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Market

Market

Segment

Market

Segmentation

People or organizations with needs or wants 

and the ability and willingness to buy.

A subgroup of people or organizations sharing 
one or more characteristics that cause them to 
have similar product needs.

The process of dividing a market into 
meaningful, relatively similar, identifiable 
segments or groups.



Target

Market

Strategies for Selecting 
Target Markets

A group of people or 

organizations for which an 

organization designs, 

implements, and maintains a 

marketing mix intended to 

meet the needs of that group, 

resulting in mutually satisfying 

exchanges.





The Importance of 
Market Segmentation

 Markets have a variety of product needs and 

preferences

 Marketers can better define customer needs

 Decision makers can define objectives and 

allocate resources more accurately







Criteria for Segmentation

Substantiality

Identifiability
and Measurability

Accessibility

Responsiveness

Segment must be large enough to 
warrant a special marketing mix.

Segments must be identifiable and 
their size measurable. 

Members of targeted segments 
must be reachable with marketing 

mix.
Unless segment responds to a 
marketing mix differently, no 
separate treatment is needed.



Competitive Frame of Reference

• Which other brands a brand competes with

• Determines category membership

• Identify target market and competition

help prospects understand what 

you are and why they should 

care.





Startup’s FOR - Home Baker

• Target Buyers
• looking for a fancy dessert, either directly at a bakery or food store you will 

sell to restaurants that serve fancy dinner dessert.

• Competition 
• competing with other cakes, ice cream, pie, and other dinner desserts.

• Pricing 
• likely to charge much more than other desserts, since you’ll be sold alongside 

them

• Product Features 
• product differentiator will need to appeal to the customer (likely high income 

restaurant goers, or dinner hosts looking to impress guests).



Defining frame of reference

• For market leaders
• Reinforce the way 

category is defined
• Convincing you are 

better than the 
leader on an 
attribute

• Why you are the best 
choice

• Frame product around 
a sub-aspect 

• Change the way market 
looks at the category

• Highlight your strength 
and put leader at a 
diadvantage

• Create an entirely 
new frame

• Convincing target 
market is the 
challenge





POP & POD









• Category Membership
• Consumer categorize the product into a specific group

• The products or set of products with which a brand competes

• Announce category benefits – fundamental reason for using a category  

• Comparing to exemplars (well known brands)

• Relying on product descriptor












