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Market Segmentation???Market Segmentation???

-It is the process of dividing the 
total market fora given product  total market fora given product  
into a number of sub-markets.

-The heterogeneous market is  -The heterogeneous market is  
divided into a number of relatively  
homogeneous units.homogeneous units.



Levels of Segmentation
Mass Marketing

Same product to all consumers  

Levels of Segmentation

Same product to all consumers  
(no segmentation)

Segment MarketingSegment Marketing
Different products to one or more segments  

(some segmentation)

Niche Marketing
Different products to subgroups within segments  

( more segmentation)( more segmentation)

Micromarketing
Products to suit the tastes of individuals or locationsProducts to suit the tastes of individuals or locations

(complete segmentation)



Steps in Segmentation ProcessSteps in Segmentation Process

Select a Market StudySelect a Market Study

Choose Bases for Segmentation

Select Descriptors

Profile and analyse SegmentsProfile and analyse Segments

Select target marketsSelect target markets

suitable Marketing mix for eachgroups. 

Select those segment which offer highpotential.



Market Segmentationof:Market Segmentationof:

Consumer Market  Consumer Market  
andand

Business Market



Bases for Segmenting Consumer  
MarketsMarkets

Two major Approaches to Segmentation are:

Consumer characteristics
Consumer responses

(Behavioral segmentation)

Geographic
- Region
- State

Demographic
- Age
- Sex

Psychographic
- SocialClass

(Behavioral segmentation)

Usage  
Userstatus  

- State
- City types
- Density

- Sex
- Income
- Occupation
- Family size
- FLC

- Lifestyle

- Personality

Occasions Benefits Usagerate

Loyalty status
Buyer readiness  

stage

Attitudes

- FLC



Segmenting for BusinessMarketsSegmenting for BusinessMarkets

DemographicDemographic

Geographic

Situational Factors



M a r k e t segmentat ion in 
va r ious industr iesvar ious industr ies

• SOAP INDUSTRYSOAP INDUSTRY
 LAUNDRYSOAP.
 SPECIAL LAUNDRYSOAP.
 LOW GRADE TOILET SOAP.
 PREMIUM TOILETSOAP. PREMIUM TOILETSOAP.
 TOILET SOAPSFOR STORES, OFFICES AND RESTAURANTS.
 INDUSTRIALSOAP.

• WATCHINDUSTRY
 GEOGRAPHIC LOCATION OFCUSTOMERS. GEOGRAPHIC LOCATION OFCUSTOMERS.
 LIFE STYLEPATTERN.
 BASED ON AGE.
 BASED  ONGENDER.
 BASED  ON INCOME. BASED  ON INCOME.



• INDIAN CARINDUSTRY• INDIAN CARINDUSTRY

 ECONOMYSEGMENT
 MID-SIZEDSEGMENT MID-SIZEDSEGMENT
 LUXURYSEGMENT
 SUPER LUXURYSEGMENT SUPER LUXURYSEGMENT



DIFFERENT TYPES OF 
SEGMENTATIONSEGMENTATION

• PURCHASE OCCASION SEGMENTATION• PURCHASE OCCASION SEGMENTATION
DIVIDE CUSTOMERS ON THE BASIS OF THE REASON BEHIND 
THEIR PURCHASE.

• USER STATUSSEGMENTATION

DIVIDE CUSTOMER BASED ON THEIR USAGE OF A PRODUCT OR DIVIDE CUSTOMER BASED ON THEIR USAGE OF A PRODUCT OR 
SERVICE AND THE PATTERN OF USAGE.

 USAGE RATESEGMENTATION
DIVIDE CUSTOMERS BASED ON THE FREQUENCY OF USAGE OF A 
PRODUCTOR SERVICE.

IT DIVIDES THE USER MARKET INTO LIGHT, HEAVY,AND MEDIUM IT DIVIDES THE USER MARKET INTO LIGHT, HEAVY,AND MEDIUM 
USER GROUPS



• LOYALTYSEGMENTATION• LOYALTYSEGMENTATION
DIVIDES CUSTOMERS ON THE BASIS OF THEIR LOYALTY  
TOWARDS A CERTAIN PRODUCT OR SERVICE.

• TECNOGRAPHIC SEGMENTATION
IDENTIFICATION OF SEGMENTS BASED ON THE INTERACTION  
OF THREE VARIABLES.OF THREE VARIABLES.
THESE ARE ATTITUDE TOWARDS TECHNOLOGY, APPLICATION  
OF TECHNOLOGY, AND THE FINANCIAL POSITION OF THE  
CONSUMERS.



Benefits of MarketSegmentationBenefits of MarketSegmentation
1. One customer group is distinguished from another withina  

given market and this enables to decide which segment of  given market and this enables to decide which segment of  
the market should form as targetmarket.

2. Facilitates in-depth study of the characteristics of the buyers.
3. Help the marketing man to develop the marketing programmeon  3. Help the marketing man to develop the marketing programmeon  

a predictable and reliable base.
4. More suitable ‘marketing offers’ for a particular segment iseasily

developed.developed.
5. Suitable marketing mix isachieved.
6. Due to concentrated efforts most productive andprofitable  

segments of markets are achieved.segments of markets are achieved.
7. Its helps to asses competitor’s stand in themarket.
8. Customer and companies choose each other for mutualbenefit

and satisfaction.and satisfaction.




