning
-organisations seek to gain competitive advantage by being different in some important way

Ways to position
-may position against competitors


-either in direct comparison, or by trying to occupy the same position

-may positon by appealing to a specific segment of the market


-the position is closely tied to characteristics of the target segment

-may position on the basis of certain characteristics of the brand or company


-may want to address a market gap or set the brand apart from obvious competitors

2 important attributes for fast food

Price- low_______________________high

Quality low _________________________high

-low qual, low price can be successful, just don’t want low qual, high price

Position Strategies
1. take on the competition head on

2. occupy a gap in the market

3. set a brand apart from the competition

4. occupy a position of leadership- ex using clean energy

5. appeal to certain lifestyle segments

6. from time to time, it may be necessary for a firm to reposition its brand or the company itself

-change the image in consumer’s minds

ex-role of baking soda, in your fridge, on your wall

Niche Marketing
-this is a specific form of positioning


-the company decides to occupy a market niche where it can be distinct and where competition is weak

-identify segments that are not well served

-determine how to gain a competitive advantage

-need to consider repetitive retaliation

Niche Marketing 2
-expand the niche by meeting consumer needs

-defend the niche position by improving product and service offerings

ex/ expensive bicycles

-if you find a niche you do not want to let anyone else in, you need to defend it

-we defend the niche, but continually meeting the needs and services to appeal to the market segment

Forecasting
-a market research based but future oriented process, that relies on expectations, vision, judgement and projections for factors such as 

-sales volume and revenue trends

-consumer profiles (changing)

-product profiles

-price trends

-trends in external environment

-research with consideration of future, how do we expect them to change for the future in regards to technology, age and needs, ageing population, what can we capitalize on because of this ageing population

Forecasting market demand
-before entering a market, a firm needs to know its potential and what share to expect

-a market factor is a market characteristic that will help in forecasting demand

-measures of market potential are not enough for a firm to decide whether to enter a market

-a sales forecast is based upon a marketing plan

(Always looking to the future with market segment, future oriented, serves customers well, modify with changes with consumers and prices, takes a while, so that’s why you need to forecast)

