Market Segmentation, Targeting, and
Positioning



Three major steps In target marketing

« Market segmentation

— Dividing a market into distinct groups of buyers who
might require separate products and/or marketing mix

 Market targeting

— Evaluating each segment’s attractiveness and selecting
one or more of the market segments

 Market Positioning

— Developing a competitive positioning for the product and
an appropriate marketing mix
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I OFAHI &l (concentrated Marketing)
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Five pattern of target market selection
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